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Corporate

Dick Koenig
Vice President, Publisher
ph: (212) 779-5413
e-mail: dkoenig@flyingmagazine.com

Maggi R. Finlayson
Marketing Director
ph: (212) 779-5414
e-mail: mfinlayson@flyingmagazine.com

Al Struna
Creative Services Director
ph: (212) 779-5416
e-mail: astruna@flyingmagazine.com

Michelle Nuez
Advertising Coordinator
ph: (212) 779-5415
email: mnuez@flyingmagazine.com

Eva Joyce 
Executive Assistant to the Publisher
ph: (212) 779-5412
e-mail: ejoyce@flyingmagazine.com

2 Park Avenue, 9th Floor
New York, NY  10016
fax: (212) 779-5577 (Label: FLYING)

North America Eastern Region

Lisa M. DeFrees
Sales Manager, Northeast Representative
e-mail: ldefrees@flyingmagazine.com

Holly Bogacz
Eastern Sales Support Coordinator
e-mail: hbogacz@flyingmagazine.com

2322 Genesee Street
Utica, NY  13502
ph: (315) 624-3670; fx: (315) 624-3674

North America Western Regions

Jim Van Gilder II
Sales Manager, Central Representative
e-mail: jvangilder@flyingmagazine.com

Sara Newton
Account Executive, Western 
e-mail: snewton@flyingmagazine.com
cell: (972) 849-6168

Taylor Van Gilder
Western Sales Support Coordinator
e-mail: tvangilder@flyingmagazine.com

12740 Hillcrest Road, Suite 295
Dallas, TX  75230

ph: (972) 392-1892; 
fx: (972) 392-1893
(800) 878-7136

Advertising/Marketing Personnel

International

Lisa M. DeFrees
ph: 00-1-315-624-3670; 
fx: 00-1-315-624-3674
e-mail: ldefrees@flyingmagazine.com

Direct Response /  
Classified Advertising

Shawn Lindeman
ph: (212) 779-5401
fax: (212) 779-5577 (Label: FLYING)
e-mail: slindeman@flyingmagazine.com

2 Park Avenue, 10th Floor
New York, NY  10016
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2010 General Rate Card...

Four-Color

Issue/Times	 1X 3X	 6X 9X

Full Page	 23,715 22,765	 21,855 20,975

2/3 Page	 17,385 16,690	 16,025 15,390

1/2 Page Island	 14,195 13,625	 13,080 12,555

1/2 Page Horizontal	 13,520 12,980	 12,465 11,970

1/3 Page	 10,915 10,475	 10,060 9,655

1/4 Page	 8,520 8,180	 7,850 7,535

1/6 Page	 6,545 6,285	 6,035 5,795

Four-Color

Issue/Times	 12X 18X	 24X 36X

Full Page	 20,135 19,335	 18,560 17,815

2/3 Page	 14,770 14,180	 13,610 13,070

1/2 Page Island	 12,055 11,575	 11,115 10,670

1/2 Page Horizontal	 11,485 11,025	 10,585 10,160

1/3 Page	 9,270 8,900	 8,545 8,205

1/4 Page	 7,235 6,945	 6,670 6,400

1/6 Page	 5,560 5,340	 5,125 4,925

Cover Rate

Issue/Times	 1X 3X	 6X 9X	 12X

Cover 2, 3 and 4	 26,715 25,640	 24,620 23,635	 22,685

Black & White and Two Color (Standard)

20% Off Four-Color Rates

Closing Dates for Insertion Orders and Ad Materials...

		  Space		  Materials	 Show
Issue		  Reservation	 Due 		  Circulation

Feb.	‘10	 Nov.	18	 Nov. 	20	 NBAA Regional Forms

Mar.	‘10	 Dec.	23	 Dec.	24	 NW Aviation Trade Show / WAI / Heli-Expo

Apr.	‘10	 Jan.	27	 Jan.	29 	 WAI / NBAA Regional / Aviation Industry Expo

May	‘10	 Feb.	24	 Feb.	26	 AEA / SUN ’n FUN

Jun.	‘10	 Mar.	24	 Mar.	26	 EBACE / AirVenture Oshkosh

Jul.	‘10	 Apr.	28	 Apr.	30	 NBAA Regional / AirVenture Oshkosh

Aug.	‘10	 May	26	 May	28       	 Farnborough / Arlington NW Airshow 
 						      / AirVenture Oshkosh 

Sep.	‘10	 Jun.	23	 Jun.	25	 AirVenture Oshkosh

Oct.	‘10	 Jul.	 21	 Jul.	 23	 NBAA Regional / Reno Air Races

Nov.	‘10	 Aug.	18	 Aug.	20	 NBAA

Dec.	‘10	 Sep.	22	 Sep.	24	 AOPA Expo 

Jan.	‘11	 Oct.	20	 Oct.	22	

n return to index

Mailing Information:

Insertion Orders and Contracts 
FLYING Magazine
Advertising Sales Department  
2 Park Avenue, 9th Floor  
New York, NY  10016 
Telephone: (212) 779-5412 
Fax: (212) 779-5577 (label: FLYING) 
E-mail: advertising@flyingmagazine.com

Production Ad Unit Sizes 
& Repro Materials 
Specifications: 

Production Questions?

FLYING Magazine
Bonnier Production Department
Telephone: 407-571-4746 
E-mail: production@flyingmagazine.com

n click here
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FLYINGmag.com

FLYINGmag.com and the weekly FLYING eNewsletter are online extensions of the 
valued FLYING Magazine franchise. 

FLYINGmag.com is the website visited by pilots who actively use aviation for both personal 
and business reasons. The site is a valuable resource providing timely news, aircraft 
and product information, a FLYING shop with hundreds of items, weather/flight plan-
ning and fuel pricing services, access to FLYING’s years of valued editorial co tent 
and an invaluable library of flying technique experience from respected professionals  
such as Mac McClellan, Dick Collins, Tom Benenson, Robert Goyer, Dick Karl, Les 
Abend, Peter Garrison, Jay Hopkins and Lane Wallace; all of this information is 
vital to these active pilots. Given the rich 80+ year legacy of the FLYING brand, the 
site is also an authoritative portal for future pilots seeking information and guidance on 
learning to fly and earning their Private license. The site provides an ideal opportunity  
to begin and or to continue to build the branding of one’s products and services among 
these active pilots of today and tomorrow. 

Who’s Online With FLYING?

FLYINGmag.com and the weekly FLYING eNewsletter are designed to extend the value that 
the FLYING franchise adds to the knowledge, skill and passion of general and business 
aviation’s active pilots. Both are designed to serve the needs of: 

n �Pilots who fly an average of 132 hours per year for both personal and 
business needs.

n � Pilots who own, operate and/or are responsible for personal and corporate 
aircraft.

n � Pilots who are engaged in the broad range of functions within the general
 and business aviation market, from manufacturing to sales/marketing, 
administration, government, finance, in every imaginable walk of life, 	
where an aircraft is utilized. 

n � Pilots who have achieved business success in their respetive career paths 
and who rely on general and business aviation to help them achieve 	
their success.

n � Potential pilots who embrace the desire, challenge and passion of learning 
how to fly.

n return to index [ 9 ]





FLYING eNewsletter

FLYINGmag.com and the weekly FLYING eNewsletter are online extensions of the 
valued FLYING Magazine franchise. 

FLYING’s eNewsletter is a weekly, authoritative source of timely news about 
people, events, rules and regulations, products and services, announcements and  
developments which our editors believe are important, appropriate, useful  
and interesting to active general and business aviation pilots, as well as all those 
who work in or are affiliated with the daily operations of this marketplace. 
FLYING’s eNewsletter offers a new, cost-efficient, targeted communication channel 
for time-sensitive marketing programs.

Who’s Online With FLYING?

FLYINGmag.com and the weekly FLYING eNewsletter are designed to increase the 
value that the FLYING franchise adds to the knowledge, skill and passion of gen-
eral and business aviation’s active pilots. Both are designed to serve the needs of: 

n  �Pilots who fly an average of 132 hours per year for both personal 
and business needs.

n �Pilots who own, operate and/or are responsible for personal 
and corporate aircraft.

n �Pilots who are engaged in the broad range of functions within 
the general and business aviation market, from manufacturing 	
to sales/marketing, administration, government, finance, and 	
in every imaginable walk of life, where an aircraft is utilized. 

n �Pilots who have achieved business success in their respective 
career paths and who rely on general and business aviation 	
to help them achieve their success.

n �Potential pilots who embrace the desire, challenge and passion 
of learning how to fly.
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>>>FLYING’s Parade of Planes Created to Help the Active Pilot 
Buy & Aircraft Manufacturers Sell Aircraft
FLYING’s Parade of Planes sales program, conceived and produced by AMPT 
Associates, is a multi-channel marketing program designed to bring prospective 
aircraft buyers and piston and turbine aircraft retailers together with one objective: 
to buy/to sell an aircraft. The POP aircraft sales program is designed to identify 
prospective aircraft buyers from the universe of pilots and to produce a three day 
event that is focused on the acquisition of an aircraft... free from the distractions 
associated with other regional or national air show events.

>>>More Than Another Air Show, POP Is A Year-Round Program 
To Help Sell Aircraft.
POP is a full spectrum marketing program that includes the opportunities 
for incremental brand advertising as well as POP event advertising in FLYING 
Magazine, participation in targeted direct mail, and public relations campaigns 
and web interaction, that culminate in four high-profile general aviation regional 
sales expos.

>>>Quality Vs Quantity: Serious Active Pilots who are Serious 
Potential Buyers
FLYING’s Parade of Planes sales expo marketing will maximize the attendance of
serious pilot buyers at each of the four regional shows in 2010. Prospective buyers 
within a 400-475 mile radius of each expo will be invited to attend the three day 
POP expo to compare and demo the selection of aircraft that have peaked their  
interest… all in one place, all at one time.

>>>FLYING’s POP Features a Buyers’ Resource Center
Aside from the convenience of a side-by-side display of a range of aircraft, the POP  
expo provides access to the Parade of Planes Buyer’s Resource Center. This  
brings on-site representatives to each expo from the finance, insurance, tax and 
broker segments, who can provide assistance to attendees with their buy or lease  
decision, and even help sell their current aircraft.

n return to index [ 13 ]

2010 FLYING’s Parade of Planes
A Turnkey Aircraft Marketing & Sales Program
Making buying easy for the customer is the business tenet that has prompted  

FLYING Magazine to renew its sponsorship of the Parade of Planes (POP) 

aircraft sales program during 2010.



FLYING Sales Representatives

North America Eastern Region & International

Lisa DeFrees	 ph: (00-01) 315-624-3670	
e-mail: ldefrees@flyingmagazine.com 

North America Western Region

North America Western Region
Jim Van Gilder II	 ph: 972-392-1892	
e-mail: jvangilder@flyingmagazine.com

Sara Newton	 ph: 972-392-1892 
e-mail: snewton@flyingmagazine.com 

AMPT

Randy Bolinger	 ph: 218-525-6228	
e-mail: randy.bolinger@amptassociates.com

Parade of Planes 2010 Schedule

Region 	 Location	 Dates

Southwest	 Austin	 March 11 - 13, 2010

Southeast	 (Atlanta area)	 June 10 - 11, 2010

West	 (Los Angeles area)	 August 26 - 28, 2010

A partnership between FLYING and AMPT Associates

>>> POP Buyer’s Resource Center, Asheville, NC 2008

� return to index [ 14 ]

Expand the Potential of Your 2010 Sales Program
Use FLYING’s Parade of Planes to intensify your marketing program 

and aircraft sales opportunities in major general aviation regions  

of the US. 

>>>Parade of Planes is a Cost-Effective Complement 
to Your 2010 Show Program

The goal of FLYING’s Parade of Planes is to deliver high quality buying prospects 
to each participating POP exhibitor.  This comprehensive marketing program is 
designed to attract active pilots looking to compare, demo and buy new aircraft. 

�	 65% of POP attendees are aircraft owners.

�	�� Over 40% of POP attendees plan to buy an aircraft
 in the next 12 months.

2008 POP Survey

>>>Parade of Planes Will Deliver Prime Prospects 
& Aircraft Sales to Your Company

Contact your FLYING representative if you are interested in more informa-
tion about the impact that FLYING’s Parade of Planes can have on your 2010 
marketing & sales goals. They will refer you immediately to AMPT, Randy Bolinger,  
for specific information about the four POP aircraft exhibitor packages.



2010 Digital Ad Specifications 

>>>Book Specifications:  
Trim Size: 7.875” x 10.5” / Bleed Size: 8.125” x 10.75”
No live matter within .25” of final trim size.  On spreads allow .125” safety on  
each side of the gutter.  Alll marks should be offset at least .125” from trim.  All ads  
supplied must be CMYK.   For ads requiring spot color, please contact your  
production manager for specifications.  Binding: Perfect,  Jog: to Foot.

Supplied materials that do not comply with the following specifica-
tions will be corrected and the advertiser billed for the required  
producion.

  
>>>Ad Sizes: All ads must be created to exact size specification listed 
on the rate card or will incur charges for resizing.  On bleed ads use trim 
size as your document size.  No live matter within .25” of gutter or trim 
on full page or spread ads. 

>>>Required Format: PDF/X-1a format is the required file format for 
submission.  When preparing PDF/X-1a files, care and attention must be 
paid to ensure they are properly created and will reproduce correctly.  
Please see Adobe.com/products/acrobat/pdfs/pdfx.pdf for guidelines and 
instructions.  Files should conform to SWOP guidlines, and and total ink 
densities should not exceed 300%.  View specifications online at www.
swop.org.

>>>Proofs: Full page and spread ads, advertisers must submit a contract-
level digital proof at full size that conforms to SWOP standards (including 
a color bar) for all digital files.  Client supplied contract proof is required 
to guarantee color.

>>>Acceptable Contract Proofs Include: Epson Contract Proofs, IRIS, 
Kodak Approval, Digital Match Print, Progressive Press Proof, Fuji Pictro, 
FujiFinal Proof, Proofs are required regardless of file delivery mode.  If 
contract proof is not supplied, we will generate  an Epson Proof, and 
additional charges may apply.  The publisher and printer will not accept 
resposibility when contract proofs are not submitted.

>>>Media Transfer: CD-ROM, DVD, *Electronic Transmissions: Ad 
files can be delivered via our Ad Portal at adportal.bonniercorp.com.  For 
ads supplied electronically, advertisers must supply an additional content 
proofing file.  If one is not supplied, a confirmation PDF proof will be 
sent to the advertiser for approval and an Epson proof will be made for 
full page and spreads, and additional charges may apply.  We do not 
accept ads via e-mail.  Electronic files are stored for one year only, unless 
otherwise requested in writing.

>>>Inserts: Consult your advertising representative.  Production, design 
and prepress services are available; rates upon request..

>>>Shipping Instructions: Ship all final ad materials to:  
Attn: Prepress Ad Production / Special Instructions: FLYING / (Issue /Date) / 
Bonnier Corporation / 460 N. Orlando Avenue,  Suite 200 / Winter Park, 
FL  32789 / Phone: (407) 571-4711

>>>Production Questions?: 
Call FLYING Magazine Ad Production Department at: (407) 571-4746
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Ad Sizes

Ad Size	 Width	 Length

Full page trim:	 7-/78” 	 (7.875”)	 10-1/2” 	 (10.5”)

Full page with bleed:	 8-1/8” 	 (8.125”)	 10-3/4” 	 (10.75”)

Full page non-bleed:	 7” 	 (7.0”)	 10” 	 (10.0”)

2 page spread trim:*	 15-3/4” 	 (15.75”)	 10-1/2” 	 (10.5”)

2 page spread bleed*:	 16” 	 (16.0”)	 10-3/4” 	 (10.75”)

2/3 page vertical:	 4-3/8”” 	 (4.375”)	 9-1/4” 	 (9.25”)

2/3 page vertical bleed:	 5-14” 	 (5.25”)	 10-3/4” 	 (10.75”)

                          trims to:	 5” 	 (5.0”)	 10-1/2” 	 (10.5”)

1/2 page horizontal:	 6-5/8” 	 (6.625”)	 4-3/4” 	 (4.75”)

1/2 page horizontal bleed:	 8-1/8” 	 (8.125”)	 5-1/2” 	 (5.5”)

                              trims to:	 7-7/8” 	 (7.875”)	 5-1/4” 	 (5.25”)

1/2 page spread trim*:	 15-3/4” 	 (15.75”)	 5-1/4” 	 (5.25”)

1/2 page spread bleed*:	 16” 	 (16.0”)	 5-1/2” 	 (5.5”)

1/2 page island: 	 4-3/8” 	 (4.375”)	 7-3/4” 	 (7.375”)

1/3 page vertical:	 2 1/8” 	 (2.125”)	 9-1/4” 	 (9.25”)

1/3 page vertical bleed:	 3” 	 (3.0”)	 10-3/4” 	 (10.75”)

                          trims to:	 2-3/4” 	 (2.75”)	 10-1/2” 	 (10.5”)

1/3 page square:	 4-3/8” 	 (4.375”)	 4-1/2” 	 (4.5”)

1/4 page square:	 4-3/8” 	 (4.375”)	 3-1/2” 	 (3.5”)

1/6 page vertical:	 2-1/8” 	 (2.125”)	 4-1/2” 	 (4.5”)

* Please supply spread files as a single spread document.  Hold live matter 
1/4” (.25”) from trim on all sides.

Full Page Full Page non-bleed

2/3 Page Vertical 1/2 Page Horizontal non-bleed2/3 Page Vertical non-bleed

1/2 Page Horizontal 1/2 Page Spread 1/2 Page Island

1/3 Page Square1/3 Page Vertical 

1/4 Page Square

1/3 Page Vertical non-bleed 

1/6 Page Vertical 

2 Page Spread 
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Ad Portal Instructions

Go to adportal.bonnier.com on your web browser. 

(We recommend using Internet Explorer or Firefox).

Select the publication and issue you are submitting the ad for, fill out the 
form, attach the hi-res file for print and the low-res file for quality check 
and upload your ad.  NOTE: It is best to transfer files from your local 
desktop as transferring files from your network server could cause delays 
or the upload to time out and fail.

>>>Files 

Requird Hi-res file type: PDF/X1A

Requird Low-res file type: JPEG or TIFF
The Low-res file serves as a content proof

>>>Proofs 

For Full Page or Spreads: If you intend to ship a contact color proof,
additional charges may apply.

You will receive a confirmation email after your file upoads successfully.




