
additional provisions: Same prices for all pages regardless of coloration. No bleed charge. 
No cash discount. Subject to change. See Real Simple Magazine 2010 Terms and Conditions.
See Time Inc. 2010 Issue-by-Issue Tally (IBIT) Pricing System.
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2010 advertising terms and conditions

terms and conditions
real simple®

The following are certain general terms and conditions governing advertising published in the U.S. edition of Real Simple Magazine (the “Magazine”) published by  
Time Inc. (the “Publisher”). 

1. Rates are based on average total audited circulation, effective with the issue dated January 2010.  Announcement of any change in rates and/or circulation rate base 
will be made in advance of the Magazine’s advertising sales close date of the first issue to which such rates and/or circulation rate base will be applicable. The Magazine 
Rate Card specifies the publication schedule of the Magazine, and its respective on-sale dates.

2. The Magazine is a member of the Audit Bureau of Circulations (ABC). Total audited circulation is reported on an issue-by-issue basis in publisher’s statements audited 
by the ABC. Total audited circulation for the Magazine is comprised of paid plus verified.

3. Advertisers may not cancel orders for, or make changes in, advertising after the closing dates of the Magazine.

4. The Publisher is not responsible for errors or omissions in any advertising materials provided by the advertiser or its agency (including errors in key numbers) or for 
changes made after closing dates.

5. The Publisher may reject or cancel any advertising for any reason at any time. Advertisements simulating the Magazine’s editorial material in appearance or style or 
that are not immediately identifiable as advertisements are not acceptable.

6. All advertisements, including without limitation those for which Publisher has provided creative services, are accepted and published in the Magazine upon the 
representation by the agency and advertiser that they are authorized to publish the entire contents and subject matter thereof in all applicable editions of the Magazine 
and that such publication will not violate any law or infringe upon any right of any party. In consideration of the publication of advertisements, the advertiser and agency 
will, jointly and severally, indemnify, defend and hold the Publisher harmless from and against any and all losses and expenses (including, without limitation, attorney’s 
fees) (collectively, “Losses”) arising out of the publication of such advertisements in all applicable editions of the Magazine, including, without limitation, those arising 
from third party claims or suits for defamation, copyright or trademark infringement, misappropriation, violation of the Lanham Act or rights of privacy or publicity, 
or from any and all claims now known or hereafter devised or created (collectively “Claims”).  In the event the Publisher has agreed to provide contest or sweepstakes 
management services, email design or distribution or other promotional services in connection with an advertising commitment by advertiser, all such services are 
performed upon the warranty of the agency and advertiser that they will, jointly and severally, indemnify and hold the Publisher harmless from and against any and 
all Losses arising out of the publication, use or distribution of any materials, products (including, without limitation, prizes) or services provided by or on behalf of the 
agency or advertiser, their agents and employees, including, without limitation, those arising from any Claims.

7. In consideration of the Publisher’s reviewing for acceptance, or acceptance of, any advertising for publication in the Magazine, the agency and advertiser agree not to 
make promotional or merchandising reference to the Magazine in any way without the prior written permission of the Publisher in each instance.

8. No conditions, printed or otherwise, appearing on contracts, orders or copy instructions which conflict with, vary, or add to these Terms and Conditions or the 
provisions of the Magazine’s Rate Card will be binding on the Publisher and to the extent that the Terms and Conditions contained herein are inconsistent with any  
such conditions, these Terms and Conditions shall govern and supersede any such conditions. 

9. The Publisher has the right to insert the advertising anywhere in the Magazine at its discretion, and any condition on contracts, orders or copy instructions involving 
the placement of advertising within an issue of the Magazine (such as page location, competitive separation or placement facing editorial copy) will be treated as a 
positioning request only and cannot be guaranteed. The Publisher’s inability or failure to comply with any such condition shall not relieve the agency or advertiser of the 
obligation to pay for the advertising.

10. The Publisher shall not be subject to any liability whatsoever for any failure to publish or circulate all or any part of any issue(s) of the Magazine because of strikes, 
work stoppages, accidents, fires, acts of God or any other circumstances not within the control of the Publisher.

11. Agency commission (or equivalent): up to 15% (where applicable to recognized agents) of gross advertising charges after earned advertiser discounts.

12. Invoices are rendered on or about the on-sale date of the Magazine. Payments are due within 20 days from the billing date. The Publisher reserves the right to change 
the payment terms to cash with order at any time. The advertiser and agency are jointly and severally liable for payment of all invoices for advertising published in the 
Magazine.

13. Any and all negotiated advertiser discounts are only applicable to and available during the period in which they are earned. Rebates resulting from any and all earned 
advertiser discount adjustments must be used within six months after the end of the period in which they were earned. Unused rebates will expire six months after the 
end of the period in which they were earned.

14. Special advertising production premiums do not earn any discounts or agency commissions.

15. The Magazine is subject to Time Inc.’s standard 2010 issue-by-issue tally (IBIT) pricing system. 



2010 issue-by-issue tally (IBIT)

1. Magazine circulation delivery of the U.S. and North American editions of magazines published by Time Inc. and its affiliates (collectively, referred to herein as the 
“Publisher”) is measured on an issue-by-issue tally (IBIT) pricing system for full-run circulation advertising only.  The IBIT pricing system is administered by comparing,  
for each issue of a magazine in which an advertiser books space and remits a cash payment for such advertisement, the issue’s total audited circulation as reported in 
the magazine’s publisher’s statement (issued by the Audit Bureau of Circulations (ABC) or BPA Worldwide (BPA) for the first or second half of the 2010 calendar year)  
and the published total circulation rate base as set forth in the applicable magazine’s rate card.

2. In order to permit advertisers to apply earned IBIT credit in a timely manner, ABC Publisher’s Statements and BPA Circulation Statements are used to calculate IBIT 
credit.  The calculation may only be made following the issuance of the Publisher’s Statements or Circulation Statements for second half of the 2010 calendar year  
( July – December) and will be based on final billed earned advertising rates.

3. Total audited circulation for magazines audited by the ABC is comprised of paid plus verified (plus analyzed non-paid for those magazines who count analyzed non-
paid in their rate base). Total audited circulation for magazines audited by BPA is comprised of qualified paid plus qualified non-paid.

4. IBIT credits will be calculated on an individual insertion basis and will only be credited to an advertiser if the total audited circulation of the issue booked by the 
advertiser is lower by more than two percent (2%) than its published circulation rate base.

5. If the total audited circulation of the issue booked by an advertiser is lower by more than two percent (2%) than its published circulation rate base, the advertiser’s IBIT 
credit will be calculated by multiplying the net cost after agency commissions (excluding production premiums) (“Net Cost”) of the advertiser’s insertion in that issue by 
the difference between two percent and the actual percentage by which the total audited circulation is less than its published circulation rate base.  By way of example, 
if the “Net Cost” of the advertiser’s insertion is $100,000 and the total audited circulation of an issue is three percent lower than its published circulation rate base, the 
IBIT credit would be calculated as follows: $100,000 x (3% - 2%) = $1,000.

6. IBIT credit must be used against future insertions, must be applied at the magazine at which it was earned and must be used within 12 months after the issuance 
of the Publisher’s Statements or Circulation Statements for the second half ( July – December) ABC/BPA reporting period and calculation of the 2010 IBIT credit..  An 
advertiser may apply IBIT credit to any brand, product or division within the same advertiser parent company.  

7. IBIT credit will be issued net of agency commissions and must be applied to invoices net of agency commissions. No agency commissions will be paid by the magazine 
on IBIT credit.

8. IBIT credit may be applied to production charges.

9. The magazine will not refund IBIT credit as cash.

10. Only full-run circulation advertising in regular issues as reported in Paragraph 3 of the Publisher’s Statements issued by ABC and Paragraph 2 of the Circulation 
Statements issued by BPA are eligible for IBIT credit.  The following are not eligible for IBIT credit:  (a) special issues published in addition to the normal frequency of a 
magazine (including those listed in Paragraphs 3 and 2 of the ABC Publisher’s Statements and BPA Circulation Statements, respectively) and (b) any issues specifically 
excluded from being eligible for IBIT per the applicable magazine’s rate card.

11. No barter (whether cash paid or trade), standby or remnant advertising is eligible for IBIT credit.

12. IBIT credit will only be issued against eligible insertions that have been paid in full at the final earned and billed (pre-IBIT) rate.

pricing system



2010 issue-by-issue tally (IBIT)

This document is intended to provide an overview of Time Inc.’s policy and methodology of booking IBIT credits. For consistency across all Time Inc. titles and to ensure 
that proper accounting treatment is followed, all IBIT credits earned by an advertiser will be booked in the billing system and interface with the general ledger in the 
manner described below. Please keep in mind that Time Inc. has a different IBIT calculation for 2007 and prior than it does for 2008 forward.

Methodology

The booking practice and process is driven by the fact that bookings must accurately reflect a reduction in revenue as a result of rate-base circulation shortfalls.  
Adjusting the revenue on those prior insertions which (individually or on average) did not meet rate-base, will generate the IBIT Credit. Assuming the prior insertion(s) 
has already been paid in full, this credit can then be applied to a current/future insertion (as directed by the advertiser) as a payment. This will ensure that the full 
advertising space value is recognized on the current/future insertion.

Process

When asked by an advertiser for an IBIT credit or IBIT analysis for a Tier 1 Corporate client, direct your client to contact their Corporate Sales contact. Please inform the 
appropriate Corporate Sales Director of the client’s request. Corporate will handle the IBIT analysis and communication on behalf of all of the magazines.  For all other 
advertisers, please contact either Linda DeCarlo at ext. 3609 or Cindy Mihaley ext. 4102 to generate an IBIT liability report. If the advertiser is a Tier 2 Corporate client, 
please alert the appropriate Corporate Sales Director as an FYI but, unless otherwise directed, handle on an individual magazine basis as you would any other advertiser.  
Do not rely on advertiser or agency provided information. For 2008 and beyond, the IBIT liability report will provide the accurate calculation of earned IBIT credits.  For 
2007 and prior, additional manual calculations must be performed (per the policy stated requirements) to determine the eligibility for IBIT credits. Per our IBIT policy for 
all years, Publisher Statements (Pink Sheets) are used for IBIT calculation.

Once an IBIT liability as been determined by the Time Inc. report, review/confirm it with the client. Always conduct the discussion/communication on a net after agency 
commission currency basis.

Ad Records will handle the booking of IBIT discount(s) and coordinate with the A/R Maintenance group to apply the IBIT credits to another insertion, assuming the 
ad(s) which generated the IBIT credit has already been paid in full. When an advertiser claims an IBIT credit and wishes to apply it, inform Rich Raffaele at ext. 9710 and 
provide him with all of the pertinent information (insertion(s) on which the credit was earned, insertion on which to apply the credit). This process should not be initiated 
until the publication(s) and the advertiser are in agreement as to the IBIT credit earned and the advertiser has already identified where they wish to apply the credit and 
are prepared to do so. 

The net value of the IBIT credit will be grossed up and applied as a discount on the insertion(s) at which the credit was earned. If the IBIT was earned on an average of 
multiple insertions (2007 and prior) then the IBIT discount will be applied on all of the applicable insertions evenly distributing the IBIT liability amount across only those 
insertions with an actual circulation shortfall. The discount code used will be IBDC which is ranked last and will be applied after all other discounts on the insertion(s).  
This will create an A/R credit and generate a credit invoice which can be forwarded to the advertiser for their records. The A/R credit (credit invoice) can then be applied 
to any future insertion with an open balance on which the advertiser chooses to apply the IBIT credit. This does reflect a slight change from our 2009 and prior stated 
IBIT policy (future insertions not yet ordered or booked), but is officially reflected in our 2010 policy document. There is no change to the default position of not 
refunding IBIT credit as cash, unless an advertiser has no outstanding receivables with the publication at which the IBIT credit was earned and only with the expressed 
approval by Nancy Ryan.  Additionally, if an advertiser does not have any future booked or planned business at the magazine where the IBIT credit was earned, it would 
be preferable to have them apply the IBIT credit to a receivable at another publication rather than refund the credit as cash.

When an IBIT credit is used, at the direction of the advertiser or its agency, it will be reflected as an “A/R Entry Reason” with the code of IBIT.  This is a cash application 
and will not impact the advertising space value of the insertion on which the IBIT credit is being applied. Application of the “A/R Entry Reason” code IBIT will be 
handled through normal A/R maintenance and will not generate an accounting entry, thus having no G/L impact. Applications of IBIT credit will be reflected on invoices 
as an offset to the media cost and labeled “Pay/Adjustment”. To the extent that there are other payments/adjustments to the same invoice, all will be lumped together 
and reflected as a total “Pay/Adjustment”.

Accounting

All publications will be required to reserve for any/all estimated/anticipated IBIT liability to balance sheet account 214001 on all applicable recognized revenue on an on-
going basis. IBIT liability should not be taken as a P&L expense at the time when an advertiser applies their earned IBIT credit(s).

The discount code IBDC applied to the insertion(s) with the circulation shortfall generating the IBIT liability will be mapped to the same balance sheet account 214001.   

*Any deviation from the Time Inc. IBIT policy must be presented to and approved by Nancy Ryan.*  
*If you have any questions, please call Karim Bayard at (212)522-1486 or Rich Raffaele at (212)522-9710.*

booking methodology, process and accounting


