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dietary supplements are not regulated by the FDA, advertisements for these
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The appearance of an advertisement in an AHA publication is neither an 
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product or service made by the advertiser. A disclaimer to this effect must run
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to an appearance of an advertisement for their product in an AHA publication
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Advertisers and advertising agencies must agree to protect and indemnify the
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names, patents, copyrights, or proprietary rights; violations of rights of privacy;
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behalf of and in consultation with AHA Scientific Journal Editors or their
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The following restrictions will always apply:
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bottom

Miscellaneous specifications __________________________________

trim size 81/8" x 107/8" (20.64 cm x 27.62 cm)

halftone screen 133
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REPRODUCTION REQUIREMENTS
We prefer and strongly recommend the submission of ads via High-Resolution
Digital Media as follows: Required format is: PDF/X1-a:
Adobe Acrobat 6.0 + up. Media Requirements CD-ROM. Electronic Transfer:
Internet, FTP. Please contact your Production Associate prior to submitting a file
via FTP or e-mail. • Laser proof must accompany all digital file submissions •
Ads must be complete and sized at 100% (Confirm final trim size of journal) •
Ad size needs to include necessary bleeds (minimum bleed allowance =1/8” each
side) • All fonts and graphics must be embedded; Type 1 fonts are recommended
• Ads must be saved as high resolution for print publication (Between 266 and
400 dpi for images containing pictures and text, 900-1200 dpi for black & white
text) • Four-color solids should not exceed SWOP density of 280%; maximum
density of 300% • Convert all RGB to CMYK • Color ads must be accompanied
by SWOP-certified proof (Kodak Approval, IRIS, etc.) • For additional digital
submission information, including distiller options for PDF files, please visit
our web site at: http://www.lww.com/resources/advertisers/guidelines.html.
If you need additional help or have a question not covered, refer to
http://www.ddap.org (Digital Distribution of Advertising for Publications)
for more information on digital ad file preparation and submission. 

Sending/Receiving Files Via FTP To/From __________________________
To ftp files directly to our production department: please name your file using
the Journal name, issue and advertiser name, in that order. Example:
CIR032506Pfizer or HYP0406Pfizer. Once you have sent the file, please send
Randy Ezell (Circulation: Cardiovascular Imaging) an email as notification the
file has been sent and what it’s named.

To access the site:
Host name: ftp://ftp3.lww.com
Login: baltadprod
Password: lwwbap06 Login and password are case sensitive

To retrieve files, access the site in the same manner. Make sure you secure the
correct name of the file prior to attempting to retrieve it.

Please contact Randy Ezell (Circulation: Cardiovascular Imaging)
with any questions.
Phone: 410-528-8533, E-mail: randy.ezell@wolterskluwer.com

Paper stock ____________________________________________________
covers 8 point coated
inside pages 40 pound coated
four-color process 40 pound coated

Film shipping instructions ______________________________________
Please send all materials to:
Randy Ezell, Production Associate
Lippincott Williams & Wilkins
Circulation: Cardiovascular Imaging
351 West Camden Street
Baltimore, MD 21201-2436
Phone: 410-528-8533
Fax: 443-451-8138
E-mail: randy.ezell@wolterskluwer.com

Insert acceptance ______________________________________________
A paper and insert sample must be submitted to the publisher for approval. The
AHA follows the AMP Insert Guidelines. Short-cut inserts are not accepted.
Demographic and/or geographic splits are limited to three per issue. All inserts
must be furnished printed, folded and untrimmed. Multiple-leaf inserts must be
furnished folded with a closed head. All inserts subject to a $250.00 production
fee (non-commissionable).

Disposition of inserts __________________________________________
Inserts are destroyed 48 hours after mail date of issue for which they are
marked unless instructed otherwise.

Insert trimming ________________________________________________
minimum size 8 7/16" x 111/8" (21.43 cm x 28.25 cm)
head, foot, face 3/16" (0.48 cm)
gutter 1/8" (0.32 cm)
publication jogs to head
safety keep live matter at least 1/2" (1.27 cm) from trim

Insert paper stock ______________________________________________
minimum maximum

single leaf 60 pound 100 pound
gatefold 60 pound 100 pound

Insert quantities (includes spoilage) ______________________________
15,000

Insert shipping instructions ______________________________________
Please send all inserts to:

Name of Journal (issue date)
CJS/Lancaster
Attention: Kelli Parmer
3575 Hempland Road
Lancaster, PA 17604-3657
Phone: 1-800-724-4400, ext. 6819, E-mail: parmerk@cadmus.com
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