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At least four lawsuits contesting MDOs have been filed in the 2nd, 4th, 5th, 6th and 11th Circuit Courts of Appeals against the FDA. Turning Point Brands (TPB) filed a peti-tion for review with the United States Court of Appeals for the  6th Circuit. The petition forced the FDA to provide an administrative record for its decisions on PMTAs. TPB sells various flavored e-liquids marketed under the Solace, VaporFi and Vapor Shark brands. In a surprise move as this magazine was going to press, the FDA rescinded Turning Point Brands’ MDO. The FDA admitted it made an error in TPB’s PMTA review and TPB did in fact submit studies that the agency decided during the PMTA process were needed after saying for years the studies were not required. The FDA had not yet responded to the remaining cases as of press time.“Upon further review of the administrative record, FDA found relevant information that was not adequately assessed,” the FDA letter to TPB states. “Specifically, your applica-tions did contain randomized controlled trials comparing tobacco-flavored ENDS to flavored ENDS as well as several cross-sectional surveys evaluating patterns of use, likelihood 

of use, and perceptions in current smokers, current ENDS users, former tobacco users, and never users, which require further review.”
TPB was asking the court to review the FDA order “on the grounds that it is arbitrary and capricious, an abuse of discre-tion, contrary to the Federal Food, Drug and Cosmetic Act, as amended by the Family Smoking Prevention and Tobacco Control Act of 2009, and otherwise not in accordance with law.” The company requests the court “vacate or modify” the FDA order and asks that TPB be allowed to “continue to market the products subject to the challenged order.” Bidi Vapor filed a similar suit in the U.S. Court of Appeals for the 11th Circuit, BMF (Bad Modder Fogger) filed in the  4th Circuit and Magellan Technology, parent to DemandVape, has filed in the 2nd Circuit and Triton Distribution and at least one other company have filed in the 5th Circuit (those lawsuits are still active).

In addition to its arbitrary claim, Magellan also claims in its court petition that the “FDA’s issuance of an MDO in the absence of a finalized rule” setting forth the required contents of a PMTA is unlawful. “FDA’s adoption of a comparative 

The U.S. Food and Drug Administration devastates small businesses with a plethora of marketing denial orders.
B Y T I M O T H Y S .  D O N A H U E

At press time, the U.S. Food and Drug Administration had yet to approve an electronic nicotine-delivery system (ENDS) product for sale in the U.S. But it had killed much of the U.S. market for such products. As of Sept. 23, the agency  had issued 323 marketing denial orders (MDOs) accounting for more than  1,167,000 flavored vaping products. In addition, the FDA previously refused to accept (RTA) or refused to file (RTF) a significant share of the nearly 7 million applications it received from more than 500 companies.

AUTHORIZATION 
DENIED

efficacy standard for the granting of a marketing order for  nontobacco-[flavored] and nonmenthol-flavored ENDS products versus tobacco-flavored ENDS products is, in reality, a disguised tobacco product standard that has been adopted and is being applied by FDA through adjudication rather than adopted through notice-and-comment rulemaking,” states Magellan’s petition.According to Mitch Zeller, the director of the FDA’s Center for Tobacco Products (CTP), many of the accepted applications ultimately received an RTF letter because they did not include required information. “For example, compa-nies received RTF letters for not including required content such as ingredient listings, labels for each product to be marketed or adequate environmental assessments,” he wrote.In a joint news release with Zeller and acting FDA Commissioner Janet Woodcock, the FDA explained that the applications from many MDO recipients “lacked sufficient evidence that they have a benefit to adult smokers sufficient to overcome the public health threat posed by the levels of youth use” of ENDS products.The PMTAs submitted by TPB and subsequently denied market access and then brought back under review by the FDA included an in-depth toxicological review, a clinical study and studies on patterns and likelihood of use, according to a motion to stay filed by TPB on Sept. 30. “In light of the unusual circumstances,” the FDA’s Matt Holman, director of the Office of Science at the CTP, stated in the letter. “FDA has no intention of initiating an enforcement action” against TPB’s products that had previously received an MDO.Many of the current lawsuits against the FDA accuse the FDA of many of the same issues TPB’s withdrawn suit claimed. For example, TPB’s stay said the agency had moved the goalposts for data needed to receive a marketing order based on what the agency “learned” from the “review [of] PMTAs for flavored ENDS so far,” accord-ing to the stay. TPB noted that the “North Star of administrative law” is that agencies cannot induce regulated parties to rely on “agency representations about regu-latory requirements” then penalize them using the previously unan-nounced criteria after the fact. “But that is precisely what FDA did here,” the stay motion states. “[The] FDA reasoned that TPB failed to conduct ‘a randomized controlled trial and/or longitudinal cohort study’ or other 
studies performed 
‘over time’ to show 
that TPB’s specific 

flavored products help adult users stop smoking more than tobacco-flavored products do. Yet FDA previously deemed these studies unnecessary.”
Tony Abboud, executive director of the Vapor Technology Association, suspects the FDA made an internal policy deci-sion to change the PMTA standard to make it impossible after the fact for a company to comply and get a flavored ENDS application approved. “I think that that decision is being implemented application by application, which I don’t believe is fair under the law,” said Abboud. “I think that the refocusing on open system flavored e-liquids is a direct result of the public and political pressure that was placed upon the FDA by Congress, which expressly said they were trying to interfere with the regulatory process.”

WHAT’S IN A NAME?Critics say the FDA has made several “sloppy” mistakes in reviewing PMTAs and issuing MDOs. Numerous com-panies say the agency was inconsistent in banning flavors based solely on the flavor’s name. Bidi Vapor’s parent, Kaival Brands, said that the agency banned its “Arctic” flavor, mis-identifying it as a “not-menthol” flavor. TPB also says in its stay motion that the FDA is forcing TPB to pull nonflavored products from the market; however, the FDA’s order applies to “Authentic Tobacco” and “Bold Tobacco” yet not “Classic Tobacco” (which the FDA is still considering).“Those are the same flavors with the same formulations; they just use different names across product lines. The same goes for ‘Ripe Tobacco’ (forbidden) and ‘Smooth Tobacco’ (reprieve) and for ‘Mint’ (banned) and ‘Mighty Menthol’ (allowed for now),” the stay explains. “It is anyone’s guess why some of these products must exit the market immediately yet others might pass muster if FDA actually reviews TPB’s studies.”Since January 2021, the agency has issued at least 170 warning letters to firms that collectively have listed more than 17 million ENDS products with the FDA and that did not submit premarket tobacco product applications (PMTAs) for the products by Sept. 9, 2020. Applications for products manufactured by major companies, such as Vuse, Juul, Logic and blu, are still under review. During this time, the agency also granted substantial equiva-lence (SE) status (marketing approval) to over 350 combustible products from the cigar, pipe and hookah tobacco product categories.
Amanda Wheeler, presi-dent of the American Vapor Manufacturers Association (AVM) and the owner of 
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EXCLUSIVE ACCESS TO KEY INFLUENCERS 
THROUGHOUT THE NICOTINE INDUSTRY

In 2014, Vapor Voice joined the revolution. Vapor Voice has accompanied the 
vapor industry at every step of its remarkable journey, providing context and 
insights to help stakeholders navigate the challenges on their path. 

From the opposing views of the U.S. Food and Drug Administration and 
Public Health England to overturned bans in the Philippines and United 
Arab Emirates, we provide the information thousands of manufacturers, 
distributors, wholesalers and retailers (including thousands of brick-and-
mortar vape shops) around the world need to responsibly design, manufacture, 
distribute and market electronic nicotine-delivery systems (ENDS) globally.

Vapor Voice is mailed directly, six issues a year, to vapor industry retailers, 
vape shop managers, executives, distributors, manufacturers, wholesalers and 
business owners.

International cannabis attorney Rod Kight discusses minor cannabinoids and the  growing cannabis market. B Y T I M O T H Y S .  D O N A H U E

The questions kept coming. When Vapor Voice published an article on Delta-8 THC and other minor THC products in its last issue (see “High Expectations,” Vapor Voice,  Issue 3, 2021), it seems readers had more questions concerning newly marketed cannabinoids than the story answered. To gain more insight into the state of the current overall global cannabis market, we went to one of the best resources in the business. 

RESPONSIBLEACTIONS

In the cannabis industry, there may be no attorney more renowned than Rod Kight. While his firm is based in Asheville, North Carolina, USA, Kight currently spends much of his time in Mexico. His experiences with marijuana started when he used it during chemotherapy treatments in 2011. It had such a positive impact on his recovery that he decided he was going to focus on cannabis law. He wanted others to have the access that offered him such a  profound experience. 
“It’s kind of funny because I was practicing in North Carolina, which is a prohibition state. I got licensed in Oregon and kind of dove head-in to the laws regarding can-nabis. It was right around the time that the 2014 Farm Bill came out that legalized, at the federal level, cannabis for the first time in almost a century,” Kight said. “We started getting calls about CBD. And like any good lawyer, I thought I would do some research and see what the laws and regulations were concerning CBD.” 

He did not find much. He said he found nothing on CBD derived from hemp. 

The only federal restrictions on cannabinoids were centered on the source of the product. If the cannabinoids are derived from marijuana, then they are illegal controlled substances because marijuana is defined as the plant and all its parts. The legal definition is so broad that technically speaking, chlorophyll from a marijuana plant is a controlled substance.Anything derived from a hemp plant, however, is legal, provided it has less than 0.3 percent Delta-9 THC. “All of the hemp plant’s parts are legal. So, if you get CBD or another cannabinoid from hemp, then it is not a controlled substance. I carved that out and began writing about it,” Kight explained. “We started to get more and more calls, more and more clients … things just went from there. That’s now called the Source Rule, and that was the first thing that kind of put me and the law firm on the map.”When Congress wrote the 2014 Farm Bill, lawmak-ers specifically stated that hemp is a cannabis plant with no more than 0.3 percent Delta-9 THC. Kight says the law could have easily been written as 0.3 percent of “any” THC. There are 30 known THC isomers. “They singled out that one cannabinoid and had to have some reason for doing so. We don’t know what reason that is. It could be good, bad or otherwise. But it took a special effort to say ‘Delta-9’ and call that out versus just ‘THC,’” says Kight. “The result is that all forms of THC with the exception of  Delta-9—no more than 0.3 percent—have been removed from the controlled substances list.” 
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“It’s kInd of funny because I was practIcIng In north carolIna, whIch Is a prohIbItIon state.  I got lIcensed In oregon and kInd of dove head-In to the laws regardIng cannabIs. It was rIght around the tIme that the 2014 farm bIll came out that legalIzed, at the federal level, cannabIs for the fIrst tIme In almost a century.”

Rod Kight
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This year’s Global Tobacco and Nicotine Forum (GTNF) focused on  innovation and sustainability in the ENDS industry.
B Y V A P O R V O I C E  S T A F F

The Global Tobacco and Nicotine Forum (GTNF) has been one of the most insightful conferences over the past decade, especially in its embracing of electronic nicotine-delivery systems (ENDS) and their potential for harm reduction. During this year’s event, held in London from Sept. 21–23, speakers were challenged to focus their insights on this year’s theme: Continuing Change: Innovation & Sustainability. Below, we have provided session overviews of the many keynote speeches and panel discussions that centered on ENDS products. Next year’s GTNF will be held in Seoul, South Korea, from Sept. 20–22.

ALWAYS 
EVOLVING When the U.S. Food and Drug Administration began issu-ing marketing denial orders (MDOs) for vapor products, the industry was understandably shocked. Many companies that had submitted timely premarket tobacco product applications by Sept. 9, 2020, had expected to first receive a deficiency letter and not immediately an order to remove their products from the market. Some MDO recipients complained the agency had “moved the goalposts” by suddenly requiring studies that it had previously said were not required.At least four companies have filed lawsuits over their MDOs. All are accusing the agency of making “arbitrary” decisions and not reviewing the submitted data according to the statutes. The FDA admitted to making errors in one of the lawsuits (Turning Point Brands) and rescinded the company’s MDO and will allow TPB’s products back on the market until its PMTA review is complete. The other cases are still pending.In a “fireside chat” between Joe Murillo, chief regulatory officer for Juul Labs, and Todd Cecil, deputy director of the Office of Science for the FDA’s Center for Tobacco Products, during the recent GTNF in London, Cecil acknowledged the missing data that caused the flurry of MDOs is not required by the statutes that regulate tobacco products.When asked what the “level of expectation” the FDA had in deciding whether to issue a deficiency letter or an MDO after a premarket tobacco product application (PMTA) was moved into scientific review, Cecil said that the agency followed “a randomized approach” to choose the applications the FDA would work on.“The randomized approach identified a number of manufactur-ers’ products that went into this scientific review, and we … evalu-ated them from top to bottom,” he said. Cecil noted the agency began to see in some applications that “tended to have problems or missing materials that we needed in terms of benefits [of flavors]; that we learned we have to have that benefit piece … that evalua-tion that we spent several months working on taught us what we had to look for to be able to [conduct] a full scientific review.”Cecil said that the agency just figured “if we know going right in that there are pieces missing, why will they go through a defi-ciency process and with a very short turnaround expecting to get back a full study that wasn’t completed previously?” So, instead of issuing a deficiency letter as required by statute, the FDA just handed out MDOs because the agency knew that it would take a company a significant amount of time and expense to conduct the new required longitudinal and cohort studies. Cecil was then asked why the agency filed the applications in the first place.“We had to make a determinant how can we streamline this evaluation and determine those products that have at least the bare minimum for us to do a real and complete evaluation,” Cecil said. “This evaluation is not a standard. It is not a de facto standard or anything else. This is information that we need to see, but it’s not a requirement. An RTF [refuse to file] are those 

things that are required by the statute. And these studies are not necessarily required by the statute.”The FDA has also been facing an unprecedented amount of scrutiny on its handling of the regulation of electronic  nicotine-delivery system (ENDS) products and the PMTA process. Numerous health groups, anti-nicotine groups, states attorneys general and even members of Congress have criticized the FDA and demanded action. When asked if the FDA’s actions were influenced by these groups, Cecil said the agency focuses on science.“We’re science-based,” he said. “We need [to] look at what is presented to us in the application and in the laboratory. That is what we’re most focused on. If there is new data out there and that new data is brought to our attention through one of these [groups], then that’s fine. We would be happy to get those up and understand the bigger picture, all of the data … We need to evaluate those … scientifically or make a determination based upon that science.”
Only 100,000–200,000 products remain under FDA review. Of the 6.7 million submitted PMTAs, all others have received either a refuse-to-accept, an RTF or an MDO response. Cecil denied the agency was making a “categorical policy decision as opposed to an application-by-application decision” about flavored products. “We are stating that we understand that there is a significant youth initia-tion risk that comes from flavored ENDS products,” he said. “We are, in fact, reviewing all of those, and what we have found as we’ve done our reviews is that none of the literature is sufficient to dem-onstrate that there is not a youth initiation risk for individual flavors. “We see that tobacco has a lower initiation risk. We see that menthol has some issues with it, and we are going to be evaluat-ing that as we go forward. However, all of the data points to the flavored products as having significant youth initiation concerns. So what we’re looking for is an adequate indication that there’s a benefit on the other side of the equation. This is not a decision that we aren’t going to accept flavored products. Absolutely opposite. We need to ensure that there is concrete and robust data that dem-onstrates that there is an existing user benefit for those products.”Cecil declined to say when more MDOs would be issued or when the agency would rule on major products, such as Juul, NJOY, blu and Vuse. “We continue to work diligently” is all he would say. “There are a number of products that are well along. But no, I can’t tell you how many are those ones, but there are some that we’re hoping to move forward in the short term.” The FDA’s recent action against flavored e-liquids does not mean that the FDA will never approve a flavored e-liquid, according to Cecil. He said that the rejected applications just lacked the required information that those products met the agency’s “appropriate for the protection of public health” stan-dard. “You are welcome to reapply once you have addressed the issues that we provided to you,” he said. “And we will reevaluate that at a future date.” V

GTNF FIRESIDE CHAT WITH TODD CECIL, FDAThe U.S. FDA insists its banning of all flavored e-liquids other  than tobacco is not a de facto ban on the products.
B Y V A P O R V O I C E  S T A F F

The nicotine tax has been removed and reintroduced to Biden’s Build Back Better (BBB) legislation at least three times. The proposed vapor tax provision is now part of the lat-est version of the administration’s social spending and climate bill. According to Ulrik Boesen, a senior policy analyst with the Center for State Tax Policy at the Tax Foundation, taxes on tobacco and nicotine products tend to serve at least two pur-poses: to improve public health and raise revenue. He claims that a nicotine tax could do that if it is properly designed.

“A good design means internalizing externalities related to consumption of a product,” Boesen stated. “With tobacco and nicotine product consumption, these externalities are the health risks connected to frequent use and [the] quantity consumed. Nicotine is the addictive substance in the products but not the harmful ingredient. In other words, the proposal does not target the harmful behavior directly.”Taxing based on nicotine content would favor low-nicotine liquids and could encourage increased consumption in the 

Experts say Congress’ latest attempt to tax nicotine is complicated, confusing and harmful to public health.
B Y T I M O T H Y S .  D O N A H U ETo help pay for an infrastructure bill, the U.S. Congress has again introduced an excise tax on next-generation nicotine products, such as e-cigarettes and snus. The excise tax would apply to nicotine vapor products using both natural and synthetic nicotine as well as nicotine pouches. Experts say the provision would go against U.S. President Biden’s campaign promise to not increase taxes on those making less than $400,000, negatively impact tobacco harm reduction efforts, increase sales of combustible tobacco products and boost an already growing black market.

Taxable Confusion

C
redit  Leo Lintang
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After the FDA began issuing marketing denial orders (MDOs) to companies (see “Authorization Denied,”  page 36) whose premarket tobacco product applications (PMTAs) failed to satisfy the agency’s concern about youth use, many rejected applicants hinted that they would start using synthetic nicotine—nicotine made in a lab and not derived from tobacco—in their flavored e-liquids.Vapor Salon, for example, announced on Facebook that it would be switching to synthetic nicotine less than 24 hours after the FDA ordered the company to remove its products from the market.
“The main purpose of this is to be outside of the FDA’s regulations with their hefty PMTA requirement, which takes full effect on Sept. 9, 2021, with needing an approved PMTA 

or your product can no longer be sold,” the company wrote. In July 2020, Puff Bar announced that it would cease all online sales and distribution in the U.S. until further notice after receiving a warning letter from the FDA. However, the brand resumed sales on its website in February of this year with an altered product. To get around the ban on its prod-ucts, Puff Bar began using tobacco-free nicotine. As of this writing, Puff Bar continues to hawk its products both on its website and in convenience stores around the U.S.Meanwhile, the popular online vaping retail website ElementVape.com has at least 11 brands offering several synthetic nicotine e-liquids in different flavors, includ-ing fruits, cereals and candies. Pioneer e-liquid manu-facturer Five Pawns reformulated its vape juice using 

In the wake of marketing denial orders, many U.S. e-liquid manufacturers are turning to synthetic nicotine.

B Y T I M O T H Y S .  D O N A H U EIn 2015, Mitch Zeller, the director of the U.S. Food and Drug Administration’s Center for Tobacco Products (CTP), was asked what the FDA’s position was on synthetic nicotine. “I’ll let you figure that one out for yourselves,” he said, hinting that the agency would regulate it as a drug. Today, vaping products, especially disposable devices, using tobacco-free nicotine (TFN) are one of the fastest-growing segments on the market.

INTO 
THE VOID

synthetic nicotine even before the Sept. 9, 2020, PMTA  submission deadline.
“Synthetic nicotine products still must abide by nation-wide age restrictions, but the Center for Tobacco Products lacks the ability to regulate them as ‘tobacco products,’” said Greg Conley, president of the American Vaping Association. “Unless and until the FDA authorizes a sufficient number of flavored products to keep current ex-smokers off of cigarettes, we will support efforts by small businesses to keep offering their products to adult customers.”Tony Abboud, executive director of the Vapor Technology Association, said that synthetic nicotine has been available and on the market since as early as 2014, and while the FDA and U.S. Congress could have elected to regulate synthetic nicotine at any time, they have chosen not to confront  the issue. 

“If it wasn’t for the innovation of the vapor industry, cigarette companies would not today be saying, ‘We want to get rid of combustibles.’ Synthetic nicotine is simply the next level of innovation, and it’s not surprising the government is behind it. The [U.S.] government is always behind companies in any industry that is technological and that innovates,” explains Abboud. “There’s no surprise here. There’s no loop-hole here. There’s no evasion here. The marketplace is what the marketplace is. It’s up to the government to figure out if and how it wants to catch up.”Anti-tobacco groups, by contrast, vowed to halt the spread of synthetic nicotine. In a recent letter to the FDA,  

the Campaign for Tobacco-Free Kids (CTFK), the American Academy of Pediatrics and the American Lung Association, among other organizations, argued that e-cigarette manufac-turers are using “a loophole” to avoid government regulations.“As FDA denies marketing applications for e-cigarettes, manufacturers are exploring using synthetic nicotine in order to continue marketing their products while avoiding FDA regulation,” the letter states. “This development makes it even more imperative that FDA take immediate action against illegal synthetic nicotine products.”Matthew Myers, president of CTFK, said synthetic nico-tine is not a safer product, and his organization has sent at least three letters since 2018 to the FDA concerning synthetic nicotine products, none of which has received a response from the regulatory agency. “It is totally designed to circumvent government regulation,” he said. “The companies that have used nicotine derived from tobacco to [now] nicotine made in a laboratory are the companies whose products have been denied because of their appeal to youth and their lack of evidence that they actually help smokers quit.”Conley said that there is a reason the CTFK’s and other letters have gone unanswered through two different presiden-tial administrations. “Tobacco-free nicotine was invented to eliminate trace levels of impurities that are present in tradi-tional nicotine sources, not to evade regulation. Rather than expanding the futile war on drugs to nicotine, we believe all nicotine products should be regulated as consumer products and sold only to adult consumers 21 years and over.”
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Commited investment in 
print, online and digitally

Featured, in-depth 
content

Breaking news on 
Vapor Voice’s website

Global Tobacco & Vapor 
Industry Guide 
www.IndustryGuide.org 
(separate publication)

vaporvoice.net

Published bimonthly 
(six issues)

The Basics
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Your print ad in Vapor Voice reaches key 
influencers in the nicotine industry.

Vapor Voice print magazine 2021 average issue circulation

Vaporvoice.net: getting your message across to a growing audience
Site Traffic Metrics: 2020-2021

2021 Visitors: 45,122
2021 Sessions: 62,069

2021 Page Views: 183,433
*Google Analytics Nov. 2020 - Oct 2021

A Vapor Voice print ad also provides your message placement on a dynamic and 
growing website. Multiply your message with a single ad purchase.

6,074

vaporvoice.net yearly visitors
*Google Analytics

45,138

Your online ad in the digital edition and on 
vaporvoice.net reaches additional key  

influencers in the nicotine industry.

Print plus Online
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Virtual | 2020
Global virtual conference, networking and 
engagement spaces spanning five continents 
and three time zones with on-demand replay

The GTNF’s mission is to foster a  
deepening conversation about tobacco, 
nicotine and public health that improves  
all stakeholders’ work.

Vapor Voice is a proud member 
of the GTNF Trust and supports 
the GTNF with editorial content 
and engagement opportunities 
for conference sponsors and 
attendees—online, in-person  
and in print.  
Details are available at gtnf.org.

www.gtnf.org
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Global Tobacco & 
Vapor Industry Guide
2022

tobaccoreporter.com

vaporvoice.net

IndustryGuide.org

IndustryGuide.org

2,800 listings across leaf, 
manufacturers, suppliers, 
service providers and  
many more

One-stop shopping tool 
for anyone purchasing 
tobacco and nicotine 
products

Single point of contact 
accommodating your 
products, services and 
divisions—direct customers to 
the right place the first time

Organized by company, 
name, product, service  
or geography
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2022 RATES
 Ad Size Rate
 Full-page ad $3,700
 Half-page ad $2,400
 Inside front cover $4,500
 Inside back cover $4,500
 Back cover $5,000
 Opposite editorial 15%

2022 
IMPORTANT DATES

 Ad Sales Closing Date Materials Due

 Issue 1, 2022 1/31/22 2/2/22

 Issue 2, 2022 4/4/22 4/6/22

 Issue 3, 2022 6/6/22 6/8/22

 Issue 4, 2022 8/1/22 8/3/22

 Issue 5, 2022 10/5/22 10/7/22

 Issue 6, 2022 12/5/22 12/7/22

We support small business in retail, 
wholesale, supply and distribution. Please 
contact us for pricing and package rates.
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 Size (inches) 8.50 x 11.125

 Size (metric) 216 x 283

 Single Ad USD4,000

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

 Size (inches) 8.25 x 10.875

 Size (metric) 210 x 276

 Single Ad USD3,700

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

Full-Page Bleed

Your
ad

here

Full-Page

Your
ad

here

 Size (inches) 7 x 5

 Size (metric) 179 x 127

 Single Ad USD2,950

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

 Size (inches) 4.5 x 7.5

 Size (metric) 114 x 191

 Single Ad USD2,950

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

Half-Page Horizontal

Your
ad

here

Half-Page Island

Your
ad

here

 Size (inches) 3.25 x 9.75

 Size (metric) 83 x 248

 Single Ad USD2,950

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

Half-Page Vertical

Your
ad

here

Print Ad Specs:
PDF, Photoshop (.tif, .jpg, .psd) or  
Illustrator (.ai, .eps) files

Please submit ad materials to  
Mike Macdonald
(mike@vaporvoice.net)

Two-Page Bleed Spread
 Size (inches) 16.75 x 11.125

 Size (metric) 426 x 283

 Single Ad USD7,700

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

Your
ad

here

Your
ad

here

PRINT AD SIZES 
AND RATES
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ONLINE AD SIZES 
AND RATES

970 x 90 pixels

Web Ad Sizes and Rates

970 x 250 pixels

Super leaderboard

Web Ad Specs
Photoshop (.jpg, .png, .gif, .psd) or PDF files

Please submit ad materials to Mike Macdonald
(mike@vaporvoice.net).

Billboard

Other online options are available, including section sponsorship, embedded video 
and article adjacent placement.
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SUBMISSION 
GUIDELINES

Cancellations—No cancellations accepted after published ad sales’ closing 
date. Short rates apply for canceled contracts. 

Commissions—15 percent of gross billing is allowed for recognized 
agencies for all Vapor Voice publications. No commission charges are 
allowed on any incurred production charges or advertisements that require 
production work or for any incurred late fees. 

Invoices and payments—Invoices are submitted electronically, unless 
otherwise indicated, with accompanying PDF files to verify publication and 
are issued the month of publication. All invoices must be paid in full in U.S. 
dollars within 30 days of receipt. 

Payment methods—Payments originating outside the U.S. should be made 
in U.S. dollars through wire transfer. INCLUDE INVOICE NUMBER WITH 
PAYMENT. Wire transfer to Fulton Bank with instructions found on your 
invoice. Domestic payments can be made on checks drawn on a U.S. bank 
made payable to: GTNF Trust, 1121 Situs Court, Suite 370, Raleigh, NC 
27606 | USA Tel: +1 (919) 872 5040 

Special positions—Ordered cover positions are NONCANCELABLE. Add 
position fee to total earned gross rate. Special positions include right of first 
refusal for the same position in the same issue(s) the following year. 

Printing specifications—Printing method: Web offset; Program: Adobe 
InDesign Creative Cloud; Trim size: 8 1/4 in. x 10 7/8 in. (210 mm x 277 mm); 
Safety: 1/4 in. (6 mm); Binding method: perfect; Colors: CMYK  
(RGB color will be converted to CMYK), 4-color process, matched, 4A/MPA 

Ad materials—Ad materials must be received in electronic format. Preferred 
file: PDF (high resolution, actual size); PDF files can be compressed and 
emailed to Mike Macdonald: mike@vaporvoice.net.

Material submission—When submitting ad materials, contact Mike 
Macdonald at mike@vaporvoice.net for material submission information.
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Elise Rasmussen
GTNF Trust Executive 
Director and  
Vapor Voice Publisher

elise@vaporvoice.net

+447775645048 (mobile)

Kathryn Kyle Marketing Director
kathryn@vaporvoice.net

+1 (404) 790 4296

Taco Tunistra GTNF Trust and 
Vapor Voice Editor-in-Chief

taco@vaporvoice.net

+1 (919) 875 9964

Timothy S. Donahue Vapor Voice  
Executive Editor

timothy@vaporvoice.net

+1 (352) 262 8642

vaporvoice.net @vaporvoicemag

LET’S START A 
CONVERSATION

1121 Situs Court, Suite 370, Raleigh, NC 27606 USA
+19198725040

Mike Macdonald Ciculation and 
Production Director

mike@vaporvoice.net

+1 (919) 417 8382


