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IFRA Multiblogs/Summaries – event coverage 
Media Information 2009

This year once again the editorial team will continue our 
successful real-time reporting on IFRA events via IFRA  
Multiblog. 

We also offer an additional service, IFRA Summaries. 
This is an e-mail summary of each event day that is sent 
to the relevant groups of interested persons listed in our 
address database. Our editorial team lends you eyes, 
ears and a voice and will inform the industry worldwide 
about everything that is worth knowing. 

You again have the opportunity to draw attention  
to your business by placing a banner ad on the IFRA 
Multiblog and having your ad appear on the IFRA  
Multiblog card (that will be distributed at the event). 
The card is folded. On the front page you will see a 
screenshot of the IFRA Multiblog and on the back we 
will publish advertising space. There is only space for 
one company. On the inside page we explain the IFRA 
Multiblog.

In IFRA Summaries you can place a prominent text ad. 
Depending on the event concerned, we send the IFRA 
Summaries to between 1,500 and 5,000 recipients. 

Listed on the following pages is an overview of all IFRA 
Multiblogs and IFRA Summaries planned for 2009, incl. 
deadlines and prices. Because the number of banners is 
limited to 8, we recommend early booking.

All IFRA Multiblogs and IFRA Summaries published to 
date can be accessed under www.iframagazine.com/
multiblogs for at least one year after the event. On re-
quest, we will be pleased to send you the latest IFRA 
Summaries by email.

For your information, displayed at the top right on every 
IFRA Multiblog is the number of hits on this page. We 
think that figures speak for themselves, as your banner 
ad is seen not only during the event but also long after it 
has ended. Book now before the competition does!

Special opportunities at IFRA Events
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Rates, formats
IFRA Multiblog card (ad)

Print-run depending on the event Ad price in Euro (IFRA Member/ Non Member)

      1 –    300  170 /    190

  301 –    600  260 /    290

  601 – 1,000  360 /    390

             1,001 – 5,000 or more  990 / 1,100

Advertising material:
Material deadline:	 at the latest one week before the event starts
Format:	 105 mm x 74 mm (page format) + 3 mm bleed on each side
	 high res. PDF file with a minimum of 300 dpi in CMYK
Position: 	 on the back page of the IFRA Multiblog card
Published:	 distribution before and during the event

IFRA Multiblog (banner)
Event URL for IFRA Multiblog Banner price in Euro

(IFRA Member/ Non Member)

“7th Mobile Media Day” 
21 April, Amsterdam, Netherlands

iframagazine.com/mobilemedia_09 390  / 450

“Publish Asia 2009” 
28 – 29 May, Bangkok, Thailand

iframagazine.com/publishasia_09 490 / 550

“Publishing Expo Russia” 
17 - 19 June, Moscow, Russia

iframagazine.com/expo_russia_09 490 / 550

“IFRA Expo India 2009” 
15 – 17 September, Hyderabad, India

iframagazine.com/ifraindia_09 490 / 550

“IFRA Expo 2009” 
12 – 15 October, Vienna, Austria

iframagazine.com/ifraexpo_09 590 / 650

“Beyond the Printed Word 2009” 
5 – 6 November, Barcelona, Spain

iframagazine.com/beyond_09 490 / 550

“The Future of News Publishing” 
26 - 27 November, Dublin, Ireland

iframagazine.com/business_09 390 / 450

“IFRA Middle East Conference” 
December, TBA

iframagazine.com/mideast_09 390 / 450

Advertising material:
Material deadline:	 at the latest one week before the event starts
Size: 	 max. 468 x 60 Pixel
Format: 	 JPEG or GIF, linked with URL named by you
	 Flash, with embedded URL
	 -> may be no longer than 8 seconds
Position: 	 bottom left on the IFRA Multiblog-Site, in 8-second alternation with max. 8 Banners, 
	 sequence determined by date of order received
Linked:	 with URL named / embedded by you 
Published:	 from beginning of event, until at least 1 year after event ends.

VAT to be added, where applicable.

Advertising rates are subject to change, to find the latest updates on the rates and other media information go 
to our website at www.iframagazine.com/mediainfo.

Ad, Banner

IFRA Multiblogs – real-time event coverage 
Media Information 2009
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IFRA Summaries (text ad)
Event URL for IFRA Summaries Price per Text ad in Euro 

(IFRA Member/ Non Member)

“News in Printing 2009” 
5 – 6 March, Paris, France

iframagazine.com/summaries/news-print_09 190 / 230

“Das Anzeigengeschäft im Umbruch” 
18 – 19 March, Berlin, Germany

iframagazine.com/summaries/anzeigen_09 190 / 230

“Zeitung Online 2009” 
12 – 13 May, Cologne, Germany

iframagazine.com/summaries/z-online_09 390  / 450

“IFRA Ibérica” 
6 - 7 May, Madrid, Spain

iframagazine.com/summaries/ifraiberica_09 190 / 230

“Managing Ink and Paper 2009” 
26 – 27 May, Hamburg, Germany

iframagazine.com/summaries/material_09 190 / 230

“IFRA South-East Europe Conference” 
18 – 19 June, Zagreb, Croatia

iframagazine.com/summaries/se_europe_09 190 / 230

“Beyond the Printed Word 2009” 
5 – 6 November, Barcelona, Spain

iframagazine.com/summaries/beyond_09 240 / 270

Advertising material:
Material deadline:	 at the latest one week before the event starts
Amount of text:	 3-line, English language text ad (max. 150 characters) + 1 line with your URL
Position: 	 in line with the text
Linked:	 with URL named by you
Published:	 sent out by email after each day of the event.

VAT to be added, where applicable.

Advertising rates are subject to change, to find the latest updates on the rates and other media information go 
to our website at www.iframagazine.com/mediainfo.

Rates, formats

Text advertisements

IFRA Summaries – e-mail event coverage per day 
Media Information 2009
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–> The sales team

Bettina Falk
Advertising and Circulation Manager
IFRA GmbH & Co. KG
Tel. +49.6151.733-783  
Fax +49.6151.733-802 
e-mail falk@ifra.com

 

–> The editorial team

Kerry J. Northrup
Director of Publications
IFRA
Tel. +1.803.7138536 
Fax +1.209.2545862
e-mail northrup@ifra.com

Dean Roper
Editor in Chief
IFRA
Tel. +49.6151.733-789 
Fax +49.6151.733-800 
e-mail roper@ifra.com

Valérie Arnould 
Deputy Editor in Chief / Business Editor 
IFRA
Tel. +33.546520745 
Fax +33.546072291 
e-mail arnould@ifra.com

Nicole Leiß
Advertising Executive
IFRA GmbH & Co. KG
Tel. +49.6151.733-785  
Fax +49.6151.733-802 
e-mail leiss@ifra.com

Charlotte Janischewski
Editor
IFRA GmbH & Co.KG 
Tel. +49.6151.733-793 
Fax +49.6151.733-800 
e-mail janischewski@ifra.com

Area: Prepress, press and mailroom

Mari Pascual 
Editor
IFRA GmbH & Co. KG 
Tel. +49.6151.733-799 
Fax +49.6151.733-800 
e-mail pascual@ifra.com

Area: Mobile, e-reading and media developments

Michael Spinner-Just
Editor
IFRA GmbH & Co. KG
Tel. +49.6151.733-792  
Fax +49.6151.733-802 
e-mail spinner-just@ifra.com

Area: Supplier services and media partnerships

Brian D. Veseling
Editor 
IFRA GmbH & Co. KG 
Tel. +49.6151.733-786 
Fax +49.6151.733-800 
e-mail veseling@ifra.com

Area: Editorial, advertising and general management

Your contact persons:

IFRA Magazine & more 
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–> Post address

IFRA, Washingtonplatz 1, D-64287 Darmstadt
IFRA GmbH & Co KG, Washingtonplatz 1, D-64287 Darmstadt 
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Company name:	 _________________________________________________________

Contact person:	 _________________________________________________________

E-mail address:	 _________________________________________________________

IFRA Magazine – paper and ePaper edition

Ad size (i.e. 1/1): ______________________________________ 	 No. of process colours: ______________________

No. of repeats in total per year: ________________________

Special pages/sections (i.e. cover pages, FuturePress section): __________________________________________

No. of repeats on special pages/sections: ________________

Language editions:	 (  ) English	 (  ) German	 (  ) French	 (  ) Spanish	 (  ) Russian

Inserts in specific month: ______________________________	 Weight of the insert: ________________________

Language editions:	 (  ) English	 (  ) German	 (  ) French	 (  ) Spanish	 (  ) Russian

IFRA Future Press book – paper and ePaper edition

Ad size (i.e. 1/1), 4c: ___________________________________

Special pages (i.e. cover pages, same Future Press section as in the IFRA Magazine): ______________________

IFRA Magazine website – exclusive banner placement on the Portal page

No. of months: _______________________________________

Month/Periode (i.e. May or July - December): _________________________________________________________

IFRA Multiblog – ad on the IFRA Multiblog card of a specific IFRA Multiblog

Names of the events: _______________________________________________________________________________

No. of events in total: _________________________________

IFRA Multiblog – banner placement on a specific IFRA Multiblog

Names of the events: _______________________________________________________________________________

No. of events in total: _________________________________

Offer request form - page 1

Offer request form

IFRA Magazine & more 
Media Information 2009
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IFRA Magazine & more
Media Information 2009

IFRA Summaries – Text ad on the e-mail event coverage per event day

Names of the events: _______________________________________________________________________________

No. of events in total: _________________________________

IFRA Executive News Service – sponsoring the ENS e-mail newsletter (Text ad)

No. of months: _______________________________________

Month/Periode (i.e. April or June - October): _________________________________________________________

IFRA Search – sponsoring the vertical search engine for the news publishing industry

No. of months: _______________________________________

Month/Periode (i.e. April or June - October): _________________________________________________________

IFRA Directories

IFRA Newspaper-Community.com (NC) – printed webguide + PDF-Download

Entries: 	 company entry:	 ____________________________________________

Ads:	 on the 2nd, 3rd or 4th cover page (1/1, 4c)	 ____________________________________________

	 inside doublepage (2/1, 4c)	 ____________________________________________

IFRA Suppliers Directory (SD) – printed industry reference guide

Entries: 	 super entry under one super category (=1/2 page horizontal)	 ____________________

	 sub entry under one sub category (=1/4 page vertical) 		  ____________________

	 + additional bullet (only in combination with a super entry)		  ____________________

	 + additional address entry				    ____________________

Ads:	 on the 2nd, 3rd or 4th cover page (1/1, 4c) 	 ____________________________________________

	 1/2 page horizontal, where possible (1/2, 4c)  __________________________________________

	 left page facing super category (1/1, 4c)	 ____________________________________________

IFRA Suppliers Directory Online (SDO) – online industry reference guide

Entries: 	 basic company entry	 ____________________________________________

	 + additional product entry per subcategory ___________________________________________

	 + additional address entry	 ____________________________________________

Banner:	 __________ month (per Banner and Main category)	 __________________
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§ 1 Scope
(1) The following IFRA GmbH & Co. KG (hereinafter referred to as 
IFRA) general terms and conditions apply exclusively to all advertis-
ing contracts with IFRA as well as for the formation of the con-
tracts. They apply exclusively in relation to businesses in the sense 
of § 310 paragraph 1 of the German Civil Code.
(2) General terms and conditions of the advertiser that contradict 
or deviate from the IFRA general terms and conditions will not be-
come part of the contract, unless IFRA expressly agrees in writing 
to their inclusion.

§ 2 Making of the contract
(1) The advertising contract is agreed when IFRA confirms the ad 
order in writing or by e-Mail or the ad is distributed, or printed 
respectively, in the publishing medium concerned.
(2) The deadlines stated in the order confirmation are binding and 
can be changed only with the agreement of the other contract  
partner. 

§ 3 Right of refusal
(1) IFRA reserves the right not to publish ad orders due to their con-
tent, origin or technical form. In assessing this, uniform, objectively 
justified principles shall be applied. This shall be the case especially 
if the ad content is contrary to legal or official prohibitions, contra 
bonos mores, or publication by IFRA is otherwise deemed unsuit-
able.
(2) IFRA is entitled to remove from the offering already published 
ads with content that is in violation of legal or official prohibition 
or contra bonos mores without prior notification of the advertiser. 
The advertiser will be informed immediately of such a measure. 
This does not entitle the advertiser to reimbursement.

§ 4 Content and rights to the ad/copyright
(1) The advertiser bears sole responsibility for the content – in par-
ticular the accuracy and legal admissibility of the text, graphic and 
image copy supplied for publication of the ad. IFRA is not obliged 
to examine the ad for possible infringement of the rights of a third 
party. The advertiser is obliged to ensure IFRA non-liability in case 
of claims against IFRA made by a third party arising in any way 
from the performance of the ad order.
(2) To the extent that registered trademarks are used in the ad 
publication, IFRA is granted the authorisation for their use upon 
receiving the ad order. The advertiser guarantees that the granting 
of the authorisation is justified.
(3) IFRA acquires the exclusive copyright and/or other rights of per-
formance for all ads it produces and publishes. Unless otherwise 
agreed in writing, payment by the advertiser, i.a. for production 
of the print layout or HTML layout by IFRA, does not cause an as-
signment of copyright and/or other protected performances to the 
advertiser or agency acting on his behalf. 
(4) All information (texts, images, etc.) published by IFRA is  subject 
to its copyright. Exempted from this rule is information published 
by IFRA where the production – including the HTML source text – 
was realised by the advertiser or an agency acting on his behalf. 
It is only in these cases that copyright is not in the hands of IFRA, 
but of the advertiser concerned, or the agent acting on his behalf 
respectively. 
(5) IFRA will clearly identify as such ads that are not recognisable as 
ads due to their editorial design.

§ 5 Begin of publication/duty to cooperate of the advertiser
(1) Begin of publication is at a time agreed in writing with the ad-
vertiser. If no such time has been agreed in this way, publication will 
be immediately after the advertising contract has been agreed.

(2) IFRA is not liable for delays in performance due to force ma-
jeure (e.g. strike, lockout, official instruction, telecommunication 
problems, etc.) and entitle IFRA to postpone the agreed perform-
ances for the duration of their prevention, plus a reasonable start-
up time. IFRA will inform the advertiser immediately about the de-
lays in performance due to force majeure.
(3) The advertiser is responsible for the complete supply of clean, 
suitable printing copy (including the required translation of texts 
into English, French, German, Russian and Spanish), in accordance 
with the specifications in the valid IFRA Media Datasheets. The 
deadline for receiving copy is listed in the planning calendar in-
cluded in the valid IFRA Datasheets. IFRA is not liable for delays 
caused by the content of the ad text supplied by the advertiser, due 
either to the content or for technical reasons.

§ 6 Payment, delayed payment
(1) Unless agreed otherwise in writing, the advertiser pays IFRA 
the price listed in the rate schedule of the currently valid Media 
Datasheets for publication of his ad. The valid rate schedule pub-
lished by IFRA in the Media Datasheets at the time the order is re-
ceived from the advertiser shall apply. The listed prices are ex VAT.
(2) IFRA issues the invoice immediately after publication of the ad 
and forwards it to the advertiser. Payment in full is due on receipt 
of the invoice. 
(3) The discounts listed in the rate schedule are granted only for 
the ads published on behalf of an advertiser within a calendar year 
(January-December). The advertiser is entitled to retroactively claim 
the corresponding discount for his actually placed orders within the 
one-year period. 

§ 7 Publication
(1) The advertiser affords payment for publication of the ad in the 
IFRA print media or Internet pages.
(2) IFRA undertakes as far as possible to accommodate wishes for 
publishing ads in preferred positions and editions. But this be-
comes binding for IFRA only if confirmed in writing by IFRA before 
publication.
(3) Proofs, as described in the Media Datasheets, are supplied only 
in exceptional cases, where time allows and it is agreed expressly in 
writing. If the advertiser fails to return a proof within the agreed 
time limit but that was supplied to him on time, the proof will be 
considered approved.

§ 8 Changing the ad text
(1) In the case of ads published for a stipulated period by IFRA in 
the Internet, IFRA is obliged, if called upon to do so, to introduce 
changes during the publication period, on condition that such 
changes are feasible from both the technical and content points of 
view. Exempted are all changes concerning the identity of the ad, 
so that in case of the change being implemented a new advertiser 
would become recognisable as the author and not the original ad-
vertiser.
(2) Changes that IFRA can carry out with minimum time and ef-
fort will not be charged. If that is not the case, IFRA will inform 
the advertiser accordingly and only carry out the desired change 
after calculating the corresponding costs and receiving confirma-
tion from the advertiser that he will bear any additional costs that 
result for IFRA.

General Terms and Conditions 
Media Information 2009
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§ 9 Guarantee
(1) IFRA guarantees to reproduce the ad in accordance with regular 
technical standards and in the best possible quality. 
(2) There is not considered to be an error in the display if, with ads 
published in the Internet, display problems are due to
-	 the use of unsuitable display, software and/or hardware (e.g. 

browser), 
-	 a fault in the communication networks of other operators, 
-	 a computer failure at an Internet access provider or at an online 

service or 
-	 incomplete and/or non-updated offerings on so-called proxy 

servers (temporary stores) of commercial and non-commercial 
providers or online services. 

(3) In case of faulty ad reproduction for which IFRA is liable, the 
advertiser is entitled to a faultless replacement ad, but only to the 
degree in which the purpose of the ad was impaired. If IFRA is not 
prepared or in a position for this, refuses to do so or delays taking 
appropriate action beyond appropriate time limits due to reasons  
for which IFRA bears responsibility, or if publication of a replace-
ment ad founders in any other way, the advertiser is entitled to 
optionally cancel the contract (annulment) or demand a reduction 
in the advertising price (abatement).

§ 10 Notice of defects
In mutual commercial transactions, the advertiser is obliged to 
check the published ad immediately after the first publication  and 
give notice of any defects without delay. The time limit for notifica-
tion of such defects for obvious defects begins with publication of 
the ad, for concealed defects with their discovery. If the advertiser 
fails to give notification of the defect, the publication of the ad is 
considered approved as free of defect.

§ 11 Exclusion and limitation of liability
(1) IFRA bears no liability, especially in relation to claims on the 
part of the advertiser for damages on whatever legal grounds, in 
particular in case of breaches of obligation from the obligatory re-
lation and from non-permitted actions. 
This does not apply in cases of mandatory liability by law, espe-
cially:
-	 for own violation of obligation, either deliberate or due to crass 

negligence, or violation of obligation due to crass negligence by 
legal representatives or assistants and in case of intention to de-
ceive;

-	 for the violation of integral contractual obligations (i.e. such 
contractual obligations that, due to the nature of the contrac-
tual relationship, the customer must necessarily be able to rely 
on their fulfilment) and in the case of justifiable impossibility of 
performance and major violation of obligation;

-	 if in the case of violation of such obligations in the meaning of 
§ 241 paragraph 2 German Civil Code our performance can no 
longer be expected to be tolerated by the customer;

-	 in the case of injury to life, body and health, also by legal repre-
sentatives or assistants;

-	 to the degree that IFRA has taken over the guarantee for the 
quality of its performance or the existence of a performance suc-
cess, or a procurement risk;

(2) In other cases, IFRA is liable for all claims for damages or reim-
bursement of expenditure filed against it under the existing con-
tractual relationship due to culpable violation of duties, no matter 
what the legal ground, not in case of minor negligence.
(3) In the case of the preceding liability under item 11.2 and a lia-
bility without fault, especially in initial impossibility and deficiency 
in title, we are liable only for typical and foreseeable damages.
(4) Liability for indirect damages and consequential damage due to 
faults, to the extent that IFRA has not violated a major contractual 
obligation (see item 11.1) or IFRA, its senior personnel or assistants 
is culpable of a premeditated or grossly negligent breach of duty.
(5) Liability, with the exception of premeditation and other legally 
binding, divergent maximum amount of liability, the total amount 
of liability is limited to the coverage of the business liability insur-
ance.
At the request of the advertiser, IFRA will at any time and free of 
charge provide a copy of the relevant insurance policy.
IFRA undertakes, in the event of a release from obligation to per-
form on the part of the insurer (e.g. due to breaches of obligation, 
annual maximisation, etc.), to support the customer with its own 
resources, excepting cases of premeditated action and injury to 
body, life or health and other legally binding, divergent liabilities 
and/or liability provisions, to a maximum sum of EUR 50,000,-. 
Any greater liability is excluded.
(6) The exclusions or limitations of liability under the preceding 
items 11.2 to 11.5 apply to the same degree for senior and non-
senior personnel as well as other assistants.

§ 12 Retaining originals – Archiving ads
(1) IFRA must return copy supplied by the advertiser for ad pro-
duction only if specifically called upon to do so in writing by the 
advertiser. The obligation to retain copy ends three months after 
the termination of the ad contract.
(2) IFRA is not obliged to retain the published ad after the end of 
the advertising contract.

§ 13 Miscellaneous
(1) If the advertiser is a legal person under public law or a special 
fund under public law or has no residence in the Federal Republic 
of Germany, Darmstadt is the exclusive court of arbitration for all 
disputes arising from the contractual relationship. However, IFRA is 
permitted also to proceed against the advertiser at his legal domi-
cile. The place of performance of the mutual obligations under the 
contract is Darmstadt.
(2) Any subsidiary agreements, changes and additions must be in 
written form in order to be effective; this applies especially also for 
the removal of this rule.
(3) For all legal relationships of the parties to the contract the law 
of the Federal Republic of Germany shall exclusively apply, to the 
exclusion of the UN Convention on Contracts for the International 
Sale of Goods (CISG).

As of July 2007


