




Where Will Your Ad Dollar Have the Biggest Impact?

Catch one principal’s interest—influence thousands of teachers and students. 

                 hether enhancing the facility or the instructional program, principals and assistant  
                principals have a great deal of discretion in determining the products and services from 
which the school can derive the greatest benefit. The following overview reveals NASSP members’ 
purchasing habits and power.

What do NASSP members 
purchase?*

Professional development. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  76.6%

Awards, certificates, recognition services. .  .  .  .  .  .  .  72.3%

Professional books. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  67.3%

Curriculum programs. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  66.5%

Textbooks . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  61.2%

Audiovisual equipment. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  57.4%

Furniture. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  56.9%

School safety programs and equipment. .  .  .  .  .  .  .  .  55.2%

Computers and other technology  
related items. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  53.9%

Yearbooks. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  51.4%

Reference books . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  50.6%

Character education programs. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  50.1%

Fundraising programs. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  50.1%

Software products. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  48.9%

Test preparation programs. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  48.4%

School photography. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  45.3%

Career and guidance programs. .  .  .  .  .  .  .  .  .  .  .  .  .  .  43.6%

Signage. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  43.3%

Physical plant/facilities equipment and  
supplies . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  42.8%

Vending machines . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  38.5%

Stationery products . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  37.8%

School reform programs. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  37.8%

Business machines. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  36.5%

Customized supplies and clothing . .  .  .  .  .  .  .  .  .  .  .  .  34.0%

Uniforms/caps and gowns. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  33.0%

What actions have NASSP members 
taken upon seeing ads?

Visited advertiser’s Web site. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .   46%

Discussed ad with others. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .   32%

Passed ad along to others. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .   21%

Filed ad for future reference. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .   31%

Purchased/ordered a product or service . .  .  .  .  .  .  .  .  . 17%

Principals’ annual budgets*

Less than $1 million. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 29%

$1 million–$1.9 million . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 13%

$2 million–$2.9 million . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 10%

$3 million–$3.9 million . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .   7%

$4 million–$4.9 million . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 5%

$5 million or more. . . . . . . . . . . . . . . . . . . . . . . . . . . 24%

 *Data based on 2008 survey conducted by LewisClarkeBoone
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January 2010 Equitable Education 
Every student deserves an education that is free of bias in policy, procedure, and 
classroom practice. How do you ensure equity in your school and how do you 
measure success?

Space: 
november 3, 2009

materials: 
november 6, 2009

February 2010 Civics and Service Learning 
The world needs leaders and citizens as well as workers. How do you make 
explicit the civic, service, and collaborative opportunities that are embedded in the 
academic curriculum?

Space: 
december 1, 2009

materials: 
december 8, 2009

March 2010 Convention Special Issue 
Enjoy a sampler of the sessions and an index of exhibitors. All accepted presenters 
are invited to submit manuscripts.
BONUS CIRCULATION! 
Association of Supervision and Curriculum Development Annual Conference  
and Exhibit, March 6-8, 2010, San Antonio, TX
Annual NASSP Convention and Exposition, March 12-14, 2010, Phoenix, AZ

Space: 
january 4, 2010

materials: 
january 14, 2010

April 2010 Professional Development Strategies 
Educators at all levels require regular professional development to keep them in-
formed and inspired. Share your strategies for creating a vibrant culture of learning 
in your school.

Space: 
february 2, 2010

materials: 
february 16, 2010

May 2010 Breaking Through the Barriers to Success (Special Edition) 
Learn how high-poverty and high-achieving secondary schools use the pillars 
of Breaking Ranks to ensure that students achieve. Read profiles of the MetLife 
NASSP Breakthrough Schools.

Space: 
march 2, 2010

materials: 
march 16, 2010

september 2010 Behavior and Discipline 
Wherever a group of adolescents gather with adults in charge, behavior and disci-
pline become a factor. Learn from theories of development, motivation, rewards, 
and the valuable experiences of others.

Space: 
july 1, 2010

materials: 
july 8, 2010

october 2010 Unique Student Populations 
Often, educating small populations of students requires seemingly disproportionate 
amounts of time and money. Learn more about resources and strategies for 
accommodations and inclusion for such student populations as special education, 
ELL, and physical disability. 

Space: 
august 3, 2010

materials: 
august 10, 2010

november 2010 The State of Literacy 
Being literate encompasses skills that foster advanced thinking, literary analysis, 
improved writing, and growth in many curricular areas. Once students master read-
ing, the fun is just starting.
BONUS CIRCULATION! 
National Middle School Association Annual Conference and Exhibit,  
November 4-6, 2010, Baltimore, MD

Space: 
september 1, 2010

materials: 
september 8, 2010

december 2010 College Readiness 
Schools, students, and parents have to begin planning for the postsecondary years 
in the middle grades so that students know what they need to be able to do to 
move on to college, training, or other pursuits.

Space: 
october 1, 2010

materials: 
october 8, 2010
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a Philosophy of learning Together

melissa Shindel, the assistant principal of Patuxent Valley middle School in 
Jessup, mD, and the 2009 NaSSP/Virco National assistant Principal of the year, 
shares her philosophy and experience. 

By Pat ti Kinney

Principal Leadership: You’ve said that your philosophy is “learning starts at home, 
 continues at school, and is most effective when we work together.” How do you put that 
into action as an assistant principal?
Melissa Shindel: Educating children is not something that teachers, staff members, 
or parents can do alone. I learned that early in my career as an educator. At that time, 
under No Child Left Behind, Maryland was starting the Maryland School Assessment 
(MSA), which was a major shift from our previous performance-based test. It was a 
brand-new assessment, so it meant that teachers had to change their instruction and 
students had to adapt their learning and parents had to relearn ways to support their 
children at home. 

The first thing I did was create something for the teachers called “MSA Mondays,” 
which was an embedded professional development program designed to empower 
teachers and to give them new tools to help with the shift in teaching and learning. 
Knowing that we needed the parents in our community to support us, I also planned 
Saturday workshops in collaboration with some of the English and math teachers at 
the school. Together we came up with simple strategies that parents could learn in 
a couple hours on a Saturday and implement at home using things they had in the 
house—such as newspapers, magazines, and rulers—to really support what was hap-
pening in the schools. The workshops became very popular and evolved into the MSA 
Parent Series—a series of workshops that included family math nights, Saturday math 
workshops, and Saturday reading workshops. 

My schools have also been involved as professional development schools with  
the University of Maryland and Towson University. As a result of a partnership with the 
University of Maryland, I was able to bring in a math professor who provided profes-
sional development for the teachers on Saturdays. She also became part of our parent 
series, giving [parents] different strategies to help support mathematics at home. Being 
a professional development school made it possible to provide funding to pay for the 
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Positions held by NASSP members

Number of schools in members’ districts

Type of institution

Communities in which members’ schools are located

Age of NASSP members

Enrollment of members’ schools
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Who Reads Principal Leadership?
circulation: 29,265

80% of NASSP members read half or more of each PL issue



Rates and Guidelines

Ad Rates

Four-Color Rates

Space 1x 3x 9x 18x

Full page   $6,450 $6,310 $5,885 $5,730

2/3 page   6,060   5,845   5,680   5,410

1/2 page horizontal   5,025   4,805   4,615   4,560

1/3 page   4,095   4,040   3,900   3,770

Black-and-White Rates

Space 1x 3x 9x 18x

Full page   $4,615 $4,510 $4,285 $3,935

2/3 page   4,245   3,990   3,880   3,605

1/2 page horizontal   3,225   3,140   2,950   2,760

1/3 page   2,320   2,240   2,100   1,965

For two-color (black and one process color), add $815 per page or fraction of page.

Cover Rates
Cover rates are fixed and include four-color process.

Cover 2 $7,895

Cover 3   7,760

Cover 4   8,000

Note: Special covers are NOT subject to cancellation.

Inserts available upon request. Contact your Fox Associates’ 
representative for pricing.

Ad Sizes
Space Width and Depth

Full page 7 1/4 x 9 3/4˝

2 ⁄ 3 page 4 1/8 x 9 1/8˝

1 ⁄ 2 page horizontal 7 1/16 x 4 1 ⁄ 2˝

1 ⁄3 square 4 1/8 x 4 1 ⁄ 8˝

1 ⁄3 vertical 2 9/16 x 9 1/8˝

Mechanical Requirements
Printed web offset 

Trim size 8 3⁄8 x 10 7⁄8˝

Bleed size 8 1⁄2 x 11˝

Safety 1⁄4˝ inside trim

Binding Saddle stitched

If your advertisement requires special placement (eg., right facing, front section), add 
10% to the appropriate advertising rate. There is no additional charge for bleeds.

Full page
7 1/4 x 9 3/4˝

1 ⁄2 page  
horizontal
7 1/16 x 4 1 ⁄2˝

1 ⁄3 square
4 1/8 x 4 1 ⁄8˝

2 ⁄3 page
4 1/8 x 9 1/8˝

1 ⁄3 vertical
2 9/16 x 9 1/8˝



Specifications

Digital Specifications

Materials
The magazine is produced using Adobe InDesign CS3 for 
Macintosh. All materials must be SWOP (Specifications for Web 
Offset Publications) compliant.

The following file formats are listed in order of preference:

n	 Adobe InDesign CS2 or CS3 with all PostScript fonts and 
image files used.

n	 Adobe Illustrator CS2 or CS3 with type converted to outlines, 
saved as .eps, and with files linked.

n	 Acrobat PDF/X-1a distilled from PostScript; DDAP PPD 
(PostScript Printer Description) must be used when creating 
PostScript files. PDF ads must be 300 dpi at the desired print 
size, process color with fonts and art embedded. Art should 
originate in Adobe InDesign, Adobe Photoshop or Adobe 
Illustrator. For information on what a PDF/X-1a is or how to 
create a PDF/X-1a go to www.adobe.com/products/acrobat/
pdfs/pdfx.pdf

n	 Adobe Photoshop saved as high-resolution 300 dpi .eps. 

Images
Images must be submitted as SWOP (CMYK or Grayscale) .tif or 
.eps in final high-resolution format, 300 dpi. We do not scan or 
place images for advertisers. All files must be linked appropriately 
to layout. No RGB or .jpg formats will be accepted. Do not nest 
.eps files into other .eps files. Do not embed ICC Profiles within 
files. Files should be right reading, portrait mode (no rotations), 
100% size.

Color
All layout and art files must be converted to CMYK mode as a 
process color equivalent. PMS inks are not used; files for two-
color ads must be converted to CMYK to match the desired color. 
If color mode is not submitted as CMYK and appropriate proofs 
do not accompany files (see How to Submit Files), publisher can-
not be held responsible for color reproduction.

Fonts
All type fonts used in ad layouts must accompany files, both 
screen and printer versions. PostScript Type 1 and Open 
Typeface fonts are acceptable. Submit printer and screen fonts 
as well as all fonts embedded in graphics. TrueType and Multiple 
Master fonts or font substitutions cannot be accepted.

File Submission

How To Submit Files
n Submit files on Macintosh-formatted CD-ROM or DVD directly 

to the address listed below for ad materials. Please label files 
with your identification, publication name, and cover date you 
are scheduled to run, and include a copy of the insertion order 
to further ensure correct placement. 

n Please collect files carefully. All fonts and image files used to 
create the ad must accompany files. Incomplete files will not be 
accepted. Every CD or DVD sent should be accompanied by a 
print directory of the contents.

n Digital files may be submitted to our FTP site at ftp.principals.
org. Please compress (Stuffit or Zip) the file folder before upload 
to ftp site.  
username: ftpuser2 
password: nasspweb123

n A laser proof or velox printed at 100% must be submitted with 
each black-and-white ad. A digital color proof, color laser proof, 
or four-color film proof printed at 100% must accompany each 
four-color ad submitted, including ones submitted by FTP. Ads 
submitted without color proofs will be accepted at the adver-
tiser’s risk and accurate color reproduction cannot be guaran-
teed. An additional charge may apply to generate proofs where 
none are supplied.

Changes/Corrections
NASSP will charge a fee for any resizing, mechanical and produc-
tion services, or corrections to existing ads.

Inserts
Completed inserts must be supplied, ready for binding, in sufficient 
quantity to match the press run for the scheduled issue. Call your 
ad sales representative for press run before printing your insert. 
A sample must be provided to Principal Leadership staff at least 
45 days before publication. NASSP has the right to require that 
“Advertisement” be printed on any insert resembling editorial or 
run-of-book material.

Direct ad materials to:
Principal Leadership Advertising n 1904 Association Drive, Reston, VA 20191-1537 n 703-860-7254 n 703-476-5432 (fax) n konikowp@principals.org

chicago
Fox Associates
116 West Kinzie Street 
Chicago, IL 60654-4655 
312-644-3888 • (fax) 312-644-8718
advertise@principals.org

detroit
Fox Associates
6765 Woodbank Drive
Bloomfield Hills, MI 48301  
248-626-0511 • (fax) 248-626-0512
advertise@principals.org

new york
Fox Associates
347 Fifth Avenue, Suite 1101  
New York, NY 10016-5010  
212-725-2106 • (fax) 212-779-1928
advertise@principals.org

atlanta
Fox Associates
3685 Bellegrove Ridge
Marietta, GA 30062-5171  
800-699-5475 • (fax) 888-853-9234 
advertise@principals.org

los angeles
Fox Associates
315 W. 9th Street, Suite 1009
Los Angeles, CA 90015
213-228-1250 • (fax) 213-627-7469  
advertise@principals.org

Direct sales inquiries and insertion orders to:



Web Banner Advertising

Principals.org Ads and Rates

Get maximum exposure! 
Access more than 50,000 school leaders through the Principals.org Web site banner advertising program. With more 
than 60,000 visitor sessions per month, Principals.org is used constantly for getting up-to-date news, finding and 
posting jobs, researching essential data, and more. Banner ads are a powerful reinforcement to any print campaign  
and offer maximum visibility to a targeted audience. Banner ads rotate across the entire Web site and are limited to  
no more than 8 running at one time.

Average Monthly Traffic on  
Principals.org

Visitor Sessions	 60,475

Page Views	 268,549

Session Length	 1:58

Banner Ad Rate
$1,600 per month

Banner Ad Specifications
Screen Size
234 pixels wide x 60 pixels high

File format
Interlaced, nontransparent, static .gif,  
animated .gif, or static .jpg

NOTE: For browsers that do not support animated 
GIFs, only the first or last frame will be displayed, 
depending on the browser.

File size
20K maximum (preferably, less than 10K)

ALT Text
A description of the ad (five words maximum) for  
users who have image-loading turned off or are using 
a browser that does not display images.

Submit files via e-mail to: konikowp@principals.org

Changes/Corrections
NASSP will charge a fee for resizing or any other  
production services to existing ads.

Your ad here



Material Specifications

Screen Size: 120 pixels wide x 300 pixels high

File format: Interlaced, nontransparent, static .gif, animated .gif, or static .jpg

NOTE: For browsers that do not support animated .gif, only the first or last frame will be displayed, depending on the browser

File size: 20K maximum (preferably, less than 10K)

ALT Text: A description of the ad (five words maximum) for users who have image-loading turned off or are using a browser that does not display 
images. Submit files via e-mail to: konikowp@principals.org

Changes/Corrections: NASSP will charge a fee for resizing or any other production services to existing ads

AP Insight. AP Insight provides thought-provoking professional discussions for assistant principals and aspiring  
school leaders

Circulation: 8,233 NASSP members and other subscribers who are assistant principals and aspiring school leaders

Schedule: Bimonthly, last Monday of the month, beginning in August

Open Rate: 20%    

Middle Level Leader. Each issue of Middle Level Leader treats in-depth a topic of interest to leaders in middle 
level schools

Circulation: 8,230 NASSP members in middle level schools (generally grades 6–8) and other interested 
subscribers

Schedule: Monthly, third Wednesday of the month (except June–August)

Open Rate: 23%    

E-Newsletter Sponsorship

AP Insight and Middle Level Leader

Display Ad
120 x 300

$950 per issue

Text Ad
40 words with logo or  
60 words without logo 

Includes link to  
advertiser’s site

$1,200 per issue

Additional  

10% discount  

for print  

advertisers



Direct ad materials to:

Principal Leadership Advertising n 1904 Association Drive, Reston, VA 20191-1537 n 703-860-7254 n 703-476-5432 (fax)  
n konikowp@principals.org

Direct sales inquiries and insertion orders to:

chicago
Fox Associates

116 West Kinzie Street 
Chicago, IL 60654-4655 

312-644-3888 • (fax) 312-644-8718
advertise@principals.org

new york
Fox Associates

347 Fifth Avenue, Suite 1101  
New York, NY 10016-5010  

212-725-2106 • (fax) 212-779-1928
advertise@principals.org

los angeles
Fox Associates

315 W. 9th Street, Suite 1009
Los Angeles, CA 90015

213-228-1250 • (fax) 213-627-7469  
advertise@principals.org

detroit
Fox Associates

6765 Woodbank Drive
Bloomfield Hills, MI 48301  

248-626-0511 • (fax) 248-626-0512
advertise@principals.org

atlanta
Fox Associates

3685 Bellegrove Ridge
Marietta, GA 30062-5171  

800-699-5475 • (fax) 888-853-9234 
advertise@principals.org




