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RATES & PRODUCTS2017

Powerful reach with an integrated campaign

WEEKLY JOURNAL
The Charlotte Business Journal  
publishes weekly, 52 times a year,  
every Friday.

45 minutes
average time spent reading each issue

87%
read 3 or more of the past 4 issues

11,000
weekly distribution

DIGITAL ADVERTISING
The Charlotte Business Journal reaches an unduplicated 
subscriber audience on a daily basis.

351,000
average monthly unique visitors (subtotal Nov. YTD/11 months)

1,475,000
average monthly page views

73%
of subscribers influence purchasing decisions

WHO IS READING THE CHARLOTTE BUSINESS JOURNAL
84% of all readers are college or post graduate educated. 68% of all readers are holding management positions or above.

PRINT STATS
2,000,000 average net worth

management 
positions

50
average age

$141,000
average household income

Reach potential clients in these fields:

DIGITAL STATS
1,300,000 average net worth

50
average age

$220,000
average household income

management 
positions

• Legal services
• Health
• Banking
• Insurance
• Real estate
• Construction
• Technology

• Engineering
• Nonprofit
• Accounting
• Manufacturing
• Government
• Education
• Architecture
• and more

Having a presence on multiple platforms will escalate your reach and put you in front of our users who get their news when, where and how it’s most convenient for them. Integrated print, 
digital and events into your annual campaign will allow you to reach potential clients at the maximum level.
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Display advertising rates

RATES & PRODUCTS2017

Ad size Open $10k $20k $40k $60k $80k $100k $125k

4 page signature $21,090 $16,870 $13,310 $11,445 $10,240 $9,215 $8,190 $5,270

2 page spread $14,928 $14,928 $9,796 $7,682 $7,050 $5,486 $4,702 $3,766

Full page $8,794 $6,766 $5,495 $4,313 $3,956 $3,076 $2,638 $2,112

Island $8,514 $6,550 $5,322 $4,176 $3,831 $2,981 $2,554 $2,044

1/2 page $5,408 $4,242 $3,449 $2,704 $2,485 $1,933 $1,696 $1,323

3/8 page $4,273 $3,298 $2,674 $2,096 $1,927 $1,499 $1,283 $1,025

1/4 page $3,442 $2,622 $2,128 $1,672 $1,531 $1,190 $1,023 $817

1/8 page $1,834 $1,410 $1,150 $902 $828 $644 $552 $443

Strip $2,490 $1,935 $1,571 $1,212 $1,093 $848 $728 $604

COLOR CHARGES
Black plus one color: $400. Black plus two colors: $600.  
Process 4-color: $800.

GUARANTEED POSITION FEE
25% for all guaranteed positions.  
Full page minimum ad size opposite the Top 25 List;  
1/4 page minimum ad size all other positions.

CANCELLATION
Cancellation of an ad or a change in its schedule must be received in writing before the 
insertion deadline. Ads cancelled after insertion deadline will be billed at 100%.

DISCOUNTS BASED ON TOTAL SPEND
Discounts are determined by combining the total spend in the Charlotte Business Journal 
including sponsorship, print and digital products within the contract period. Contract begins 
with date of first insertion and must be fulfilled within a twelve-month period. Pre-printed 
inserts may also be included as part of your contract. Contracts guarantee the rate earned 
and ad sizes may vary during contract period. Refer to the column under the spend amounts 
for rate of desired size. Rates subject to change during contract period.

Ad size Open $10k $20k $40k $60k $80k $100k $125k

Spread Strip $4,335 $3,465 $2,820 $2,170 $1,950 $1,520 $1,300 $1,085

Belt $4,189 $3,350 $2,721 $2,091 $1,883 $1,467 $1,259 $1,046

Tower $2,214 $1,770 $1,438 $1,107 $995 $775 $663 $556

Bookends $3,540 $2,831 $2,295 $1,770 $1,591 $1,239 $1,061 $887

L-Shape $4,106 $3,285 $2,668 $2,050 $1,846 $1,438 $1,229 $1,025

Triangle -  
Corner or Center
(Leads section only)

$4,009 $3,208 $2,601 $2,004 $1,806 $1,403 $1,204 $1,005

Silent (Logo) Ad $1,020 $815 $665 $510 $460 $355 $305 $255

Front Page Silent 
(Logo) Ad $2,450 $1,960 $1,590 $1,225 $1,100 $855 $735 $615

U-Shape
(Around centerpiece)

$8,207 $6,564 $5,335 $4,106 $3,693 $2,872 $2,464 $2,050

Single Wave $4,009 $3,208 $2,601 $2,004 $1,806 $1,403 $1,204 $1,005

Skybox* $1,020 $815 $665 $510 $460 $355 $305 $255

Special Report 
Microbar*

(Skybox + Microbar)
$2,040 $1,630 $1,325 $1,020 $920 $715 $610 $510

Film Strip
(Reporter pages only)

$2,163 $1,729 $1,408 $1,081 $974 $760 $648 $541

List In-Line Logo $500 — — — — — — —

List Strip $2,325 $1,860 $1,510 $1,165 $1,050 $815 $700 $580

CREDIT, PAYMENT AND COMMISSIONS
All first-time advertisers must pre-pay and payment must accompany all copy until credit 
has been established with the Credit Department. Payment by check, Visa, MasterCard or 
American Express. All advertisers must submit a Credit Application. Terms of credit extension 
to advertisers is Net 30 Days. No cash discounts. Any discrepancies in advertising invoices 
must be questioned within 10 days of publication. Agencies must submit a Credit Application. 
Agency disclaimers will be honored only after the client submits a Credit Application and 
letter acknowledging financial responsibility for all advertising placed on their behalf by their 
Agency of Record. Ad materials that require production or camera work will be charged at the 
appropriate rate. All advertising transactions with the Charlotte Business Journal are subject to 
the publication’s advertising terms and conditions.

*Limited to special section or event sponsors only

All rates are net, based on 
annual campaign investments
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Book of Lists advertising

RATES & PRODUCTS2017

STRATEGIC AND EYE-CATCHING
The most valuable annual business reference guide for the Charlotte region.  
The Book of Lists is a compilation of the Charlotte Business Journal’s weekly lists.  
Valuable to many powerful employers in the area, exposure in this publication is crucial.  
Sold year-round. Book of Lists ads are non-cancelable. All rates are net.

ADDITIONAL SPONSORSHIP OPPORTUNITIES ARE AVAILABLE
Ask your account executive today!

2016 DEADLINES
Issue date: December 22
Space reservation deadline: October 6
Work-up materials due: October 13
Camera-ready ads due: October 20

Color is included.

BOOK OF LIST STATS*

 » Year long shelf life

 » On average, it is read close to 20 times by each of our 25,000 subscribers.

 » Read by decision makers, not just sales people. CEO’s use it has a benchmark.

 » 1/3 of people have contacted advertisers due to their presence in the book.

 » 75% of readers view advertisers in the BOL as leaders in their field.
*Readex Survey 2014
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Book of Lists display advertising sizes and rates
The Book of Lists is a perfect-bound publication measuring 10.75 inches wide and 14 inches tall. Color is included.

RATES & PRODUCTS2017

Ad size Open $10k $20k $40k $60k $80k $100k $125k

2 page spread $15,674 $12,539 $10,188 $7,837 $7,053 $5,486 $4,702 $3,919

Full page $9,234 $7,387 $6,002 $4,617 $4,155 $3,232 $2,770 $2,309

Island $8,939 $7,152 $5,811 $4,470 $4,023 $3,129 $2,682 $2,235

1/2 page $5,678 $4,543 $3,691 $2,839 $2,555 $1,987 $1,703 $1,420

3/8 page $4,487 $3,590 $2,917 $2,244 $2,019 $1,570 $1,346 $1,122

1/4 page $3,614 $2,891 $2,349 $1,807 $1,626 $1,265 $1,084 $903

1/8 page $1,925 $1,540 $1,252 $963 $866 $866 $578 $481

Strip $3,265 $2,772 $2,403 $2,033 $1,909 $1,663 $1,540 $1,416

Inside back cover $10,000

Back cover $10,000

Inside front cover $10,000

Index sponsorship $10,000
Table of Contents 

sponsorship $10,000
CAMERA-READY REQUIREMENTS

2-Page Spread
21w x 13.125h

Full
10w x 13.125h

1/2 Horizontal
10w x 6.5h

1/4 Vertical
2.375w x 13.125h 

1/4 Horizontal
10w x 3h

1/8 Horizontal
4.875w x 3h

1/8 Vertical
2.375w x 6.5h

List Strip
10w x 1.25h

1/2 Vertical
4.875w x 13.125h

1/4 Square
4.875w x 6.5h

• Ads must be submitted as PDF/X-1a files.

• Files must be prepared in a layout program 
such as InDesign or QuarkXpress. Type must 
remain vector and fonts must be outlined 
or embedded. PDF files created by Adobe 

Photoshop are not considered camera-
ready.

• Color ads must be Process CMYK only. 
Pantone and spot colors are never used 
(even if you’re only paying for “one color”).  

Any Pantone or spot colors will be 
automatically converted to CMYK which my 
result in an unexpected color shift.

• All type, logos or graphics intended to print 
solid black should be set at 100% black (K). 

Greys should be set at a percentage of black 
(K). See page 5 for instructions on how to 
check for correct color in InDesign and 
Acrobat.

ADS IN COVER POSITIONS

• Trim size is 10.75 x 14.75

• Add 0.25” bleed on all sides 
  Place marks OUTSIDE the bleed

• Recommended image area: 10 x 14

Ads must be delivered at size. Ads that are submitted with 
dimensions di�erent than listed above could be modified  
or stretched to fit the space that was reserved.

Partial page ads must have borders or artwork that clearly  
defines the outer edge of the ad. A 0.5 pt rule will be added  
around any ad submitted with white space on any side.



PAGE 6 OF 31    CHARLOTTE BUSINESS JOURNAL  »  2017 RATES AND PRODUCTS

Book of Lists sponsorships

RATES & PRODUCTS2017

CHAPTER SPONSORSHIP
Sponsor a chapter and stand out from the crowd all year long. 
With only 11 available, it is definitely a first-come, first-served 
o�er, and they will go fast.

What you get with sponsorship:

 » 1 full page 4-color ad starting the chapter of your choice

 » Logo on chapter table of contents as sponsor

 » Logo on table of contents as sponsor

 » Logo mentioned on cover as sponsor

 » 2 strip ads placed throughout the book

 » Sponsor letter

Investment: $10,000

BOOKLET INSERT
Have your full page ads look and feel different. Glossy full 
page inserts are available in 4, 8 or 12-page increments.

Overruns are available for extra charge. Ask for a quote.

Investment: 

4-page: $10,000

8-page: $14,000

12-page: $16,000

*Insertion in chapter of choise is probable.  
Positioning across from a particular list is not guaranteed.

LOGO ON THE LIST
If your company made a list during the year, you have the 
opportunity to highlight that listing in the book. An affordable 
way to really stand out and draw attention to your listing.

You get:

 » Company logo beside listing (4-color included)

 » Website below logo

 » Yellow shading to further highlight listing

Investment: $400 per logo per list
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Michael Whitlark

acrylic on canvas   |  18” x 36”

919-414-2213   |  michaelwhitlark@gmail.com 

www.michaelwhitlark.com

BOOKOFLISTS

Chapter Sponsor:

Park Sterling Provides Answers You Can Bank OnSM

Park Sterling is proud to be the financial services sponsor of Charlotte Business Journal’s 2014-15 Book of Lists, featuring the premier organizations serving our 
region’s thriving business communities and industry leaders. At Park Sterling, we believe that achieving the level of success necessary to elevate financial services 
organizations from ordinary to exceptional begins with having robust product capabilities and listening to our customers to tailor solutions to their needs. In fact, 
our entire organization was built on a foundation that emphasizes listening, understanding, and personalizing our customers’ banking experiences to provide both 
businesses and individuals with answers they can bank on.  

We are committed to understanding each client’s particular needs and then building a solution around them. It’s a culture that permeates our organization and a 
philosophy that extends well beyond traditional banking solutions to better serve the needs of growing businesses 
throughout the southeast. We offer a level of treasury services normally found only at the large banks, as well as 
business finance, and customized product solutions designed to help businesses reach their financial goals.

Contact Park Sterling to learn more and get Answers You Can Bank On.

Judy Wishnek
Charlotte Regional President, Park Sterling Bank

A WORD FROM OUR CHAPTER SPONSOR
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Firethorne Country Club   Live, Laugh, Play   www.firethornecountryclub.comFEATURED LISTMAKER ADVERTISEMENT

Business name/prior rank
Website Address / phone

U.S.G.A. 
men’s slope 

rating

U.S.G.A 
women’s 

slope rating

Course 
rating 
men/

women
Pro 

yardage
General manager/head 

golf professional

1
Charlotte Country Club 2
www.charlottecountryclub.org

2465 Mecklenburg Ave., 
Charlotte, N.C. 28205

(704) 334-0836
148 131 76

71.6 7,335
Damon DiOrio
Andrew Shuck, 

 ashuck@charlottecountryclub.org

2
Firethorne Country Club 1
www.firethornecountryclub.com

1108 Firethorne Club Drive, 
Marvin, N.C. 28173

(704) 243-2433
147 124 74.3

68.1 6,904
Scott Simerlink, 

 sdsimerlink@firethornecountryclub.com
James Thompson

2
Quail Hollow Club 5
www.quailhollowclub.com

3700 Gleneagles Road, 
Charlotte, N.C. 28210

(704) 552-1726
147 128 76.8

69.8 7,446 Thomas DeLozier
Scott Davenport

2
Trump National Golf Club, 
Charlotte 5
www.trumpnationalcharlotte.com

110 Meeting House Square, 
Mooresville, N.C. 28117

(704) 799-7300
147 136 76.1

73.2 7,037
Gavin Arsenault, garsenault@

Jay Mull, jmull@
trumpnational.com

5
NorthStone Country Club 2
www.northstoneclub.com

15801 NorthStone Drive, 
Huntersville, N.C. 28078

(704) 948-4286
146 124 73.3

69.5 6,900
Jim Grill, jgrill@

Courtney Ford, cford@
northstoneclub.com

6
The Palisades Golf & Country Club 4
www.thepalisadescc.com

13704 Grand Palisades Parkway, 
Charlotte, N.C. 28278

(704) 504-0099
145 122 73.1

68.5 6,797
John Wavrick, johnw@
Luke Fancher, lukef@
thepalisadescc.com

7
Carmel Country Club 
South Course 8
www.carmelcountryclub.org

4735 Carmel Road, 
Charlotte, N.C. 28226

(704) 945-3300
142 127 76.5

72.9 7,503
John Schultz
Jason Toryk, 

 jtorky@carmelcountryclub.org

7
Providence Country Club 9
www.providencecc.com

6001 Providence Country Club Drive, 
Charlotte, N.C. 28277

(704) 846-8475
142 133 74.5

73.4 7,021
Howard Murphy,

hmurphy@providencecc.com
NA

9
River Hills Country Club 9
www.riverhillscc.org

One Country Club Drive, 
Lake Wylie, S.C. 29710

(803) 831-2249
141 122 73.3

72.5 6,780
Jim Sutton, jsutton@

T.J. Bridges, tjbridges@
riverhillscc.org

9
River Run Country Club �
www.riverruncc.com

19125 River Falls Drive, 
Davidson, N.C. 28036

(704) 892-4633
141 123 75.9

69.9 7,265
Marc Struelens, mstruelens@

David Ross, dross@
riverruncc.com

�
The Club at Longview 5
www.theclubatlongview.com

8801 Longview Club Drive, 
Weddington, N.C. 28173

(704) 443-2500
140 129 74.9

70.4 7,065
Rick Poling, rpoling@

Chip Swanson, cswanson@
theclubatlongview.com

�
TPC Piper Glen �
www.tpcpiperglen.com

4300 Piper Glen Drive, 
Charlotte, N.C. 28277

(704) 846-1212
140 123 73.6

67.9 6,853
Eddie Carpenter, ecarpenter@

Rob Robinson, rrobinson@
tpcpiperglengc.com

�
Ballantyne Country Club �
www.ballantyneclub.com

11120 Ballantyne Crossing Ave., 
9228 Magnolia Estates Drive

Charlotte, N.C. 28277
(704) 544-1404

139 126 74.2
70.4 7,034

Jill Philmon, jphilmon@
Matt Saggio, msaggio@

ballantyneclub.com

�
Carmel Country Club 
North Course �
www.carmelcountryclub.org

4735 Carmel Road, 
Charlotte, N.C. 28226

(704) 945-3300
138 133 73.3

72.4 6,788
John Schultz
Jason Toryk, 

 jtoryk@carmelcountryclub.org

�
Myers Park Country Club �
www.myersparkcc.com

2415 Roswell Ave., 
Charlotte, N.C. 28209

(704) 376-0745
138 125 74.3

70 7,120
Kamal Sakakini, sakakinik@

David Rucker, golfshop@
myersparkcc.com

�
Raintree Country Club 
South Course �
www.raintreecountryclub.org

8600 Raintree Lane, 
Charlotte, N.C. 28277

(704) 542-8150
138 123 73.6

70.4 6,918
Jim Troutman, 

 jtroutman@pga.com
NA

�
Carolina Golf Club 

www.carolinagolfclub.org

2415 Old Steele Creek Road, 
Charlotte, N.C. 28208

(704) 392-6363
137 126 73.2

70.5 7,034
Roger Wolfe, rogerwolfe@
Jeffrey Peck, jeffreypeck@

carolinagolfclub.org

�
Cabarrus Country Club �
www.cabarruscc.org

3247 Weddington Road N.W., 
Concord, N.C. 28027

(704) 786-3104
136 128 73.9

70.6 6,986
Ronald Parker
Ken Guilford, 

 kguilford@cabarruscc.org

�
Cowan’s Ford Country Club 

www.cowansford.com

761 Club Drive, 
Stanley, N.C. 28164

(704) 827-3219
136 119 73.7

69.3 6,875
Scott Brannan, scott@

Lance Reid, lance@
cowansford.com

�
The Peninsula Club 	
www.thepeninsulaclub.com

19101 Peninsula Club Drive, 
Cornelius, N.C. 28031

(704) 439-2919
136 126 74.4

71.8 7,007 Ray Armini
Brian Reppart

�
Club at Irish Creek 

www.playatirishcreek.com

1196 Fairway Drive, 
Kannapolis, N.C. 28081

(704) 933-4336
135 127 74.3

70.6 6,900 Jeff Austin
Alan Cress

�
Gaston Country Club 

www.gastoncc.com

3700 Country Club Drive, 
Gastonia, N.C. 28056

(704) 864-3283
135 121 74.2

71.2 7,042
Robert Nock, bobnock@

Mike Taylor, miketaylor@
gastoncc.com

�
Pine Island Country Club 

www.pineislandcc.com

1701 Stoneyridge Road, 
Charlotte, N.C. 28214

(704) 394-1422
135 119 70.7

68.2 6,622
Joe Brenkus
Nick Wood, 

 nbwood@pineislandcc.com

�
Pine Lake Country Club �
www.pinelakecountryclub.com

5504 Lebanon Road, 
Charlotte, N.C. 28227

(704) 545-4513
134 123 72.4

71.9 6,643
Danny Souza, danny@

Luke Smith, luke@
pinelakecountryclub.com

�
Rock Hill Country Club \
www.rockhillcountryclub.net

600 Country Club Drive, 
Rock Hill, S.C. 29730

(803) 328-1894
134 117 72.2

69.8 6,614
Kevin Hart, khart@

Chad Martin, cmartin@
rockhillcountryclub.net

�
Rolling Hills Country Club �
www.rollinghillscountryclub.org

2722 W. Roosevelt Blvd., 
Monroe, N.C. 28110

(704) 289-4561
134 125 72.5

70.5 6,749
Darren Berkman, dberkman@

Jeff Avant, javant@
rollinghillscountryclub.org

28,000
rounds were played at 
NorthStone Country Club, 
No. 5 on The List, in 2013.

ABOUT THE LIST
Information was compiled 
from survey questionnaires, 
the courses’ websites and 
the U.S.G.A. course rating 
and slope database. Only 
18-hole golf courses are 
included on The List. In case 
of ties, courses are listed 
alphabetically. 

United States Golf 
Association slope rating 
is assigned to show the 
relative di�iculty of the 
course for the average 
player compared with the 
di�iculty for an expert 
player. 
 
The course rating is the 
expected score of the 
field of U.S. Amateur 
Championship. 

NEED A COPY 
OF THE LIST?
Information for obtaining 
reprints, web permissions 
and commemorative 
plaques, call 800-927-
2363. More information 
can be found online at 
CharlotteBusinessJournal.com 
by clicking the “Store” tab 
near the top of the site.

WANT TO BE 
ON THE LIST?
If you wish to be surveyed 
when The List is next 
updated, or if you wish to 
be considered for other 
Lists, email your contact 
information to Amy Shapiro 
at ashapiro@bizjournals.com.

LIST WAS ORIGINALLY 
PUBLISHED APRIL 4, 2014

R CLOSER LOOK

TOUGHEST AREA PRIVATE GOLF COURSES
RANKED BY U.S.G.A. SLOPE RATING

Compiled by Amy Shapiro  
704-973-1150, @CBJbookoflists 

ashapiro@bizjournals.com
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Book of Lists advertising policies

RATES & PRODUCTS2017

SPECIAL BOOK OF LISTS DISCOUNTS
Purchase an ad/sign an agreement and earn a discount.

STANDARD FREQUENCY DISCOUNTS
Frequency discounts are determined by combining the total number 
of insertions in the Charlotte Business Journal or any other special 
publication, except the Book of Lists, within the contract period. 
Contract begins with date of first insertion and must be fulfilled 
within a 12-month period. Pre-printed inserts may also be included as 
part of your frequency contract. Contracts guarantee the frequency 
rate earned and ad sizes may vary during contract period. Refer to 
the column under the frequency for rate of desired size. Frequency 
discounts may also apply to each insertion in any additional City 
Business Journals Network publications. For multi-market options, 
contact your marketing consultant for more information regarding the 
City Business Journals Network.

CREDIT AND PAYMENT
All first-time advertisers must pre-pay, and payment must accompany 
all copy until credit has been established with the credit department. 
Payment by check, Visa, MasterCard or American Express. All 
advertisers must submit a credit application. Terms of credit extension 
to advertisers is net 30 days. No cash discounts. Any discrepancies in 
advertising invoices must be questioned within 10 days of publication.

Agencies must submit a credit application. Agency disclaimers will be 
honored only after the client submits a credit application and letter 
acknowledging financial responsibility for all advertising placed on 
their behalf by their agency of record.

All advertising transactions with the Charlotte Business Journal are 
subject to the publication’s advertising terms and conditions, a 
copy of which is available on our website and, if applicable, in our 
advertising agreement.
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member of Nexia International
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Forward Thinking Creates Results.

To succeed today, you need industry expertise and 

transformative advice to drive your business forward. 

Find out what CohnReznick thinks at CohnReznick.com.

525 North Tryon Street • Suite 1000 • Charlotte, NC 28202 • 704-332-9100
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Customer Service, Not Lip Service.

Start enjoying exceptional Customer Service  by contacting 800-393-9968

Those who don’t know any better might assume we only build homes. But if you ask our Customers, they might suggest we are in the smile business too. 
We specialize in Customer Service, not lip service. And 
we measure success by what our Customers tell us, though they often don’t have to say a word – their smiles 

say it all.

See a David Weekley Homes Sales Consultant for details. Prices, plans, dimensions, features, specifications, materials, 

and availability of homes or communities are subject to change without notice or obligation. Illustrations are artist’s 

depictions only and may differ from completed improvements. Copyright © 2015 David Weekley Homes - All Rights 

Reserved. Charlotte, NC (CHAA65791)

WE ASKED

AS PART OF OUR TOP 25 LIST SURVEY,  WE ASKED MECKLENBURG HOMEBUILDERS...
Growing concern

Extremely concerned Moderate concernHighly concerned Not concerned

HOW CONCERNED ARE YOU ABOUT LAND AVAILABILITY?

12%

18%

24%

6%

41%

NOTE: PERCENTAGES MAY NOT TOTAL 100 DUE TO ROUNDING.

ARE YOU WORRIED ABOUT THE COST OF LAND?

12%
6%

12%

18% 53%

HOW CONCERNED ARE YOU ABOUT A LABOR SHORTAGE?

12%

18%

29%

6%

35%

HOW WORRIED ARE YOU ABOUT PERMITTING AND ENTITLEMENTS IMPACTING YOUR ABILITY TO OPERATE?

18%

24%

24%
6%

29%

ARE YOU CONCERNED ABOUT THE COST OF MATERIALS?

12%12%

29% 47%

SINGLE FAMILY

3,896
units at a construction cost of $829 million

TWO FAMILY
11 buildings with 

22 
units at a construction cost of $2.3 million

THREE AND FOUR FAMILY
15 buildings with 

57
units at a construction cost of $3.5 million

FIVE OR MORE FAMILY
147 buildings with

5,365units at a construction cost of $430 million

TOTAL
4,069 buildings with

9,340units at a construction cost of $1.3 billion

2014 MECKLENBURG COUNTY NEW, PRIVATELY-OWNED RESIDENTIAL BUILDING PERMIT ESTIMATES

SOURCE: U.S. CENSUS BUREAU
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Business name/prior rank

Website
Address

No. of single-
family home

closings in
20141

Average sales price of

homes in 2014 Developer(s) of community Homebuilder(s) in the community

11 Lawson 2

lennar.com

Cuthbertson Rd.
Waxhaw, NC

178 $351,016 Pace Development Group
Lennar Corp.

22 Lake Ridge *
lakeridgetegacay.com

Gardendale Road
Tega Cay, SC

145 $368,586 Drake Capital LLC
D.R. Horton, Meritage, Tribute Homes, True

Homes

33 Berewick 8

berewick.com

6625 Berewick Commons Pkwy.

Charlotte, NC
109 $253,444 Pappas Properties

D.R. Horton, Eastwood Homes, Essex Homes,

Lennar Corp., Mattamy Homes, Ryan Homes

44
Brookedale Commons

*lennar.com

9154 Perseverance Dr.

Harrisburg, NC
94 $282,345 Lennar Corp.

Lennar Corp.

55 FairHaven *
mihomes.com

Stevens Mill Rd.
Stallings, NC

91 $222,197 M/I Homes
M/I Homes

66 Woodbury *
centex.com

Albemarle Rd.
Charlotte, NC

88 $165,954
Centex

Centex

77 The Palisades *
palisadesnc.com

Grand Palisades Pkwy.

Charlotte, NC
86 $388,023 Standard Pacific Homes

Ryland Homes, Shea Homes, Standard Pacific

Homes, Toll Brothers

88
Waterford on the Rocky

River *
lennar.com

10991 Alabaster Dr.

Davidson, NC
85 $272,417 Lennar Corp.

Lennar Corp.

99
Crismark/The Enclaves

at Crismark *
Mill Grove Rd.
Indian Trail, NC

81 $354,981
NA

Bonterra Builders

1010
Massey/The Estates of

Massey *
davidweekleyhomes.com and

ryanhomes.com

Doby's Bridge Rd.
Fort Mill, SC

79 $342,199
NA

David Weekley Homes, Ryan Homes

Number includes new-home sales only.
1

Neighborhoods 
ranked by maximum 

sale price of new 

homes in 2014
The Palisades $634K

Lake Ridge $520K

Lawson $506K

ABOUT THE LIST

Number of single-family 

home closings and average 

sale prices were provided 

by Market Opportunity 

Research Enterprises and 

include only detached 

homes and neighborhoods. 

Other information was 

compiled from builders’ and 

residential communities’ 

websites.  

NEED A COPY 
OF THE LIST?
Information for obtaining 

reprints, web permissions 

and commemorative 

plaques, call 800-927-

2363. More information 

can be found online at 

CharlotteBusinessJournal.com 

by clicking the “Store” tab 

near the top of the site.

LIST WAS ORIGINALLY 

PUBLISHED SEPT. 4, 2015

R CLOSER LOOKAREA’S TOP SELLING RESIDENTIAL NEIGHBORHOODS

RANKED BY NUMBER OF SINGLE�FAMILY NEW�HOME CLOSINGS IN 2014

Compiled by Amy Shapiro  

704-973-1150, @CBJbookoflists 

ashapiro@bizjournals.com

CLOSER LOOKAREA’S TOP SELLING RESIDENTIAL NEIGHBORHOODS
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Starts with Us!

Delivering

Starts with Us!

Delivering

bankofnc.com

For a complete listing of banking offices throughout the Carolinas and Virginia, visit bankofnc.com.

6342 Carmel Road
(980) 359-1199

CHARLOTTE

5980 Fairview Road 
(980) 213-3090

1420 East Third Street
(704) 377-3936

4314_Book of Lists_Ad-CBJ.pdf   1   10/22/15   8:56 AM

MEASURING UP

SMALLER BANKS  
POST BIG NUMBERS Local deposits at the largest  Charlotte-based community banks

THE BOFA EFFECT
Bank of America still tops the charts in the Charlotte region for its market share of 
deposits. It has a total of $159.46 billion in deposits and $1.6 trillion in total assets here. 
Combined with other banks, here’s what that adds up to:

50
Number of FDIC-insured institutions in the Charlotte 

market

674
Total number of branch locations at those institutions

$4.5 
trillion

Their total assets as  
of March 31

$221.5 
billion

Their total deposits 
as of June 30

PARK STERLING BANK (No. 1 on The List)

$923.14M
$895.09M

2014 2015

COMMUNITYONE BANCORP (No. 2)

$728.66M
$829.89M

2014 2015

PARAGON BANK 
(No. 12)

$197.41M $264.8M

2014 2015

NEWDOMINION BANK 
(No. 13)

$240.24M $248.82M

2014 2015

CAROLINA PREMIER BANK (No. 18)

$170.55M $161.97M

2014 2015

R BY THE NUMBERS

SOURCE: FDIC

525 North Tryon Street • Suite 1000 • Charlotte, NC 28202 • 704-332-9100
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129
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.............65
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.......110
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United Way Agencies ............................

Venture Capital & Private Equity Firms ..

Customer Service,Not Lip Service.

HOW CONCERNEDARE YOU ABOUT ALABOR SHORTAGE?

THREE AND FOUR FAMILY

units at a construction cost of 
5,365units at a construction cost of $430 million

9,340units at a construction cost of $1.3 billion

2014 MECKLENBURG COUNTY NEW, PRIVATELY-OWNED RESIDENTIAL BUILDING PERMIT ESTIMATES

SOURCE: U.S. CENSUS BUREAU

homes in 2014 Developer(s) of community Homebuilder(s) in the community

Pace Development Group

Drake Capital LLC
D.R. Horton, Meritage, Tribute Homes, True

Pappas Properties
D.R. Horton, Eastwood Homes, Essex Homes,

Lennar Corp.

$222,197 M/I Homes

$165,954
Centex

$388,023 Standard Pacific Homes

$272,417 Lennar Corp.

$354,981
NA

$342,199
NA

AREA’S TOP SELLING RESIDENTIAL NEIGHBORHOODS

Bank of America still tops the charts in the Charlotte region for its market share of 
deposits. It has a total of $159.46 billion in deposits and $1.6 trillion in total assets here. 

2015

$221.5 
billion

Their total deposits 
as of June 30

2014 2015

NEWDOMINION BANK 
(No. 13) CAROLINA PREMIER BANK (No. 18)

$161.97M

2015

SOURCE: FDIC
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Business name/prior rankWebsite

Address
Phone Fall 2015enrollment

No. of full-time
facultymembers

Types of programs offered

No. of
credit
hours

required Top MBAofficial(s)

11 Duke University 1fuqua.duke.edu
1 Fuqua Dr.Durham, NC 27708919-660-7700 1,5291

105 Daytime; cross continent; global
executive; weekend executive; master ofmanagement studies 43 to 79 William

Boulding; RussMorgan

22 UNC Chapel Hill 2unc.edu
Campus Box 3490Chapel Hill, NC 27699919-962-2211 1,383

117 Full-time; weekend; evening; Global One;online
NA SridharBalasubramanian

33 East Carolina University 3
ecu.edu

1001 E. 5th St.Greenville, NC 27858252-328-6970 706
79 Full-time; part-time; face-to-face; online NA

Stan Eakins

44 N.C. State University 6
mba.ncsu.edu

2801 Founders Dr.Raleigh, NC 27695919-515-5584 500
50 Full-time; part-time professional; onlineprofessional

55
Steve Allen

55 Pfeiffer University 4pfeiffer.edu
P.O. Box 960Misenheimer, NC 28109704-463-1360 4321

12
Day, evening, online

36 Jimmy Atkins

66 Wake Forest University 5
wfu.edu

1834 Wake Forest Rd.Winston-Salem, NC 27106336-758-5000 308
31 Evening (Winston-Salem and Charlotte);Saturday (Charlotte) 54 Charles Iacovou

77 Gardner-Webb University 8
gardner-webb.edu

P.O. Box 5168Boiling Springs, NC 28017800-457-4622 300
16

Full- or part-time; online or location
36

Van Graham

88 UNC Charlotte 7uncc.edu
9201 University City Blvd.Charlotte, NC 28223704-687-7566 271

36
Full-time; part-time; day; evening

37
Gary Kohut

99 Queens University of Charlotte
9

queens.edu 1900 Selwyn Ave.Charlotte, NC 28274704-337-2560 206
11

Executive, professional, online
36 Bob Mobley;Nancy McNelis

1010 Campbell University 11
campbell.edu

P.O. Box 218Buies Creek, NC 27506800-334-4111 175
6 Full-time; part-time; dual degree; online 36 Edward Fubara

1111 Wingate University Ballantyne
12

mba.wingate.edu 13024 Ballantyne Corporate Pl., #150Charlotte, NC 28277980-359-1020 150
NA

Part-time; evening
39

Mark Bryant

1212 UNC Greensboro 12uncg.edu
1400 Spring Garden St.Greensboro, NC 27402336-334-5000 148

17
Full-time; part-time

42
McRae Banks

1313 Fayetteville State University 15
uncfsu.edu

1200 Murchison Rd.Fayetteville, NC 28301910-672-1111 144
25

Full-time; part-time
36 to 35 John Scarsella

1144 Elon University 14elon.edu
Campus Box 2750Elon, NC 27244336-278-2000 122

22
Full-time; part-time

39
Bill Burpitt

1515 Western Carolina University 16
wcu.edu

1 University Dr.Cullowhee, NC 28723828-227-7211 96
NA

Full-time; part-time
36 Hollye Moss;Darrell Parker;Kelly McIntyre

1616 Appalachian State University 18
appstate.edu

P.O. Box 32004Boone, NC 28608828-262-3000 91
NA

Full-time; on- and off-campus
36 Sandy Vannoy

1717 Lenoir-Rhyne University 20
lr.edu

625 7th Ave. NEHickory, NC 28601800-277-5721 85
1

Evening, online, hybrid
36

David Jones

1818 N.C. Central University 17
nccu.edu

1801 Fayetteville St.Durham, NC 27707919-530-6405 80
NA

Full-time; part-time
36 Sharon White

1199 Meredith College 19meredith.edu
3800 Hillsborough St.Raleigh, NC 27607919-760-8212 76

12
Full-time; part-time evening

30 to 42 Page Midyette;Kristie Ogilvie

2200 UNC Wilmington 21uncw.edu
601 S. College Rd.Wilmington, NC 28403910-962-3000 69

NA
Professional, international

42
Thom Porter

2121 UNC Pembroke 22uncp.edu
1 University Dr.Pembroke, NC 28372910-521-6000 63

NA Hybrid MBA, with face-to-face and onlinecourses
36

Nick Arena

2222 N.C. A&T State University *
ncat.edu

1601 E. Market St.Greensboro, NC 27411336-334-7500 56
22

Full-time; part-time
36 to 48 Roger Gagnon

2323 Northeastern University 24
northeastern.edu/charlotte 101 N. Tryon St., #1100Charlotte, NC 28246980-224-8467 342

NA
Online

50 Cheryl Richards

2244 Winston-Salem State University
23

wssu.edu 601 S. Martin Luther King Jr. Dr.Winston-Salem, NC 27110336-750-2344 30
103

Part-time; evening
36 Suresh Gopalan

2525 High Point University 25
highpoint.edu

833 Montlieu Ave.High Point, NC 27262336-841-9198 28
12

Full-time; part-time
36

Tjai Nielsen

School did not respond to surveys. Last year's figures used.

1

Last year's figures used.

2

Some faculty also teach undergraduate courses.

3

ABOUT THE LISTInformation was compiled from survey questionnaires and telephone interviews with school representatives. In case of ties, schools are listed alphabetically. 

LIST WAS ORIGINALLY PUBLISHED DEC. 18, 2015
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LARGEST NORTH CAROLINA MBA PROGRAMS

RANKED BY FALL 2015 ENROLLMENT

Compiled by Cameron Snipes & Amy Shapiro  
704-973-1150, @CBJbookoflists ashapiro@bizjournals.com

JOIN OUR RANKSTHE       RANKED PART-TIME MBA PROGRAM IN NC

1#
UptownMBA.com • 1-888-WakeMBA Schedule a consult today

Business name/prior rankWebsite

Address
Phone Fall 2015enrollment

No. of full-time
facultymembers

Types of programs offered

No. of
credit
hours

required Top MBAofficial(s)

11 Duke University 1fuqua.duke.edu
1 Fuqua Dr.Durham, NC 27708919-660-7700 1,5291

105 Daytime; cross continent; global
executive; weekend executive; master ofmanagement studies 43 to 79 William

Boulding; RussMorgan

22 UNC Chapel Hill 2unc.edu
Campus Box 3490Chapel Hill, NC 27699919-962-2211 1,383

117 Full-time; weekend; evening; Global One;online
NA SridharBalasubramanian

33 East Carolina University 3
ecu.edu

1001 E. 5th St.Greenville, NC 27858252-328-6970 706
79 Full-time; part-time; face-to-face; online NA

Stan Eakins

44 N.C. State University 6
mba.ncsu.edu

2801 Founders Dr.Raleigh, NC 27695919-515-5584 500
50 Full-time; part-time professional; onlineprofessional

55
Steve Allen

55 Pfeiffer University 4pfeiffer.edu
P.O. Box 960Misenheimer, NC 28109704-463-1360 4321

12
Day, evening, online

36 Jimmy Atkins

66 Wake Forest University 5
wfu.edu

1834 Wake Forest Rd.Winston-Salem, NC 27106336-758-5000 308
31 Evening (Winston-Salem and Charlotte);Saturday (Charlotte) 54 Charles Iacovou

77 Gardner-Webb University 8
gardner-webb.edu

P.O. Box 5168Boiling Springs, NC 28017800-457-4622 300
16

Full- or part-time; online or location
36

Van Graham

88 UNC Charlotte 7uncc.edu
9201 University City Blvd.Charlotte, NC 28223704-687-7566 271

36
Full-time; part-time; day; evening

37
Gary Kohut

99 Queens University of Charlotte
9

queens.edu 1900 Selwyn Ave.Charlotte, NC 28274704-337-2560 206
11

Executive, professional, online
36 Bob Mobley;Nancy McNelis

1010 Campbell University 11
campbell.edu

P.O. Box 218Buies Creek, NC 27506800-334-4111 175
6 Full-time; part-time; dual degree; online 36 Edward Fubara

1111 Wingate University Ballantyne
12

mba.wingate.edu 13024 Ballantyne Corporate Pl., #150Charlotte, NC 28277980-359-1020 150
NA

Part-time; evening
39

Mark Bryant

1212 UNC Greensboro 12uncg.edu
1400 Spring Garden St.Greensboro, NC 27402336-334-5000 148

17
Full-time; part-time

42
McRae Banks

1313 Fayetteville State University 15
uncfsu.edu

1200 Murchison Rd.Fayetteville, NC 28301910-672-1111 144
25

Full-time; part-time
36 to 35 John Scarsella

1144 Elon University 14elon.edu
Campus Box 2750Elon, NC 27244336-278-2000 122

22
Full-time; part-time

39
Bill Burpitt

1515 Western Carolina University 16
wcu.edu

1 University Dr.Cullowhee, NC 28723828-227-7211 96
NA

Full-time; part-time
36 Hollye Moss;Darrell Parker;Kelly McIntyre

1616 Appalachian State University 18
appstate.edu

P.O. Box 32004Boone, NC 28608828-262-3000 91
NA

Full-time; on- and off-campus
36 Sandy Vannoy

1717 Lenoir-Rhyne University 20
lr.edu

625 7th Ave. NEHickory, NC 28601800-277-5721 85
1

Evening, online, hybrid
36

David Jones

1818 N.C. Central University 17
nccu.edu

1801 Fayetteville St.Durham, NC 27707919-530-6405 80
NA

Full-time; part-time
36 Sharon White

1199 Meredith College 19meredith.edu
3800 Hillsborough St.Raleigh, NC 27607919-760-8212 76

12
Full-time; part-time evening

30 to 42 Page Midyette;Kristie Ogilvie

2200 UNC Wilmington 21uncw.edu
601 S. College Rd.Wilmington, NC 28403910-962-3000 69

NA
Professional, international

42
Thom Porter

2121 UNC Pembroke 22uncp.edu
1 University Dr.Pembroke, NC 28372910-521-6000 63

NA Hybrid MBA, with face-to-face and onlinecourses
36

Nick Arena

2222 N.C. A&T State University *
ncat.edu

1601 E. Market St.Greensboro, NC 27411336-334-7500 56
22

Full-time; part-time
36 to 48 Roger Gagnon

2323 Northeastern University 24
northeastern.edu/charlotte 101 N. Tryon St., #1100Charlotte, NC 28246980-224-8467 342

NA
Online

50 Cheryl Richards

2244 Winston-Salem State University
23

wssu.edu 601 S. Martin Luther King Jr. Dr.Winston-Salem, NC 27110336-750-2344 30
103

Part-time; evening
36 Suresh Gopalan

2525 High Point University 25
highpoint.edu

833 Montlieu Ave.High Point, NC 27262336-841-9198 28
12

Full-time; part-time
36

Tjai Nielsen

School did not respond to surveys. Last year's figures used.

1

Last year's figures used.

2

Some faculty also teach undergraduate courses.

3

indicates Charlotte Chamber members
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1/2 ounce is a $500 increase. Inserts are available on a first-come, first-served basis. Postal regulations 
govern insert requirements; publisher’s approval must be obtained before printing insert pieces. 

Maximum insert size is 10” x 12.5”. Minimum insert size is 4” x 6” on 70# card stock. 

INSERT DEADLINES AND DELIVERY
Reservations must be made by Wednesday, nine days prior to publication. Inserts must be delivered 
to the mailing house on Friday, seven days prior to publication. Delivery and charges associated with 
the inserts are the responsibility of the advertiser.

INSERTS SHOULD BE SENT TO:
Attn: Alan West
BH Media Publishing
101 Wyndale Drive 
Lynchburg, VA 24501
phone 434-385-5444

Shipments should be labeled with:
» Charlotte Business Journal
» packing list
» insert date
» quantity of inserts

Promptly notify your advertising  
sales representative when inserts  
are shipped to the printer.

Open $10k $20k $40k $60k $80k $100k

$3,320 $2,545 $2,160 $1,540 $1,495 $1,160 $995
REPRINTS
Featured in Charlotte Business Journal?  
Market your success!

Show your customers your success with  
Charlotte Business Journal reprints!  
Your reprint is customized to your company  
and many options are available including:
» Hard Copy Reprints | Prices vary by quantity
» Digital ePrints | Starting at $550
» Wall Plaques & Awards | Starting at $169
» Photos | Starting at $150
» Press Releases | Prices vary

Contact Catherine Burton at  
cburton@bizjournals.com or 704-973-1142.

to the mailing house on Friday, seven days prior to publication. Delivery and charges associated with 
the inserts are the responsibility of the advertiser.
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Business Anniversaries Guide

RATES & PRODUCTS2017

Charlotte Business Journal wants to help you spread the word about your company’s birthday! 
Considering nearly 95 percent of companies go out of business within the first five years of 
opening up shop, we feel it’s important to celebrate companies that have reached 5th, 10th, 
20, 100th or other milestones. Perhaps even reaching one year is a milestone for you!

Take advantage of this unique opportunity to launch your company’s year-long celebration in 
this special advertising section. Tell your story to our readers. Help us understand the unique 
ways companies survive through all phases of growth and development.

What is the primary mission of your company?
The Club at Longview is passionately committed to providing 

an exceptional country club experience for its members and their 
families.  We offer an environment that encourages the formation 
of enduring friendships and a family-centered atmosphere.   Our 
mission is to enrich the lives of our members by ensuring 
personalized service, outstanding membership value, and 
consistent high quality amenities. Our members support our 
Club, spend time at the Club, and volunteer their time to enhance 
the quality of members’ experiences at the Club.  Longview is 
committed to the well being of each of our fellow members and to 
every member of our staff. 

 
What sets your business apart from your competitors?

The Club at Longview features the only gated residential golf 
course in the Charlotte region to earn a place in Golf Digest’s 

prestigious “Best in State” rankings, where it has been a fixture 
among North Carolina’s top 20 ever since its 2003 opening. 
Upon arrival members and their guests are greeted by one of our 
Gatehouse Staff. From there you will be greeted by a golf staff 
member ready to assist you with your golf bags so that you can 
experience a day on our Jack Nicklaus Signature Golf Course. 
TPI Certified PGA teaching pros are available on staff to take your 
game to the next level. All of our staff are trained to treat members 
and guests with down home southern hospitality! 

The Club at Longview is situated in a 500-acre private gated 
residential community south of Charlotte. The signature attraction 
to The Club at Longview is its 220-acre, 18-hole Jack Nicklaus 
Signature Golf Course. 

In addition to the 18-holes of Signature Golf, we also offer 
generous practice areas located near the Clubhouse. With a full-
service practice range, three separate putting and chipping surfaces, 
and on-site professional instruction, Longview provides ample room 
to enhance and develop your game. No tee times required.

 The magnificent Clubhouse offers dining facilities that provide 
both casual and formal dining, as well as banquet and meeting 
rooms. Whether celebrating a special occasion, a leisurely lunch, 
or meeting friends and family for a casual dinner, The Club 
at Longview is the ideal venue for those who enjoy a private, 
personalized dining or entertaining experience. Impeccable service 
and a comfortable, relaxed ambiance complement an incredible 
cuisine to ensure that our members enjoy an experience that is 
unlike that of any other club in the region.

The lower level of the 10,000-square foot Activity Center 
includes massage and steam rooms, state-of-the-art workout 
equipment, and a multipurpose facility with programming for a 
variety of fitness classes. Upstairs, the Youth Lodge provides 
an ideal gathering place for our members’ children as well as 

the option for parents who want to leave their children in a safe 
environment while dining in the Clubhouse or enjoying a round of 
golf.

 
What if anything, has changed since your business was 
founded?

Over the past 10 years, Longview has branded itself as the 
premier, private, gated country club community in all of Charlotte.  
Our club membership has grown by 20-30 new families each 
year and continues to set itself apart as the “family’s” choice for a 
private club experience in the Charlotte area.  

We recently added USPTA Tour Player Louis Vosloo to the 
ranks of our staff as the Director of Tennis.  Our family centered 
approach to programming across all areas has allowed the club to 
grow tremendously over the past several years.

 
Describe the defining moment you know your business 
would be successful?

Longview has been successful mainly due to the business 
knowledge and economic strength of the ownership partners. 
Our members are eager to refer like-minded individuals and 
professionals who will contribute to the social community that we 
are building. It is a great place to raise a family, enjoy a variety 
of activities, and of course excellent golf where no tee times are 
required. 

 
What are your plans for the future?
By demand, several new categories of memberships are now 
offered. The Club at Longview now offers Golf, Social, National, 
Corporate and Junior Memberships. (Membership to The Club at 
Longview is contingent upon application approval by the member-
ship committee.)

C E L E B R A T I N G  10  Y E A R S  O F  B U S I N E S S

Prestigious Longview celebrates its  
10th anniversary this year!

Please contact Debi Blair, Membership Director, at 704-443-2554, for more information on membership!

The Club at Longview now offers Golf, Social, National, 
Corporate & Junior Memberships

(Membership to The Club at Longview is contingent upon  
application approval by the membership committee)

Your new lifestyle awaits  
just beyond the gates

The Club at Longview
Founded 2003
8801 Longview Club Drive, Weddington, NC 28173
(704) 443-2500
www.theclubatlongview.com

BUSINESS
ANNIVERSARIES

RUN DATE
JANUARY 27

CREATIVE DUE 
JANUARY 20

RUN DATE
JUNE 23

CREATIVE DUE 
JUNE 16

Full page is broken down into a 1/2 page write-up and 1/2 page branding advertisement.  
Both write-up and the ad are provided by the advertiser.
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Marketplace advertising rates

RATES & PRODUCTS2017

Ad size Actual dimensions Open $10k $20k $40k $60k $100k

6x6 10” wide x 6” tall $1,815 $1,360 $1,190 $1,080 $980 $775

4x6 6.6” x 6” $1,325 $1,005 $935 $820 $680 $520

3x6 4.9” x 6” $1,070 $800 $760 $610 $550 $410

4x4 6.6” x 4” $985 $735 $675 $575 $510 $375

3x4 4.9” x 4” $795 $595 $545 $465 $410 $305

3x3 4.9” x 3” $655 $495 $440 $375 $330 $250

2x4 3.2” x 4” $605 $455 $410 $345 $305 $230

2x3 3.2” x 3” $510 $385 $335 $285 $255 $190

2x2 3.2” x 2” $400 $295 $270 $235 $210 $160

1x3 1.5” x 3” $295 $220 $205 $175 $160 $125

Ad size Actual dimensions Open $20k $60k

Banner 
page ad*

3.2” x 3” $335 $255 $205

* Contracts include Book of Lists ad. Banner pages are groupings of display ads under a specific top heading and are 
published on a weekly, biweekly or monthly basis. Banner pages with less than three ads will run in the Marketplace 
section. Rates include full color.

COLOR CHARGES
Black plus one color: $60.
Process 4-color: $110.

PAYMENT
All Marketplace ads must be prepaid. Payment must accompany all copy.  
Payment is accepted by cash, check, VISA, Mastercard or American Express.

E�ective January 2016
All ad rates are gross and reflect a per insertion cost per ad.

CALENDAR
Event listings | Online

Get the word out and target thousands of  
influential leaders in the local business community.  
List all of your upcoming events on our online 
Business Events Calendar.
Listings don’t expire and will be active through  
the day of your event.

FEATURED EVENT LISTING | $199

» Premium Placement - Your event listing will rise above 
all other regular event listings.

» Branding - Your company or event logo will appear  
on both the event listing page and event details page 

STANDARD EVENT LISTINGS | $99

EVENT BILLBOARD | $500

» Includes Featured Event Listing

» 30 day promotion in top billboard section of the online 
calendar with custom image

» 30-day promotion in Morning Edition email to XX 
subscribers

Volume discounts available for multiple listings.
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Digital advertising rates (includes mobile)

RATES & PRODUCTS2017

RUN OF SITE Open >$10k >$20k >$40k >$60k >$80k >$100k >$125k

400,000 impressions $9,270 $8,346 $7,481 $6,663 $6,419 $6,208 $6,084 $5,962

330,000 impressions $8,294 $7,532 $6,405 $5,714 $5,510 $5,321 $5,214 $5,110

200,000 impressions $5,529 $4,771 $4,274 $3,806 $3,674 $3,547 $3,477 $3,407

130,000 impressions $4,147 $3,576 $3,207 $2,857 $2,755 $2,660 $2,607 $2,555

80,000 impressions* $2,764 $2,391 $2,131 $1,909 $1,837 $1,774 $1,738 $1,703

50,000 XL impressions** $2,750 $2,382 $2,123 $1,901 $1,830 $1,767 $1,731 $1,696

Business Pulse*** $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000

Special Section*** $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000

People on the Move*** $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000

*Runs for two weeks.

*Must be purchased with ROS package. (if purchased with 80k package, it will run two weeks.)

*Must be purchased with 130k impression package or higher.

All impressions served on Web and mobile platforms.

Packages of 130k or higher will run over 4 weeks.

AUDIENCE EXTENSION
Add reach to your run of site campaign. Reach Charlotte Business Journal look-alike users on similar sites or target  
by one of the following personas for $14/M*.

Frequent Business Traveler / Small Business Owner / High Net-Worth Individual / Technology / Decision Makers /  
Legal Decision Makers / Finance Decision Makers / International Traveler / C-Level Executives / BizWomen /  
Non-Profits / Continuing Education Seekers / Health Care Professionals / Hospitality / 
Human Resource Decision Maker / Large Business

Ask your account executive for more details about each persona.

*Audience Extension investment must be greater than or equal to investment in Charlotte Business Journal’s core digital products.

728x90

728x90

300x250

300x250

R Ideal for branding alongside 
respected, credible business 
news

R Reaches decision-makers 
during the work day

»Desktop or tablet

Mobile »
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CBJ Morning Edition
The Charlotte Business Journal Morning Edition is a morning roundup of the Charlotte region’s business news delivered daily.

RATES & PRODUCTS2017

Open >$10k >$20k >$40k >$60k >$80k >$100k >$125k

Top
728x90 $3,640 $3,235 $2,831 $2,427 $2,103 $1,941 $1,779 $1,618

Upper Logo and  
Text Placement $1,618 $1,456 $1,294 $1,052 $971 $890 $809 $728

Middle
728x90 $2,831 $2,427 $2,265 $1,941 $1,860 $1,699 $1,537 $1,456

DIGITAL AUDIENCE
Our digital  
advertising options 
enable your  
marketing dollar  
to go further.

67%
Male

50
Male

53%
Management

$220,000
Average household 
income

73%
Influence purchase 
decisions in their 
company

We outrank wsj.com,  
newyorktimes.com  
and forbes.com with more:
R Senior management
R C-level executives
R Decision-makers and influencers
R B2B purchases

3 Months 6 Months 9 Months 12 Months

728x90
Monthly Rotation $5,600 $4,800 $4,400 $3,200

Middle Logo and  
Text Placement $1,213 $1,132 $971 $809 $728 $647 $566 $485

Bottom
728x90 $1,618 $1,456 $1,294 $1,052 $971 $890 $728 $647

Top  728x90

B

»

D

»

Middle  728x90

Bottom  728x90

Sign up for the free Morning Edition at
CharlotteBusinessJournal.com

Up to 160 characters120x60
logo

C

»

A

»
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CBJ Afternoon Edition

RATES & PRODUCTS2017

Sign up for the free Afternoon Edition at
CharlotteBusinessJournal.com

The Charlotte Business Journal Afternoon Edition delivers top stories and news alerts to email in-boxes every day. Executives keep 
tabs on the pulse of the local business scene with a snapshot of each day’s news.

Open $10k $20k $40k $60k $80k $100k $125k

Top 
728x90 $4,050 $3,600 $3,150 $2,700 $2,340 $2,160 $1,980 $1,800

Upper Logo and  
Text Placement $1,800 $1,620 $1,440 $1,152 $1,080 $990 $900 $810

Middle
728x90 $3,150 $2,700 $2,520 $2,160 $2,070 $1,890 $1,710 $1,620

Middle Logo and  
Text Placement $1,350 $1,215 $1,080 $918 $810 $756 $643 $567

Lower 
728x90 $1,800 $1,620 $1,440 $1,152 $1,080 $1,008 $806 $756

A

B

C

D

E

R Engaged subscriber base — 40-50% average open rate
R Exclusivity in a non-cluttered environment
R 18,500 opt-in subscribers

3 Months 6 Months 9 Months 12 Months

728x90
Monthly Rotation $7,400 $6,600 $5,894 $4,400

Top  728x90

C
»

E
»

Up to 160 characters120x60
logo

Middle  728x90

Lower  728x90

Up to 160 characters120x60
logo

A
»

B
»

D
»
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Business Pulse sponsorship

RATES & PRODUCTS2017

Each week our editors choose a pertinent question about diverse topics within the community,
which allows our users to vote, comment and interact. Sponsorship puts your company at the
forefront of business executives’ conversation.

SPONSORSHIP INCLUDES

» Exclusive ownership of all ad placements within the Business Pulse section

» Your company’s logo where Business Pulse is promoted — including home page  
and Afternoon Editions

» Logo on Business Pulse print page

» Package includes ROS impressions*

Runs for 30 days

*Must be purchased with a 130,000 impression package or higher

R Native content opportunity with 6-month commitment
R Includes opportunity to provide two questions to our audience per month

Business Pulse landing page

Business Pulse results pageBusiness Pulse module
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People on the Move sponsorship

RATES & PRODUCTS2017

People on the Move ranks among the three highest read features in the Charlotte Business 
Journal. People on the Move is promoted through our website and Afternoon Edition.  
This exclusive sponsorship highlights changes and advancement of people in the local 
business community and is always one of the top visited sections of our website.

SPONSORSHIP INCLUDES

» 100% ownership of ad placement in the People on the Move section

» Your company’s logo where People on the Move is promoted

» Package includes ROS impressions.*

Runs for 30 days.

*Must be purchased with a 130,000 impression package or higher

Your Ad Here

Your Ad Here

Your Ad Here
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Digital list sponsorship

RATES & PRODUCTS2017

Weekly rankings in Charlotte Business Journal help business leaders analyze industry 
segments, uncover new opportunities and keep tabs on the competition. Sponsoring  
these digital lists connects your brand with a resource that provides continually updated  
data and links your message to one of the most popular features on our site.

SPONSORSHIP INCLUDES

» Exclusive logo placement onThe List landing page (which includes This Week’s List,  
The Latest Lists, Lists by Category, and Book of Lists information)

» Exclusive logo placement on all subsequent sections by category and actual list pages

» 100% SOV of banner placements in the section

» 130,000 Run of Site impressions (including in section banners)

INVESTMENT $1,000/month*

*Must be purchased in conjunction with 130K impression or greater Run of Site package.

Top 728x90

Top 728x90

Section landing page

List page

120x60
logo

120x60
logo
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Homepage takeover

RATES & PRODUCTS2017

Cost Ad unit

66,000 
impressions $4,000 970x418 / 970x66 pushdown,

300 x250, 1600x660 skin

Runs five consecutive business days, must be purchased  
with 130,000 Run of Site package or higher  
(Example found at http://bit.ly/Homepage_Takeover)

 » 1600x660 skin - JPG - no Flash - 100k

 » ACBJ site is 1034x wide. Creative will need to be built around the page size.

 » 970x418 pushdown - expanded - GIF/JPG/Flash, “close” button in upper right corner.  
Open 6 seconds max. :15 animation - 120k

 » 970x66 pushdown - reminder - GIF/JPG/Flash, “click to expand text in middle  
or right side of image. :15 animation - 120k

 » Island 300x250 - GIF/JPG/Flash, 40k or less. :15 animation

R Own our homepage for 5 consecutive days
R Exclusive opportunity with rich media capabilities
R Highly engaged positioning

YOUR INFLUENCE
The combination of all these ads provoke a strong message from your company and has 
proven to be a very effective marketing tool. Give your company the leverage it neesd 
with digital marketing tools that will influence decision makers in the Charlotte region.
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RATES & PRODUCTS2017

XL banner package

XL BANNER

For more information, contact your account manager or <<Name>> at <<Phone>> or <<Email>>.

Market Logo Here

Overview
XL Banners are high-impact ad units that drive up 
response rates throughout the site. With the ability 
to incorporate rich media into a larger format than 
standard banners, XL Banners serve as powerful 
vehicles for advertisers.

• XL Banners run in place of the 728x90 and 
300x250 units on the website in both above 
and below the fold placements

o XL sizes: 970x250 & 300x600

• XL Banners are sold in conjunction with a 
ROS package

• When sold with an 80k package, impressions 
will run over two weeks

• When sold with a 130k package or greater, 
impressions will run over four weeks

300
x

600

970x250

XL Banners are high-impact ad units that drive up response rates 
throughout the site. With the ability to incorporate rich media into a larger 
format than standard banners, XL Banners serve as powerful vehicles for 
advertisers.
R XL Banners run in place of the 728x90 and 300x250 units on the website 

in both above and below the fold placements 
XL sizes: 970x250 and 300x600

R XL Banners are sold in conjunction with a ROS package
R When sold with an 80k package, impressions will run over two weeks
R When sold with a 130k package or greater, impressions will run over  

four weeks
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Bottom line/slider*

RATES & PRODUCTS2017

 »
L

Expanded

Cost Ad unit

85,910 monthly impressions $3,440 1034x90/1034x30 for bottom line, 
950x90/950x460 for slider

Runs 30 days, served to one unique user per day 
(Example found at bit.ly/BottomLineSlider) YOUR INFLUENCE

The bottom line/slider digital advertisement is a strong marketing option for your 
company. With just one click, you make a powerful impact on your audience.R High profile positioning that captivates the business reader

R Leave behind brand’s clients message on the page

*Must be sold with at least 130k impressions run of site.



PAGE 20 OF 31    CHARLOTTE BUSINESS JOURNAL  »  2017 RATES AND PRODUCTS

RATES & PRODUCTS2017

CBJ breaking news alert
The Charlotte Business Journal‘s breaking news alert is emailed to CBJ’s thousands  
of subscribers as business news a�ecting the Charlotte region breaks.

Annual Sponsorship $50,000

6-month Sponsorship $28,000

3-month Sponsorship $15,000

BENEFITS
» Exclusivity
» Client logo and ad positioned around latest breaking news
» Open rates that are double industry standard

FEATURES
» 728x90 ad unit on Breaking News email
» Logo placement
» Minimum of 6 Breaking News emails per quarter

FAST FACT
CBJ is currently averaging 15 sends per quarter.

Your logo here20,069
subscribers

ONLY
6 MONTHS 
AVAILABLE

Sign up for the free breaking news alerts at
CharlotteBusinessJournal.com

Your ad here
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RATES & PRODUCTS2017

Crane Watch
Commercial real estate news generates the most traffic on bizjournals.com because it 
impacts the local economy across all industries. Local business executives rely on the 
Charlotte Business Journal for its insight into new developments in Atlanta that affect their 
business. Crane Watch summarizes this content into an interactive map, highlighting projects 
in the proposal and build stage. Readers can click on the map to pull up a rendering or street 
shot of the construction site with a description of the project, the developers behind it and 
an update on where the work stands today. Crane Watch also aggregates all content on 
the project by linking to stories written by the Charlotte Business Journal. Crane Watch is a 
valuable tool for doing business in Charlotte.

SPONSORSHIP INCLUDES

» Industry exclusivity

» Up to four sponsors

» Sponsors have 25% share of voice on the map

» All sponsor logos featured at the top of the page (can be linked to company site)

» Inclusion in 50,000 impression ROS co-branded ads promoting Crane Watch

» 130,000 ROS impressions per month (includes top & bottom 728x90 banner,  
upper & lower 300x250 island, and 320x50 mobile ad units)

» Inclusion in two promotional print ad units per month (approx. every other week)

INVESTMENT 130k Run of Site package at earned rate + $1,000 per month

Minimum 3 month commitment

Top 728x90

Bottom 728x90

120x60
logo

120x60
logo
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Content publishing
The Charlotte Business Journal offers advertisers the opportunity to publish on our site 
through native advertising with support available from our BrandBeat Studio content 
production and editing service.

R Two articles (provided by advertiser and approved by the Charlotte Business Journal*)

» In addition to article, advertiser can provide up to 50 words for an author bio or   
company profile including one link within this content. Content will run at the end  
of the article.

» Articles will be labeled as “Paid Content.”

R Charlotte Business Journal homepage and editorial well promotion (headline in 3rd spot 
for 24 hours per article)

R 100k native ad impressions per article (less homepage traffic/headline impressions)

» Headline promotion on article page could include related content headlines (left rail) 
 and suggested reading headlines.

 » Headlines will be labeled as “Paid Content.”

R One Social Push (posted on Facebook & Twitter and labeled as Paid Content)

R Dedicated landing page for all paid content accessible via search

R Content shows up on Charlotte Business Journal search and external search engines 
(Google, Yahoo, etc.)

R Content eligible to appear within internal “Most Popular” rankings listed in module on 
homepage and skybox on article pages

R Content syndicated to appear within the appropriate site section and industry landing 
pages

PACKAGE TIMING One month

INVESTMENT $1,500 + minimum 130K run of site package at earned rate

*additional cost for content creation if needed

Sample content 
promotion

»

»
Article page



PAGE 23 OF 31    CHARLOTTE BUSINESS JOURNAL  »  2017 RATES AND PRODUCTS

RATES & PRODUCTS2017

Custom publishing
Making big news?
When an anniversary, awards program, event, trade show, major construction project or 
business association requires special attention, let the publishing experts at the Charlotte 
Business Journal help you get the word out. You control the content. From sales to distribution, 
our award-winning contract publishing team will handle the details. Your custom supplement, 
inserted into the credible Charlotte Business Journal environment, is the ideal vehicle for 
disseminating your story.

BENEFITS

» Your company provides a qualified list of preferred business partners. Your business partners 
will be o�ered a discounted advertising rate to make supporting your section an a�ordable 
opportunity.

» An 8-page special advertising supplement will be produced with a minimum of $15,000 in 
advertising support. If the revenue exceeds $15,000 in advertising support, the page count 
will increase. If the revenue falls short of $15,000, your company is financially responsible  
for the di�erence.

» Your company supplies editorial and graphic content

» Your company receives a full-page, full-color advertisement in the supplement

» Your custom marketing supplement will be distributed to the Charlotte Business Journal’s 
entire subscriber base of 11,700 equating to a readership of 45,000 business executives.  
Your company will receive an overrun of 500 copies and a PDF for additional marketing 
e�orts.

» Create new strategic partnerships

TRIAD TRIANGLE

NORTH CAROLINA 
GUIDE TO GLOBAL MARKETS

SPECIAL ADVERTISING SUPPLEMENT

GUIDETOGLOBAL MARKETS

PUBLICATION SPONSOR PRODUCED BY

2014 COMMEMOR ATIVE PROGR A M

SPECIAL ADVERTISING SUPPLEMENT

Celebrating
10 years in Charlotte

PUBLICATION S

OMMEMOR ATIVE OMMEMOR ATIVE OMMEMOR ATIVE OMMEMOR ATIVE 

SPECIAL ADVERTISING SUPPLEMENT

Celebrating
10 years in Charlotte

Brought to you by

DRIVEN TO SUCCEED

SILVER SPONSORSGOLD SPONSOR
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Table of Experts
BENEFITS

» Your company leader will have a seat at 
the discussion and a profile in the section  
(150 words), headshot, company logo

» Your company will have input as to the 
topic and Q&A of the discussion

» Quarter page, color ad in the printed 
special section

» Company logo on the front page of the 
printed section

» PDF of the printed section provided to 
use for additional marketing

» Includes digital online section

PROGRAM

» 7:30-9 a.m. discussion hosted at the 
Charlotte Business Journal

» Program will be moderated by individuals 
chosen by CBJ

» Program must have at least three 
participants

» Breakfast and coffee will be provided

NET INVESTMENT $4,000

ADVERTISING SUPPLEMENT

SPONSORED BY:

DATA
SCIENCE

© 2015 Hortonworks, Inc. All rights reserved. Hadoop and the Hadoop elephant logo are trademarks of the Apache Software Foundation.  
 
 

RapidMiner brings the power of predictive analytics to the Hortonworks Data Platform 
(HDP), letting you extract and operationalize the immense value deeply hidden within your 
Hadoop cluster. 

RapidMiner is an agile, open source predictive analytics platform designed for today’s 
modern analyst.  We empower you to close the loop between insight and action – giving 
you, the ability to easily mashup disparate data, create and execute predictive analytics and 
include those analytic results directly into any business process.  Our code-free, drag and 
drop interface make predictive analytics on Hortonworks lightning fast, radically reducing the 
time to unearth opportunities and risks, and significantly accelerating time to decision. 

With RapidMIner, you can leverage the processing power of Hortonworks to capture insights 
from your entire Hadoop cluser. 

Monetize your Big Data investment using RapidMiner to: 

• Empower business analysts to effortlessly mine and model your data on a code-
free platform 

• Mashup Big Data with other sources, whether structured or unstructured, for a 
holistic view of your business 

• Rapidly prototype and build predictive models to uncover previously hidden 
opportunities and risks 

• Operationalize predictive models by embedding them within your everyday 
business processes 

Agile, Code-Free 
Predictive Analytics 
for Hortonworks 

 
  

What Business Challenges Are 
Solved? 

    

Effortless Predictive Analytics 

 

 Complete Insight into your 
Hortonworks Data 

 Turn Insights into Action 

RapidMiner empowers you to build and 
deploy predictive analytics without writing 
code.  Its built-in intelligence automatically 
translates your drag and drop instructions 
into the languages of predictive analytics 
and Hadoop. 

 RapidMiner pushes analytic 
instructions directly into Hortonworks 
where predictive analytics are rapidly 
executed across the entire cluster, 
giving you complete insights into all 
your data. 

 

 RapidMiner embeds predictive and 
prescriptive analytic results directly into 
your frontline applications and production 
systems, giving you great agility to make 
better decisions faster than ever. 

 
 

Partner Brief 

www.hortonworks.com 

“ RapidMiner and Hortonworks together 
empower organizations to quickly unearth 
and act upon the opportunities and risks 
buried in their Big Data to achieve significant 
competitive advantage. RapidMiner 
analyzes and extracts predictive and 
prescriptive insights, leveraging the power of 
Hortonworks to explore all types of data 
across the entire Hadoop cluster. 
RapidMiner then operationalizes those 
insights directly into business processes 
closing the loop between insight and action 
so companies can make smart timely 
decisions.” 

Ingo Mierswa 
Founder/CTO 
RapidMiner 

 

ADVERTISING SUPPLEMENT

SPONSORED BY:

EMPLOYMENT LAW
NEW OVERTIME REGULATIONS

SPONSORED CONTENT

SPONSORED BY:

TECH VISION
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Charlotte Bizspace
Bizspace Property Spotlight

Bizspace Property Spotlight is a unique opportunity to 
showcase your commercial space to a highly affluent 
audience of business decision makers.

Your Bizspace Property Spotlight showcase includes:
» Up to 15 high resolution property photos so users can 

explore each property

» Broker call-to-action with picture, logo, phone number, 
email and link to website that scrolls with the user 
throughout gallery

» Dynamic slide show controls so user can easily scroll 
through images or click to next photo

» Social tools to share property on Twitter, LinkedIn, 
Facebook and Google

» Live on site 24 hours a day/7 days a week for 30 days

Bizspace Property Spotlight promotion includes:
» Gallery and native content story

» Promotion as integrated native content on homepages 
and article pages — both full site and mobile minimum  
once per month

» Promotion in daily email newsletters minimum once per 
month

Pricing:
» Contact your Account Executive for details or email  

channels@bizjournals.com
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Online recruitment services

RECRUITMENT SPONSORSHIP RATES

 Banners Sponsor logo Featured jobs

Exposure Homepage, Article 
Pages, Career Center

Homepage, Article 
Pages, Afternoon Edition 

Emails, Career Center

Homepage, Article Pages, 
Afternoon Edition Emails, 

Career Center

Package 1 160,000 Impressions 500,000 Impressions Up to 5 postings $5,000/mo.

Package 2 330,000 Impressions 500,000 Impressions Up to 5 postings $7,500/mo.

Get your job listings in front of the largest collection of professional candidates.

Volume Featured Job packages
 » 5 featured online job postings for $1,500
 » 10 featured online job postings for $2,500
 » Can be used all at once or spread over a year
 » Multi-market and custom packages also available

Recruitment Sponsorships Include:
 » Sponsorship of Featured Jobs Module

 » Homepage
 » Article Pages

 » Afternoon Edition Emails
 » Career Center

 » Featured Job Postings up to 5
 » ROS Banners

Individual Featured Job Postings | $395
 » Increase visibility in front of passive job seekers 

while targeting the active job seeker as well.
 »  Promoted at the top of job section with logo 
 » Also promoted on local homepage, article pages 

and daily newsletters with logo
 » Unlimited text
 » All listings are searchable on Google, Yahoo and 

other search engines
 » 30 day campaign 

Standard Job Postings | $295
 » Appears in career center only
 » Unlimited text
 » All listings are searchable on Google, Yahoo and 

other search engines
 » 30 day campaign
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TERMS AND CONDITIONS
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Deadlines and cancellations

CANCELLATION POLICY
Cancellation of an ad or a change in its schedule must be received 
in writing on or before the insertion deadlines listed above.  
Ads cancelled after insertion deadline will be billed at 100%.

MATERIALS DEADLINES
If advertiser fails to provide workup materials and/or camera-ready 
artwork by deadline, the most recent ad will publish.

Section/advertising Type Deadline

Display advertising reservation Wednesday, 9 days prior to publication

Cancellation Wednesday, 9 days prior to publication

Workup materials due Wednesday, 9 days prior to publication

Camera-ready artwork due Friday, 1 week prior to publication

WEEKLY NEWSPAPER
The Charlotte Business Journal publishes weekly, 51 times a year, on Fridays. 
Premium positions are sold on a first-come basis. Deadlines for weeks that include 
a federal holiday are one day early.

Section/advertising Type Deadline

Display advertising reservation Friday, 4 weeks prior to publication

Workup materials due Friday, 4 weeks prior to publication

Camera-ready artwork due Friday, 3 weeks prior to publication

Cancellation Friday, 4 weeks prior to publication

SPECIAL PUBLICATIONS
Special sections and publications such as Commercial Real Estate Quarterly that 
are published periodically and inserted into the weekly Friday paper.

Deadline

Reservation Wednesday, 9 days prior to publication

Delivery Friday, 7 days prior to publication

Cancellation Wednesday, 9 days prior to publication

FREE-STANDING INSERTS
Inserts for the weekly newspaper

Deadline

Display advertising insertion Friday, October 9

Workup materials due Wednesday, October 16

Camera-ready artwork due Friday, October 30

Cancellation Cannot be cancelled

BOOK OF LISTS
The Book of Lists is published once a year. Positions are sold on a first-come basis.

Section/advertising Type Deadline

Display advertising reservation Friday, 3 weeks prior to publication

Workup materials due Friday, 3 weeks prior to publication

Camera-ready artwork due Friday, 2 weeks prior to publication

Cancellation Friday, 3 weeks prior to publication

ADVERTORIALS
Special advertising sections that run as part of the weekly Friday paper.
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The following terms and conditions govern all entities 
that place advertising (“Advertiser”), either directly 
or through an agent (“Agency”), with publications 
(“Business Journal(s)”), digital Business Journal publi-
cations (“Digital Editions”), websites and mobile sites 
(“Websites”) and applications (“Apps”) and any other 
service (collectively, together with Business Journals, 
Digital Editions, Websites and Apps, the “Service”) 
published and/or owned, licensed or operated by or 
on behalf of American City Business Journals (“Pub-
lisher”). The placement of advertising in any Publish-
er Service constitutes Advertiser’s (and, if applicable, 
Agency’s) agreement to these terms. These terms 
and conditions may be modified from time to time 
by Publisher; additional placement of advertising will 
constitute Advertiser’s (and, if applicable, Agency’s) 
agreement to any such modifications.

I. DEFINITIONS

A. “Dollar Volume Discount” is determined by com-
bining the dollar value of print and digital insertions 
in the Business Journal(s) plus sponsorships, within 
the contract period. Contract begins with the date of 
first insertion and must be fulfilled within a 12-month 
period. Book of Lists and pre-printed inserts may 
also be included as part of your volume contract. 
Contracts guarantee the volume rate earned and ad 
sizes may vary during contract period. Refer to the 
column under the volume for rate of desired size. 
Rates subject to change during contract period. Rate 
increases are effective January 1, and all advertisers’ 
rates change on that date.

B. “Short Rate” is the difference between the rate 
charged on the contracted dollar volume and the 
higher rate based on the reduced dollar volume of 
advertisements actually published and paid for.

II. TERMS AND CONDITIONS APPLICABLE TO 
ADVERTISING PLACED IN ANY PUBLISHER SERVICE

A. PUBLISHER’S RIGHT TO REJECT, CANCEL OR 
TERMINATE ORDERS: Publisher reserves the right 

at its absolute discretion, and at any time, to cancel 
any advertising order or reject any advertising copy, 
whether or not the same has already been acknowl-
edged and/or previously published, displayed, per-
formed or transmitted (collectively referred to herein 
as “Published” or “Publish”), including, but not limited 
to, for reasons relating to the content of the advertise-
ment or any technology associated with the advertise-
ment. In the event of such cancellation or rejection by 
Publisher, advertising already run and to be run shall 
be paid for at the rate that would apply if the entire 
order were Published and no Short Rate will apply. 
Publisher, at its absolute discretion, may terminate 
its relationship with Advertiser and/or Agency for the 
breach of any of the terms hereof, including without 
limitation a breach based on the failure on the part of 
either Advertiser or Agency to pay each bill by its due 
date. Should Publisher terminate its relationship with 
Advertiser and/or Agency, a Short-Rate may apply 
and all charges incurred together with Short-Rate 
charges shall be immediately due and payable. Fur-
thermore, in the event Advertiser or Agency breach-
es, Publisher may, in addition to its other remedies, 
(a) cancel its recognition of Agency, thereby causing 
Agency to lose claim to any commission for any fur-
ther advertising placed with Publisher on behalf of 
Advertiser or any other client of Agency, and/or (b) 
refuse to Publish any or all of Advertiser’s advertising.

B. ADVERTISER’S FAILURE TO RUN ADVERTIS-
ING/SHORT-RATE: All agreements for advertising 
Dollar Volume Discounts require that the specified 
dollar volume of advertisements be Published within 
a specified period and be promptly paid for. In the 
event of Advertiser’s or its Agency’s cancellation 
of any portion of any advertising order/contract or 
failure to have Published and paid for the specified 
dollar volume of advertisements, or if at any time 
Publisher in its reasonable judgment determines 
that Advertiser is not likely to Publish and pay for the 
total amount of advertising specified during the term 
of the agreement, any rate discount will be retroac-
tively nullified, including for previously Published 

advertisements, and may result in a Short-Rate. In 
such event, Advertiser and/or Agency must reim-
burse Publisher for the Short-Rate within 30 days of 
invoice therefor and Advertiser will thereafter pay for 
advertising at the open rate or at the earned rate(s) as 
applicable. Any merchandising program executed by 
Publisher in reliance on advertising that is cancelled 
will be paid for by Advertiser at the fair market rate 
for such program. Advertising credits (for any earned 
advertising Dollar Volume Discount adjustments for 
advertising run in excess of specified schedule) will 
only be earned if all advertising is paid for by the due 
date. Advertising credits must be used by the Adver-
tiser within six months after the end of the period in 
which they were earned. Any portion of such adver-
tising credits unused at the expiration of the forego-
ing six month period shall be expired and Publisher 
shall not have any further obligation to Advertiser 
and/or Agency with respect thereto. 

C. RESTRICTIONS ON ADVERTISER’S CANCELLA-
TION OF ADVERTISING ORDERS: No changes in 
orders or cancellations are accepted unless received 
before the specified closing dates, which vary by 
product and are set forth in Publisher’s rate card and 
web site. No changes in orders or cancellations may 
be considered executed unless acknowledged in 
writing by Publisher. Orders not cancelled as of these 
closing dates will be billed, even though Advertiser 
fails to furnish copy, digital files or film. When change 
of copy or artwork is not received by the closing 
date, copy run in previous issues will be published. 
Should Publisher agree to cancel an existing work 
order, Advertiser will be responsible for the cost 
of any work performed or materials purchased on 
behalf of Advertiser, including the cost of services, 
paper and/or printing. 

D. ADVERTISING POSITIONING AT PUBLISHER’S 
DISCRETION: Orders for advertising containing 
restrictions or specifying positions, facings, editorial 
adjacencies or other requirements may be accepted 
and Published but such restrictions or specifications 
are at Publisher’s sole discretion. 

E. LABELING OF ADVERTISEMENTS: Advertise-
ments that simulate or resemble, or otherwise might 
not be obviously distinct from, editorial content must 

be clearly identified and labeled “ADVERTISEMENT” or 
any other label as determined by Publisher at the top 
of the advertisement, and Publisher may, in its discre-
tion, so label such material and/or otherwise distin-
guish the style and/or presentation of such material.

F. INSERTS: An accurate copy of any furnished insert 
must be submitted to Publisher for review prior to 
the printing of the insert. Publisher’s review and/
or approval of such copy does not release or relin-
quish Advertiser/Agency from its responsibilities 
hereunder. Publisher is not responsible for errors or 
omissions in, or the production quality of, furnished 
inserts. Advertiser and/or Agency shall be respon-
sible for any additional charges incurred by Publisher 
arising out of Advertiser and/or Agency’s failure 
to deliver furnished inserts pursuant to Publisher’s 
specifications. In the event that Publisher is unable to 
Publish the furnished insert as a result of such failure 
to comply, Advertiser and/or Agency shall neverthe-
less remain liable for the space cost of such insert.

G. ERRORS IN OR OMISSIONS OF ADVERTISE-
MENTS: In the event of Publisher’s errors in or 
omissions of any advertisement(s), Publisher’s liabil-
ity shall be limited to a credit of the amount paid 
attributable to the space of the error/omission (in no 
event shall such credit exceed the total amount paid 
to Publisher for the advertisement), and Publisher 
shall have no liability unless the error/omission is 
brought to the Publisher’s attention no later than 60 
days after the advertisement is first Published. How-
ever, if a copy of the advertisement was provided 
or reviewed by Advertiser, Publisher shall have no 
liability. In no event will Publisher have any liability 
for errors or omissions caused by force majeure or 
errors in key numbers. In the event of a suspension 
of print publication due to computer, software, 
or network malfunction, congestion, repair, strike, 
accidents, fire, flood, storms, terrorist attacks, acts 
of war or any other cause or contingencies or force 
majeure beyond the reasonable control of Publisher, 
it is agreed that such suspension shall not invalidate 
any advertising agreement but a) will give Publisher 
the option to cancel any advertising agreement, or 
if Publisher does not do so, b) upon resumption of 
print publishing, the agreement shall be continued 
and Publisher will have no liability for any errors or 

RATES & PRODUCTS2017

Terms and conditions
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omissions or any damages or missed impressions 
caused by such suspension. IN NO EVENT WILL PUB-
LISHER HAVE ANY LIABILITY FOR ANY ADVERTISING 
CREATIVE OR PRINTING COSTS, ADMINISTRATIVE 
COSTS, AND/OR CONSEQUENTIAL, INDIRECT, INCI-
DENTAL, PUNITIVE, SPECIAL OR EXEMPLARY DAM-
AGES WHATSOEVER, INCLUDING WITHOUT LIMITA-
TION, DAMAGES FOR LOSS OF PROFITS, BUSINESS 
INTERRUPTION, LOSS OF INFORMATION AND THE 
LIKE.

H. TRADEMARKS: The titles and logos of the Busi-
ness Journals and other publications Published by 
American City Business Journals, as well as the 
Websites and Apps Published or used by American 
City Business Journals, are registered trademarks 
and/or trademarks protected under common laws. 
Neither the titles nor the logos may be used without 
the express written permission of American City 
Business Journals.

I. WARRANTIES; INDEMNIFICATION: Advertiser 
and its Agency, if there be one, each represent and 
warrant that: (i) Advertiser’s websites, mobile sites, 
applications, and/or similar services that are associ-
ated with advertising purchased under an IO shall 
contain all necessary consumer disclosures required 
by applicable federal, state and local laws, rules and 
regulations, including, but not limited to, a conspicu-
ous link to a clear, accurate and up-to-date Privacy 
Policy (and Advertiser shall not violate the terms of 
such disclosures) that: (a) discloses (1) the usage of 
third party technology; (2) the participation of third 
party service providers; and (3) the data collection 
and usage by such service providers and from such 
third party technology; and (b) complies with all 
applicable privacy laws, rules and regulations; (ii) it 
will not merge personally identifiable information 
with information previously collected as non-per-
sonally identifiable without robust notice of, and the 
end-user’s prior affirmation (i.e., “opt-in”) consent to, 
that merger; and (iii) any advertising or other mate-
rial (including, but not limited to, product samples) 

submitted by Advertiser or Agency and/or created 
by Publisher on behalf of Advertiser or Agency, and 
any material to which such advertisement or other 
material links or refers, complies with all applicable 
laws and regulations and does not violate the per-
sonal or proprietary rights of, and is not harmful 
to, any person, corporation or other entity. As part 
of the consideration to induce Publisher to Publish 
such advertisement, Advertiser and its Agency, if 
there be one, each agrees jointly and severally to 
defend, indemnify and hold harmless Publisher, its 
parent, subsidiaries and affiliates, and each of their 
officers, directors, members, employees, contrac-
tors, licensees, agents, representatives, successors 
and assigns against any and all liability, loss, damage, 
and expense of any nature including, but not limited 
to, attorneys’ fees (collectively, “Losses”) arising out 
of any actual or potential claims for libel, invasion 
of privacy, harm, copyright, patent, or trademark 
infringement, and/or any other actual or potential 
claims or suits that may arise out of (a) the copying, 
printing, publishing, displaying, performing, distrib-
uting or transmitting of such advertisement; (b) any 
violation of the CAN-SPAM Act or other laws relating 
to Advertiser’s advertisements, including, but not 
limited to, commercial messages e-mailed on Adver-
tiser’s behalf by Publisher; (c) the loss, theft, use, or 
misuse of any credit/debit card or other payment, 
financial, or personal information; (d) the products 
and/or services promoted, sold, presented and/or 
contained in Advertiser’s advertisements; and/or 
(e) a breach or alleged breach of its covenants, war-
ranties and obligations under these advertising rate 
card contract terms and conditions. If the Publisher 
participated in the creation of an advertisement, the 
Publisher will indemnify Advertiser in connection 
with potential claims only to the extent it has agreed 
to do so in writing.

J. RESPONSIBILITY FOR PAYMENT OF ADVERTIS-
ING BILLS: In the event an order is placed by an 
Agency on behalf of Advertiser, such Agency war-
rants and represents that it has full right and author-

ity to place such order on behalf of Advertiser and 
that all legal obligations arising out of the placement 
of the advertisement will be binding on both Adver-
tiser and Agency. Advertiser and its Agency, if there 
be one, each agrees to be jointly and severally liable 
for the payment of all bills and charges incurred for 
each advertisement placed on Advertiser’s behalf. 
Advertiser authorizes Publisher, at its election, to 
tender any bill to Agency, and such tender shall con-
stitute due notice to Advertiser of the bill and such 
manner of billing shall in no way impair or limit the 
joint and several liability of Advertiser and Agency. 
Any bill tendered by Publisher shall constitute an 
account stated unless written objection thereto is 
received by Publisher within ten (10) days from the 
rendering thereof. Payment by Advertiser to Agency 
shall not discharge Advertiser’s liability to Publisher. 
The rights of Publisher shall in no way be affected by 
any dispute or claim between Advertiser and Agency. 
Advertiser and Agency agree to reimburse Publisher 
for its costs and attorneys’ fees in collecting any 
unpaid advertising charges. Advertiser confirms that 
it has appointed Agency, if one is specified, to be its 
authorized representative with respect to all matters 
relating to advertising placed on Advertiser’s behalf 
with the understanding that Agency may be paid a 
commission.

K. NO ASSIGNMENT OF ADVERTISING: Advertiser 
and its Agency may not use any advertising space 
either directly or indirectly for any business, orga-
nization, enterprise, product, or service other than 
that for which the advertising space is provided by 
Publisher, nor may Advertiser or Agency authorize 
any others to use any advertising space.

L. REPUBLICATION OF ADVERTISEMENTS: Adver-
tiser and Agency agree that any submitted advertise-
ments Published in any Service hereunder, may, at 
Publisher’s option, be republished, re-performed, 
retransmitted or otherwise reused by Publisher or 
its agents in any form in whole or in part in all media 
now in existence or hereafter developed, whether or 
not combined with material of others. The copyright 
in any advertisement created by Publisher is owned 
by Publisher and may not be otherwise used by 
Advertiser or third parties without Publisher’s prior 
written consent.

M. ADVERTISING RATES: Publisher’s Business Jour-
nal rates contained in advertising orders that vary 
from the rates listed herein shall not be binding on 
Publisher and the advertisements ordered may be 
inserted and charged for at the actual schedule of 
rates. Publisher’s Business Journal rates and units of 
space are effective January 2016. Announcement of 
any changes in rates will be made thirty (30) days in 
advance of the closing date for the first issue affected 
by such new rates. Rates will be honored by Publisher 
until the current contract expires. Advertising rates 
are not contingent on Business Journal reaching any 
circulation or readership level that may be represent-
ed in Business Journal’s marketing materials. 

N. SPECIAL PUBLICATIONS: Certain special pub-
lications (e.g., The Book of Lists) produced and 
published by the Business Journals carry special 
rates and are non-cancellable once an agreement 
is signed.

O. TERMS OF SALE: Payment is due thirty (30) days 
from the date of invoice. All advertising produc-
tion fees (if any) shall be billed and are immediately 
due in full within the first month of the advertising 
campaign. Interest may, at Publisher’s discretion, 
be charged at a rate of 1.5% per month on past due 
balances. Publisher may at its option require cash in 
advance with order or change payment terms.

Q. DISCLAIMER: PUBLISHER DISCLAIMS ALL WAR-
RANTIES AND/OR GUARANTEES, EXPRESS OR 
IMPLIED, INCLUDING, BUT NOT LIMITED TO, WAR-
RANTIES FOR NONINFRINGEMENT, ACCURACY, 
AVAILABILITY, UPTIME, MERCHANTABILITY AND/
OR FITNESS FOR ANY PARTICULAR PURPOSE IN 
CONNECTION WITH THE DISPLAY, PERFORMANCE 
AND TRANSMISSION OF ADVERTISEMENTS ON PUB-
LISHER’S SERVICES. Without limiting the generality 
of the foregoing, Publisher disclaims all warranties 
and guarantees with respect to its Services, includ-
ing, without limitation, warranties and/or guarantees 
relating to: (a) the positioning or placement of adver-
tisements on the Services, (b) advertising results on 
the Services; and (c) the accuracy of audience data, 
including, but not limited to, audience demographic 
data, audience size/reach data, etc. with respect to 
the Services.
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R. ENTIRE AGREEMENT: The foregoing terms and 
conditions (and the Additional Terms set forth below) 
shall govern the relationship between Publisher and 
Advertiser and/or Agency. Publisher has not made 
any representations to Advertiser or Agency that are 
not contained herein. Unless expressly agreed to 
in writing and signed by an officer or senior execu-
tive of Publisher, no other terms or conditions in 
contracts, orders, copy, or otherwise will be binding 
on Publisher. Failure by Publisher to enforce any of 
these provisions shall not be considered a waiver of 
such provision.

III. ADDITIONAL TERMS AND CONDITIONS 
APPLICABLE TO DIGITAL ADVERTISING PLACED  
ON PUBLISHER’S WEBSITES AND APPS

The placement of digital advertising on any of Pub-
lisher’s Websites and Apps constitutes Advertiser’s 
(and, if applicable, Agency’s) agreement to the fol-
lowing terms: (These terms and conditions may 
be modified from time to time by Publisher; addi-
tional placement of digital advertising will constitute 
Advertiser’s (and, if applicable, Agency’s) agreement 
to any such modifications.)

A. SECTION II ADVERTISING TERMS AND CONDI-
TIONS: For the purpose of clarification, the terms 
and conditions set forth in Section II above also apply 
to all digital advertisements Published on Publisher’s 
Websites and Apps. 

B. INTERACTIVE ADVERTISING BUREAU STAN-
DARD TERMS AND CONDITIONS: Except to the 
extent modified below, the Interactive Advertising 
Bureau Standard Terms and Conditions for Internet 
Advertising for Media Buys One Year or Less, Version 
3.0 - Dec 2009 (found at http://www.iab.net/media/
file/IAB_4As-tsandcs-FINAL.pdf) (“IAB Terms”) shall 
also apply to all digital advertisements Published on 
Publisher’s Websites and Apps. To the extent the IAB 
Terms directly conflict with or are inconsistent with 
Sections III(A) or III(C) herein, Sections III(A) and 
III(C) shall govern with respect to digital advertising 

placed on Publisher’s Websites and Apps. The IAB 
Terms are hereby modified as follows:

(i)  Section II(d) of the IAB Terms is hereby modified 
by changing 24 hours to two (2) business days.

(ii)  Section IX(c) of the IAB Terms is hereby modi-
fied by deleting the following in the last sentence: 
“provided that if Media Company has reviewed 
and approved such Ads prior to their use on the 
Site, Media Company will not immediately remove 
such Ads before making commercially reasonable 
efforts to acquire mutually acceptable alternative 
Advertising Materials from Agency.”

C. ADDITIONAL DIGITAL ADVERTISING  
TERMS & CONDITIONS

1. IMPRESSION GUARANTEES: Publisher makes 
no guarantee or representation as to the quantity 
and/or quality of visits, impressions, circulation, or 
other usage of Publisher’s Websites or Apps or 
of the advertisement, or as to the use of any par-
ticular tracking or information-gathering devices, 
unless Publisher expressly agrees otherwise in writ-
ing. Advertiser and Agency acknowledge and agree 
that advertisements and ad impressions Published 
on Publisher’s Websites and/or Apps may be viewed 
by end users located in and/or outside the United 
States. 

2. ERRORS IN OR OMISSIONS OF ADVERTISE-
MENTS: In the event of Publisher’s errors in or omis-
sions of any advertisement(s) on its Websites or Apps 
(including, but not limited to, errors or omissions 
involved in converting Advertiser’s ads into an App), 
Publisher’s sole liability shall be limited to a credit 
of the amount paid attributable to the space of the 
error (in no event shall such credit exceed the total 
amount paid to Publisher for the advertisement), 
and Publisher shall have no liability unless the error/
omission is brought to the Publisher’s attention no 
later than 5 days after the advertisement is first Pub-
lished. However, if a copy of the advertisement was 

provided or reviewed by Advertiser, Publisher shall 
have no liability. IN NO EVENT WILL PUBLISHER HAVE 
ANY LIABILITY FOR ANY ADVERTISING CREATIVE OR 
PRINTING COSTS, ADMINISTRATIVE COSTS, AND/
OR CONSEQUENTIAL, INDIRECT, INCIDENTAL, PUNI-
TIVE, SPECIAL OR EXEMPLARY DAMAGES WHATSO-
EVER, INCLUDING WITHOUT LIMITATION, DAMAGES 
FOR LOSS OF PROFITS, BUSINESS INTERRUPTION, 
LOSS OF INFORMATION AND THE LIKE.

3. ADDITIONAL ADVERTISER WARRANTIES; 
INDEMNITIES: In addition to the warranties set forth 
in Section II above, Advertiser and its Agency, if there 
be one, each represent and warrant that: (i) none 
of the advertisements, ad tags (if any) or any other 
materials provided to Publisher for display on its 
Websites or Apps cause the download or delivery of 
any software application, executable code, any virus 
or malicious or social engineering (e.g., phishing) 
code or features; (ii) it will not conduct or undertake, 
or authorize any third party to conduct or undertake, 
any unlawful or improper actions in connection with 
the Websites or Apps, including, but not limited 
to, generating automated, fraudulent or otherwise 
invalid clicks or impressions on Publisher’s Websites 
or Apps, or collecting data contrary to applicable 
laws or regulations or Publisher’s Privacy Policy and/
or these terms and conditions or Publisher’s Third 
Party Data Collection Policy (referenced in Section 5 
below); and (iii) it will comply with all applicable self 
regulatory behavioral targeting principles, including, 
but not limited to, the Digital Advertising Alliance 
and Network Advertising Initiative self regulatory 
behavioral targeting principles. In addition to the 
indemnification obligations of Advertiser/Agency set 
forth in Section II above, Advertiser and its Agency, 
if there be one, each agrees jointly and severally to 
defend, indemnify and hold harmless Publisher its 
parent, subsidiaries and affiliates, and each of their 
officers, directors, members, employees, contrac-
tors, licensees, agents, representatives successors 
and assigns against any and all Losses (as defined in 
Section II above) that may arise from or relate to: (a) 
the linkage of any advertisement on Publisher’s Web-
site and/or Apps to other material; or (b) a breach or 
alleged breach of Advertiser’s warranties set forth in 
this Section 3.    

4. ADDITIONAL DISCLAIMER: In addition to the 
disclaimers set forth in Section II above, and with-
out limiting the generality of the foregoing, Pub-
lisher disclaims all warranties and guarantees with 
respect to its Websites and Apps, including, without 
limitation, warranties and/or guarantees relating 
to: (a) the availability, uptime and delivery of any 
impressions or advertisements on any of Publisher’s 
Websites or Apps; and (b) the quantity, quality or 
frequency of clicks or click-through rates of adver-
tisements on the Websites and Apps. Advertiser 
acknowledges that third parties other than Pub-
lisher may generate automated, fraudulent or oth-
erwise invalid/improper impressions, conversions, 
inquiries, clicks or other actions on Advertiser’s 
advertisements displayed on Publisher’s Websites 
or Apps. As between Advertiser and Publisher, 
Advertiser accepts the risk of any such improper 
actions. Advertiser’s exclusive remedy for such sus-
pected improper actions is for Advertiser to request 
a refund relating to its impacted advertisements in 
the form of advertising credits on the applicable 
Website or App within thirty (30) days from the end 
of the calendar month in which such advertisement 
is initially displayed on the applicable Website or 
App. Any advertising credit refunds in connection 
with the Advertiser’s aforementioned requests are 
within the sole discretion of Publisher. 

5. DATA COLLECTION: To the extent Advertis-
er and/or Agency collects or obtains data from 
any Publisher owned or operated Website or App, 
whether collected or received via an advertising 
unit, widget, pixel tag, cookie, clear gif, HTML, web 
beacon, script or other data collection process, 
including without limitation “clickstream” or “traf-
fic pattern” data, or data that otherwise relates to 
usage of the Website and/or App, user behavior, 
and/or analytics, Advertiser and/or Agency is sub-
ject to the then-current version of Publisher’s Third 
Party Data Collection Policy, which is incorporated 
herein by reference (a copy of which is available 
upon request).

6.  MAKEGOODS: All makegoods relating to digital 
advertising on Publisher’s Websites and Apps shall 
be determined by Publisher in accordance with Pub-
lisher’s makegood policy.

Terms and conditions continued




