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Ownership/Mission
Door & Access Systems newsmagazine is a quarterly, non-subscription 
periodical published by the Door & Access Systems Manufacturers Association 
(DASMA), the association of companies engaged in the manufacture of 
commercial and residential garage doors, rolling doors, high performance doors, 
door and gate operators, remote controls, and related products. The magazine’s 
purpose is to increase the level of knowledge and professionalism within this 
industry by providing timely news and feature stories.

Circulation
The magazine is mailed to more than 
20,000 professionals in this industry. 
More than 90% of our readers are 
dealers who sell, service, and install 
door and access systems products. 
These dealers are located in all 50 
U.S. states and throughout Canada.

Editorial Content
Door & Access Systems welcomes 
press releases and photos of 
product, personnel, and company 
news for our industry. See our Press 
Release Guidelines at  
www.DoorandAccessSystems.com.

Our editorial content includes the 
latest news, trends, and tips 

related to the door and 
access systems industry. 
We welcome your editorial 
ideas and articles. We will 
pay $250 for every article 
submitted by a member 
of the door and access 
systems industry (after it is 
published).

“WELL PREPARED,  
QUALITY ARTICLES. 

AN ASSET FOR 
ANY INDUSTRY 

PROFESSIONAL.”

Ad Production
Art materials are accepted as a 
print-ready pdf or on computer 
disk. Our magazine prints direct-to-
plate, without the use of film. Ad 
production requested by advertiser 
will be billed at cost.

All ads—one-color, two-color, or 
four-color—require a same-size color 
proof with electronic files. Place 
electronic files on CDs. Macintosh/
Quark files are preferred; PC files are 
acceptable if no editing is required. 
Digital files can be uploaded to the 
printer’s FTP site at http://files.
agscustomgraphics.com to the 
attention of Maureen Rourke.

Note: Unless new ad material is 
provided, your ad will be picked 
up from the latest issue of Door & 
Access Systems.

Advertising Content
No advertisement that contains price 
information will be accepted. The 
editor and publisher reserve the right 
to reject any advertising material that 
does not uphold the dignity of this 
professional journal or the industry 
it represents. Advertising that 
simulates editorial content must carry 
the word “Advertisement” in 8 pt. or 
larger type. 12



HeadLines Today’s Top News Stories

Motivating 
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for 
Better 

Profitability
Techs Get Paid $50K+ Via Incentive System

By Tom Wadsworth, Editor i’ve been curious about Jack Curtis’s approach to management ever since the 1980s when he 

was the general manager of nevada overhead Door in las vegas. 

 When he left there and started raynor Fort Wayne (ind.) from scratch in 1992, i was 

curious to see whether his management ideas would work in a fresh new environment.

they did. starting with $64,000 in total sales in 1992, he was poised to hit $2 million by 

1998. now, 12 years later, Curtis’s great experiment has faced a roller coaster economy, a 

full-blown recession, and a major stall in the construction industry. 

A Productivity Machine

But his formula is still working. annual sales have now reached $3.2 million, his eight 

fi eld employees make at least $50,000 a year, and they each generate about $400,000 in 

gross sales. 

“Jack is very innovative in productivity,” says John Zoller, an industry analyst who 

administers the iDa Dealer-Fit program. “he runs a very effi cient operation.”

in the 2010 Dealer-Fit survey, Zoller says that the average door business with $2.5 

to $4.0 million in gross sales generates about $296,000 per fi eld employee. raynor Fort 

Wayne’s productivity numbers far exceed that.

to learn more about Curtis’s incentive system, we travelled to Fort Wayne to interview 

three key employees: Jack Curtis (general manager), Jim Platt (commercial sales), and 

Michael richards (commercial service technician). our goal was to see how the system 

works from different perspectives.

How signifi cant are these incentives?

none of our fi eld technicians makes less than 

$50,000, and many make a lot more than 

that. Plus, at the end of the year we give 

our employees 25 percent of our profi ts as a 

bonus. it’s another way that we constantly 

emphasize the importance of maximizing 

productivity.

So, a good portion of your motivation 

program is your compensation plan. 

that’s one component. it’s probably 60 to 70 

percent of it. Your ability, talent, and hard 

work dictate how much money you can make. 

But another very important factor of the 

program is accountability. We have very high 

standards here, and we have accountability 

mechanisms in place to make sure that those 

standards are being met. 

a guy can become so self-focused on 

how fast he can get things done and how 

much money he can make that the quality can 

suffer. so we provide detailed standards and 

make sure they understand our expectations 

without question.

We want them to get a lot of work done in 

the least amount of time as possible, but we 

still want this high level of professionalism—

in workmanship and in customer relations. it 

takes a little extra time to make the customer 

feel like you care.

How do you encourage good customer 

relations skills?

all our employees know of our total 

commitment to customer satisfaction. in our 

bullpen where they gather every morning, we 

have a saying on the wall. it says, “exceeding 

customer expectations one customer at a time 

equals success.” they see that every day. 

it’s not just a slogan, it’s a reality here. 

our leadership keeps reminding our employees 

that this is our core value. this is how we built 

our business. this is what separates us. this is 

what keeps us growing. 

It seems like your incentive system keeps 

the business running by itself. 

it’s true. With our incentive-based system, 

each employee has skin in the game. they 

all want customers to be delighted and the 

company to be profi table. 

that desire can result in employees 

holding each other accountable. it’s not just 

one set of eyes watching what happens. We 

each bring accountability to each other. they 

even bring accountability to me.

How do you fi t into the daily operations?

i have an offi ce, but i’m in it only about two 

percent of the time. i spend half of my time 

in sales and most of the other half is in the 

service area. We run about $900,000 dollars 

worth of service here. 

We have detailed fl oor plans for each 

service account, and we know the exact 

location of every door. over the years, we 

learned how to market the program, sell it, and 

ultimately administrate it. it’s a lot of detail, 

but we’ve got it down to a science. 

When customers know that you’re so on 

top of everything, they don’t even think about 

Jack Curtis, General Manager

How would you summarize your incentive 

system for your fi eld employees?

our Productivity Pay system has nine pages 

of details. But basically, all fi eld production 

personnel have an established hourly rate 

of pay. their activities are rated to create 

additional pay incentives that can enhance 

their hourly wages by up to 40 percent. all 

these activities are designed to increase the 

company’s effi ciency. 

What is the underlying principle behind 

your incentive system?

of all the company’s assets, we recognize that 

our people are best positioned to infl uence 

gross profi t. so we determine the outcome 

we want, and we work our way backwards, 

providing incentives for the behaviors we want 

to encourage. 

our system is built to be a win-win-win 

situation: a win for the employee, a win for the 

customer, and a win for the company. i think 

many companies do it so that it’s a win for the 

company, and the employee gets dumped on. 

then the whole thing becomes an adversarial 

relationship and counterproductive. 

if the employee really believes that you’re 

looking out for his best interests, then the 

employee in turn will want to perform at a 

high level. 

Jack Curtis, General Manager

continued on page 38
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“I READ IT MORE 
THAN THE OTHERS 
BECAUSE YOU 
WEED OUT THE 
NON-ESSENTIAL 
ITEMS… TO 
MAXIMIZE CONTENT 
AND MINIMIZE 
MINUTIA.”

Trim Size and Bleed
Magazine trim size is 8-1/2” x 11”, 
perfect bound. Bleed size is 8-3/4” 
x 11-1/4”. Live matter not intended 
to bleed off trimmed page should 
be confined to 1/8” from trimmed 
edge. Bleeds allow 1/8” excess on all 
sides. Bleeds are charged at earned 
rates, plus 15%.

Inserts
Pre-printed inserts are accepted in 
2-page multiples. Contact publisher 
for rates and specifications. 

Guaranteed Placement and 
Positioning
Requests for positions (e.g., “far 
forward,” “right-hand page,” etc.) are 
honored when available. Guaranteed 
positions can be purchased at earned 
rates plus 15%.
 
Premium Advertisements
Inside front cover, inside back cover, 
back cover, page one, page two, 
page seven, and the first ad placed 
in the cover story are available as 
premium pages on a four-insertion 
basis. Reservations must be received 
by Dec. 31 for advertisements 
published in the following year. 
Premium positions are selected by 
lottery in early January. (Contact us 
for other lottery details.) All premium 
positions must be four-color ads. 
Back cover advertisements are 15% 
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more than other premium positions, 
and they must change content after 
four consecutive issues. If any 
premium position is not filled by the 
lottery, the magazine may sell that 
position to any DASMA member.

Rates/Colors
Rates (see back page) are non- 
commissionable. DASMA reserves 
the right to change advertising rates 
upon 60 days’ notice. 

Qualifying Advertisements 
and Discounts
Eligibility: Advertising in the magazine 
is a benefit of being a DASMA 
member. If you are not a DASMA 
member, you may advertise only 
if (1) you are not eligible to be a 
member, or (2) you are eligible to be 
an Associate member. Discounts: 
DASMA members receive discounted 
advertising rates; these rates also 
apply for non-members who are not 
eligible for DASMA membership. 
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BuStED: 
“Dateline NBC” Exposes Garage Door technicians

continued on page 36

On Sunday night, May 15, “Dateline NBC” turned its hidden cameras on garage door technicians in a special “Hansen Files” episode on the reliability of home repairmen in the Phoenix area.
Two technicians were caught on camera attempting to sell items that the homeowner didn’t need. Adding insult to injury, the technician from Precision Door of Phoenix used profanity on camera after being exposed by NBC’s Chris Hansen.No, it’s not the image of our profession that we’d like broadcast on national television to four million viewers. Door & Access Systems could ignore this story and pretend it didn’t happen. But our industry can fi ght this problem only by facing it head on. Fighting the problem openly has been our constant approach ever since “Dateline NBC” fi rst exposed the problem in January 2002.

In this feature report, we will reveal what happened in this new “Dateline” episode, how Precision Door has responded, and we’ll bring other key details to light. Our goal, as always, is to lead the industry to higher levels of professionalism.

BUSTED: “Dateline NBC” Exposes Garage Door TechniciansPrecision Door of Phoenix in National Spotlight

Behind the “Dateline” CamerasThe May 15 episode turned its hidden cameras on home repairmen for pool equipment, air conditioners, and water heaters. Why did they also choose garage door technicians? “Nearly all homeowners have a garage door,” said Dan Slepian, producer of the May 15 “Dateline NBC” show, “but my guess is very few understand how the mechanism works or what it should cost to repair.”He told us they selected the Phoenix area because a homeowner (Jenny) in Scottsdale was willing to open her house to their crew. The taping of the garage door technicians took place on March 24 and 25.
Andy Pomroy, Windsor Door SalesFor the garage door segment, “Dateline” secured a garage door expert, Andy Pomroy of Windsor Door Sales, an IDEA-accredited company in Albuquerque, N.M. Pomroy has been in the industry for 15 years. He told us he was selected partly because he had no axe to grind against anyone in the Phoenix market. 
Slepian said, “We searched across the country for someone we thought was the most 

To make sure that nothing else was needed, “Dateline” also installed a new opener on the day before the shooting. It was dusted up to look older, and Pomroy told us that a 2007 sticker was placed on the back of the unit so it wouldn’t be obvious that the opener was new. Pomroy added that the door also had new 10-ball rollers and two new springs installed just prior to his arrival on March 24.
Before each technician arrived, Pomroy inspected the entire system to ensure that it was in perfect working order … except for the vacation switch and the photoeyes. Hidden cameras were placed in several garage locations to capture all the action.

Selecting the TechniciansIn all, Jenny called 10 garage door companies to come fi x her garage door. Pomroy didn’t help with the selection, but he did send NBC a copy of “Bad Bob’s Yellow Pages Scheme,” an article from our spring 2003 issue. 
“We selected the companies randomly through their advertisements,” said NBC’s Slepian. Pomroy thought that the companies 

were selected from the Internet or the Yellow Pages.

Eight Out of 10The good news is that eight of the 10 door technicians correctly diagnosed the problem. “None charged Jenny more than $75 for his time,” reported Hansen on the show. “There are a lot of good door people out there,” Pomroy told us. “This is my chosen industry; I want us all to look good.”
Bad Tech #1: ShawnTwo technicians, however, didn’t look so good. The fi rst one’s name was Shawn, but the name of his company was not revealed on or off the air. Slepian: “We cannot provide that information, although I can tell you that Shawn advertised on Craigslist.”Pomroy thought that Shawn “really didn’t know what he was doing.” Although the cameras didn’t show it, Shawn was there about 45 minutes. “He fi nally got on the phone and spoke to someone who obviously told him what to look for,” Pomroy told us. Without telling Jenny, Shawn replaced the photoeyes. “Remember, nothing is wrong 

with them,” said Hansen on “Dateline.” “They are brand new.”Shawn charged Jenny $190 for the two photoeyes plus $35 for the service call. “In all, $225 for repairs that didn’t need to be done,” reported Hansen. “So I sit down with Shawn.”
Hansen walked into the garage, told Shawn that he’s on a “Dateline” story about repairmen, and accused him of charging Jenny for work that didn’t need to be done. “What do you say for yourself?” asked Hansen.

“Nothing,” said Shawn as he hastily made his exit to his truck.

Bad Tech #2: Rick“The next day, here comes Rick from Precision Garage Doors, an independently owned franchise in Phoenix,” announced Hansen on “Dateline.” After looking over the problem, Rick came inside to break the bad news to Jenny.
“Your circuit board’s gone bad,” Rick said on hidden camera. “It’s giving your sensors issues basically.”

objective, informed, and honest expert with a great reputation. Andy rose to the top of that list.”

Fix Two Simple ProblemsPomroy created two common and minor problems that would require a service call: (1) one photoeye was tilted so that the two eyes were out of alignment, and (2) the vacation button was pressed to disable the remote controls. The technician simply needed to press the vacation switch and straighten the photoeye.
“I’m confi dent that most folks in our industry would agree it does not get any more basic than a lock button or a bumped photoeye,” Pomroy told us.

         Our goal, as always,                           is to lead the industry to higher levels of professionalism.

Andy Pomroy “Dateline’s” garage door expert

By Tom Wadsworth, Editor

HeadLines Today’s Top News Stories
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Why Advertise in Door & Access Systems?

1.	 THE BEST CPM!  With our low rates and high circulation, we offer the lowest cost-per-thousand (CPM) 
of the published rates of any magazine in our industry. It now costs only $113 to reach 1,000 industry 
decision-makers with a full-page 4-color ad in four consecutive issues of Door & Access Systems.

2.	 MORE READERS!  Door & Access Systems reaches a quality list of more than 20,000 industry professionals, 
at least 3,000 more than any publication in our industry. 

3.	 MORE DEALERS!  We reach 18,000 dealer personnel throughout North America, which is 90 percent of our 
total circulation. 

4.	 IT’S THE INDUSTRY’S MOST-READ MAGAZINE!  According to our latest readership survey, Door & Access 
Systems is read more thoroughly than the other two magazines that circulate in the industry. Your print ad is 
much more likely to get noticed in D&AS!

5.	 THE INDUSTRY’S ONLY NEWSMAGAZINE. Our magazine, edited by professional industry insiders, uniquely 
focuses on the industry’s latest news and trends. We don’t just fill space. Every article is carefully chosen, 
edited, and designed for maximum readership.

6.	 READERS PREFER D&AS!  During our latest readership survey, readers volunteered these statements about 
Door & Access Systems newsmagazine:
•	 I really enjoy your publication. I read it more than the others because you weed out the non-essential items … to 

maximize content and minimize minutia.
•	 Your magazine is clearly the best in the industry. Best content and best design, by far.
•	 Your efforts with this publication are really paying off. I see big improvements and enjoy the magazine.
•	 Well prepared, quality articles. An asset for any industry professional.
•	 I believe the magazine is raising the “professional bar” for everyone in the industry.

The attached media kit will help you decide your 2012 advertising plans. The contract deadline for our spring 
issue is Feb. 13, 2012. Have advertising questions? Call Ann Marie Cunningham, our advertising manager, at 
216-579-6100, ext. 1 or by email at ann@CunninghamBaron.com.

Sincerely,

John Addington					     Thomas R. Wadsworth 
Publisher 						      Editor

2012 
Media Kit
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Ad Sizes

1- & 2-Color 
Rates 4-Color Rates

1x rate 4x rate 1x rate 4x rate 6x rate 8x rate 12x rate

Full Page Standard 3180 2805 4510 3980 3585 3505 3425

Member Rate 1815 1605 2580 2270 2045 1995 1955

Inside Front/Back Cover N/A N/A N/A 5235 N/A N/A N/A

Member Rate N/A N/A N/A 2990 N/A N/A N/A

Premium - Back Cover N/A N/A N/A 6020 N/A N/A N/A

Member Rate N/A N/A N/A 3445 N/A N/A N/A

2-page Spread 6965 6270 9885 8905 8015 7835 7660

Member Rate 3975 3580 5645 5085 4575 4475 4375

2/3-page Vertical 2470 2210 3505 3130 2815 2755 2690

Member Rate 1420 1260 2010 1790 1620 1570 1515

Island 1/2 Page 2470 2210 3505 3130 2815 2755 2690

Member Rate 1420 1260 2010 1790 1620 1570 1515

1/2-page Horizontal 2070 1805 2940 2560 2310 2260 2210

Member Rate 1190 1040 1690 1470 1325 1295 1260

1/3-page Vertical 1595 1410 2275 1995 1795 1760 1720

Member Rate 920 810 1300 1150 1040 1020 1000

1/3-page Horizontal 1595 1410 2275 1995 1795 1760 1720

Member Rate 920 810 1300 1150 1040 1020 1000

Advertising Space Rates

Advertising Space Requirements

		      Full Page 	       Full Page	          Partial Page 	            Partial Page   	             Island
	    Two-Page Spread	    Premium	      Standard	        Vertical	           Horizontal	             Half Page

Inside  
Front Cover

Inside 
Back Cover
Back Cover
71/2” x 10”

8 3/4” x 111/4” (bleed)

71/2” x 10”
83/4” x 111/4” (bleed)

Two Thirds
47/8” x 10”

One 
Third
25/16” 
x 10”

Half Page
71/2” x 5”

One Third 
71/2” x 31/4”

17” wide x 10” high 
171/2” wide x 111/4” high (bleed)

Island  
Half Page
41/2” x 71/2”

1.	 The 4x rate applies to advertisers that purchase 4 or 5 ads in a calendar year. (For 2-color ads, 4x applies to 4 ads or more.)
2.	 The 6x rate applies to advertisers that purchase 6 or 7 ads in a calendar year. 
3.	 The 8x rate applies to advertisers that purchase 8-11 ads in a calendar year.
4.	 The 12x rate applies to advertisers that purchase 12-15 ads in a calendar year. 

www.DoorandAccessSystems.com

Issue
Material 
Deadline

Mailing 
Date

Spring Feb. 13 Apr. 6

Summer May 14 July 6

Fall Aug. 13 Oct. 5

Winter Nov. 13 Jan. 7

“Your magazine is 
clearly the best in 
the industry. Best 
content and best 
design, by far.”

2012 Dates and Deadlines

Mailing Address
1300 Sumner Avenue
Cleveland, OH 44115-2851
216-241-7333
216-241-0105 Fax
dasma@dasma.com

Editorial Inquiries
Tom Wadsworth 
Editor
815-285-3861	
815-285-2543 Fax
trw@tomwadsworth.com

Advertising Inquiries 
Ann Marie Cunningham
Advertising Manager 
216-579-6100 ext. 1
216-579-6102 Fax
ann@cunninghambaron.com  
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2012  
Editorial Calendar, 

Deadlines, Contacts

Editorial Offices

Wadsworth Communications
Tom Wadsworth, Editor 
1152 Bay Drive	
Dixon, IL  61021	
815-285-3861	
815-285-2543 Fax 
trw@tomwadsworth.com 

* Since Door & Access Systems is a newsmagazine, the topics of editorial emphasis may change without notice. This  
  allows the magazine to focus on late-breaking topics of interest to our readers.

Advertising Sales

Cunningham Baron 
Ann Marie Cunningham
1900 Superior Ave., Ste. #304
Cleveland, OH  44114
216-579-6100 ext. 1 
216-579-6102 Fax 
ann@cunninghambaron.com

DASMA • 1300 Sumner Avenue • Cleveland, OH 44115 • 216-241-7333 • Fax 216-241-0105 • www.dasma.com

Spring ’12 Summer ‘12 Fall ‘12 Winter ‘12-’13

Due Date for  
Space Reservations Feb. 13 May 14 Aug. 13 Nov. 13

Last Day to  
Submit Ad Material  
and Press Releases Feb. 13 May 14 Aug. 13 Nov. 13

Issue Date Apr. 6 July 6 Oct. 5 Jan. 7

Editorial 
Emphasis*

Trends Training Safety Management

Management Expo 2012 Marketing Case Studies

New Products Trends Hot Issues Legal



This agreement authorizes DOOR & ACCESS SYSTEMS to print a ________________________________________ [submit a 
size—see chart above] advertisement in the following issues for 2012: Spring Summer Fall Winter. [check all that apply] 
			   	 	 	 [your company] agrees to pay  
$_______________ per insertion [submit a rate—see chart; add 15% for bleeds].  
(Note: If you fill in the incorrect amount, you will be billed the correct rate.)  

 Check here if you wish this contract to renew each year automatically at the rates in effect for subsequent years.
•	 All advertisers must abide by the specifications and terms listed on the current DOOR & ACCESS SYSTEMS rate card.
•	 The publisher must have on file a signed contract from the advertiser prior to publication.
•	 Payment for advertising must be received within 30 days of date of invoice. Late payments will be charged a penalty of two percent (2%) per 

month or fraction thereof, in addition to any collection charges.
•	 Digital advertising material must be provided to DOOR & ACCESS SYSTEMS prior to deadline.
•	 If DOOR & ACCESS SYSTEMS provides any production or changes in artwork at the request of the advertiser, charges for same will be 

billed to the advertiser.
•	 Unearned frequency charges will be charged back to the advertiser.
•	 The publisher reserves the right to approve all advertisements; however, the publisher does not assume any responsibility for advertisement 

content.
•	 The additional terms and conditions set forth on the attached Liability page are incorporated herein by reference.

Advertiser___________________________________________________________________________________________________

Address_____________________________________________________________________________________________________

City_____________________________________________State__________________________Zip__________________________

Phone_______________________________Fax____________________________E-mail___________________________________

Date submitted_________________________Authorized by___________________________________________________________

 Bill our company at the above address. 	   Bill our ad agency at the following address:

Ad Agency__________________________________________________________________________________________________

Address_____________________________________________________________________________________________________

City____________________________________________State__________________________Zip__________________________

Phone_______________________________Fax____________________________E-mail__________________________________

Please return this contract to: DOOR & ACCESS SYSTEMS 
c/o Cunningham Baron, 1900 Superior Avenue, Suite 304, Cleveland, OH 44114 or Fax: 216-579-6102 or email 
ann@CunninghamBaron.com

2012 Advertising 
Contract for

DASMA Members

Ad Sizes
1- & 2-Color 

Rates 4-Color Rates

1x rate 4x rate 1x rate 4x rate 6x rate 8x rate 12x rate

Full Page Standard 1815 1605 2580 2270 2045 1995 1955

Inside Front/Back Cover N/A N/A N/A 2990 N/A N/A N/A

Premium - Back Cover N/A N/A N/A 3445 N/A N/A N/A

2-page Spread 3975 3580 5645 5085 4575 4475 4375

2/3-page Vertical 1420 1260 2010 1790 1620 1570 1515

Island 1/2 Page 1420 1260 2010 1790 1620 1570 1515

1/2-page Horizontal 1190 1040 1690 1470 1325 1295 1260

1/3-page Vertical 920 810 1300 1150 1040 1020 1000

1/3-page Horizontal 920 810 1300 1150 1040 1020 1000



This agreement authorizes DOOR & ACCESS SYSTEMS to print a ________________________________________ [submit a 
size—see chart above] advertisement in the following issues for 2012: Spring Summer Fall Winter. [check all that apply] 
			   	 	 	 [your company] agrees to pay  
$_______________ per insertion [submit a rate—see chart; add 15% for bleeds].  
(Note: If you fill in the incorrect amount, you will be billed the correct rate.)  

 Check here if you wish this contract to renew each year automatically at the rates in effect for subsequent years.
•	 All advertisers must abide by the specifications and terms listed on the current DOOR & ACCESS SYSTEMS rate card.
•	 The publisher must have on file a signed contract from the advertiser prior to publication.
•	 Payment for advertising must be received within 30 days of date of invoice. Late payments will be charged a penalty of two percent (2%) per 

month or fraction thereof, in addition to any collection charges.
•	 Digital advertising material must be provided to DOOR & ACCESS SYSTEMS prior to deadline.
•	 If DOOR & ACCESS SYSTEMS provides any production or changes in artwork at the request of the advertiser, charges for same will be 

billed to the advertiser.
•	 Unearned frequency charges will be charged back to the advertiser.
•	 The publisher reserves the right to approve all advertisements; however, the publisher does not assume any responsibility for advertisement 

content.
•	 The additional terms and conditions set forth on the attached Liability page are incorporated herein by reference.

Advertiser___________________________________________________________________________________________________

Address_____________________________________________________________________________________________________

City_____________________________________________State__________________________Zip__________________________

Phone_______________________________Fax____________________________E-mail___________________________________

Date submitted_________________________Authorized by___________________________________________________________

 Bill our company at the above address. 	   Bill our ad agency at the following address:

Ad Agency__________________________________________________________________________________________________

Address_____________________________________________________________________________________________________

City____________________________________________State__________________________Zip__________________________

Phone_______________________________Fax____________________________E-mail__________________________________

Please return this contract to: DOOR & ACCESS SYSTEMS 
c/o Cunningham Baron, 1900 Superior Avenue, Suite 304, Cleveland, OH 44114 or Fax: 216-579-6102 or  
email ann@CunninghamBaron.com

2012 Advertising  
Contract for

Non-DASMA Members

Ad Sizes
1- & 2-Color 

Rates 4-Color Rates

1x rate 4x rate 1x rate 4x rate 6x rate 8x rate 12x rate

Full Page Standard 3180 2805 4510 3980 3585 3505 3425

Inside Front/Back Cover N/A N/A N/A 5235 N/A N/A N/A

Premium - Back Cover N/A N/A N/A 6020 N/A N/A N/A

2-page Spread 6965 6270 9885 8905 8015 7835 7660

2/3-page Vertical 2470 2210 3505 3130 2815 2755 2690

Island 1/2 Page 2470 2210 3505 3130 1815 2755 2690

1/2-page Horizontal 2070 1805 2940 2560 2310 2260 2210

1/3-page Vertical 1595 1410 2275 1995 1795 1760 1720

1/3-page Horizontal 1595 1410 2275 1995 1795 1760 1720



LIABILITY

The publisher reserves the right to refuse copy deemed inappropriate to the policies and standards of the 
Door & Access Systems Manufacturers Association, International (DASMA). 

The publisher reserves the right to hold advertisers and/or their advertising agencies jointly and severally 
liable for money due and payable to the publisher.

The advertiser and agency agree to indemnify, defend, and save harmless the publisher from any and all 
liability for content of advertisements printed (including text, illustrations, representations, sketches, maps, 
trademarks, labels, or other copyrighted matter), or the unauthorized use of any person’s name or photograph, 
arising from the publisher’s reproduction and publication of such advertisements pursuant to the advertiser’s 
or agency’s order. The publisher reserves the right to reject, discontinue, or omit any advertising or any part 
thereof, but this right does not imply that publisher has reviewed or assumes any responsibility for adver-
tisement content, and publisher does not assume any such responsibility. This right, and the above indemnity, 
shall not be deemed to have been waived by acceptance or actual use of any advertising matter.

The publisher reserves the right to cancel this contract at any time upon default by the advertiser and/or its 
agency in the payment of bills or in the event of any other substantial breach of this contract. Upon such 
cancellation, charges for all advertising published and all other charges payable under this contract shall 
become immediately due and payable by the advertiser and its agency upon rendition of bills therefor.

If the advertiser and/or its agency defaults in the payment of bills, or if in the judgment of the publisher its 
credit becomes impaired, the publisher shall have the right to require payment for further advertising under 
this contract upon such terms as the publisher may see fit.

If the publisher is unable to set any advertisement in the type or style requested, it may set such advertisement 
in such other type or style as in the publisher’s opinion most nearly corresponds thereto, and the adver-
tisement may be inserted without submission or proof.

Where cuts, electrotypes, or material furnished by the advertiser or its agency occupy more space than 
specified in the contract or insertion order, the publisher should immediately communicate with the advertiser 
or its agency for definite instructions. If the publisher is unable to secure definite instructions, the adver-
tisement shall be omitted.

Failure by the publisher to insert an advertisement in any particular issue or issues invalidates the order for 
insertion in the missed issue, but shall not constitute a breach of contract.

Unless otherwise stipulated, the publisher shall have the right to omit any advertisement when the space 
allotted to advertising in the issue for which such advertisement is ordered has all been taken, and also to 
limit the amount of space an advertiser may use in any one issue.

A waiver by either party hereto of any default or breach by the other party shall not be considered as a waiver 
of any subsequent default or breach of the same or any other provisions hereof.




