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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. Additionally, your print advertisement is visible not only in 
the Vapor Voice digital issue but it is also placed adjacent to editorial content 
on vaporvoice.net.

Timothy Goodman, a manager at the Lincoln Vapor 

location, said that break-in was just the latest in a string of 

six incidents in approximately the last two years, according to 

news reports. Goodman, who has worked at Lincoln Vapor 

for nearly four years, said it’s his understanding that every 

break-in can be linked back to the same group.

The burglars stole $2,000–$3,000 worth of merchandise in 

May 2021 and have lifted around $16,000 in products from 

the business through the last year and a half, according to 

Goodman. Most products were hardware and cannabis prod-

ucts, such as CBD and Delta-8 THC. “It’s frustrating beyond 

belief,” he said. “I wake up most nights in the middle of the 

night and check the cameras to make sure nobody got in.”

The rise in vape shop crimes may be an unintended con-

sequence of recent regulatory actions, such as tax increases, 

flavor bans and raising the age to purchase vaping and 

tobacco products to 21, according to many industry experts. 

Richard Marianos, a senior law enforcement consultant who 

has served more than 27 years at the U.S. Bureau of Alcohol, 

Tobacco, Firearms and Explosives and who is now a con-

sultant and adjunct lecturer at Georgetown University, says 

crime is often an unintended and overlooked consequence of 

regulatory constraints on the marketplace that encourage the 

growth of black markets.
Marianos said that taxes and flavor bans bring prohi-

bition, and prohibition brings crime. “These regulatory 

actions mean a dramatic increase in street sales to kids, and 

that is what we have seen all over the United States,” said 

Marianos. “If you have any form of tobacco harm reduction 

in your state, just throw that completely out the window 

[if you are going to implement flavor bans and raise taxes 

exorbitantly] because it forces young adults and people who 

The number of crimes committed against specialty retail 

outlets has grown dramatically over the past few years.

B Y T I M O T H Y S .  D O N A H U E

Every year, hundreds if not thousands of cannabis dispensaries, vape shops and tobacco 

outlets are robbed or burglarized in the U.S. On July 10, in Lincoln, Nebraska, 

between 2 a.m. and 5 a.m., the police department responded to alarms at two vape 

shops where officers found shattered storefront glass at both locations. The thieves targeted 

CBD (cannabidiol) and Delta-8 THC (tetrahydrocannabinol) products. The pair of break-

ins happened two days after another similar burglary, totaling three in as many days. The 

businesses lost tens of thousands of dollars in merchandise.

UNINTENDED 
CONSEQUENCES

can’t afford these products into a growing black market. In 

terms of law enforcement, the issue is that there has been 

150 percent increase in smash-and-grabs because of the dif-

ficulty of purchasing these products.” 

Sam Salaymeh, president and CEO of AMV Holdings, 

parent to a chain of 113 Kure CBD & Vape shops across 

the U.S., said that his stores have seen a major increase in 

crime over the past two years. During Covid-19 lockdowns in 

2020 through early 2021, AMV stores had over 20 burglaries 

combined. “There is a myriad of stories that come with these 

break-ins, but the main theme is criminals are trying to get to 

high-value items that are small in size—and that would be the 

CBD/cannabis products … etc.,” explains Salaymeh. “This is 

happening more and more across the country.”

During a one-hour period on Dec. 20, five separate retail 

locations—three vape shops and two tobacco/vape outlets—

suffered a string of robberies by three men wearing masks 

that crossed the Southeast region of Los Angeles County. 

A shop owner said the criminals pretended to be customers 

when one pulled a gun and demanded money while two oth-

ers snatched merchandise from the store’s shelves, according 

to news reports.
“We now have organized crews that go out and hit mul-

tiple stores like convenience stores, gas stations, vape shops 

in a single night or a weekend … they don’t go for cash 

registers; they want the tobacco products because they can 

sell it on the street cheaper than what it’s being sold for with 

these high taxes and these prohibitions,” says Marianos. 

“They’re making a fortune in the black market the same 

way the dope dealers are selling cocaine and heroin because 

the taxes on vaping and tobacco products are going through 

the roof.”

CRIMES OF CONVENIENCE

In 2020, there were 102,677 robbery incidents and  

102,677 offenses reported in the U.S. by 9,991 law  

enforcement agencies that submitted National Incident-Based 

Reporting System data. Nearly 25 percent of those incidents 

were committed at convenience stores (13,721), gas stations 

(7,006) and specialty stores, where vape shops are lumped in 

(5,372), combined. If criminals are looking for quick cash, 

then robbing convenience stores or small specialty retail shops 

is one of the best ways to do it, according to the FBI.

John Cavanaugh, owner of California-based Vaping 

Industries, says that thieves have broken into his stores 

numerous times. Typically, thieves try to take what’s 

immediately available. “They broke in after hours … broke 

the glass, popped open the register, grabbed the cash, broke 

into my office, got the petty cash and then rolled out,” he 

said. “I think we are starting to see more robberies than 

burglaries lately, and I think that it’s an easier target to 

hit a vape shop or a smoke shop with guns because the 

layout is small, there’s only typically one or two employees Ph
ot
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During a panel presentation on synthetic nicotine at 
the Next Generation Nicotine Delivery USA 2022 (NGN) 
conference in Miami, Florida, in June, Todd Cecil, the act-
ing co-director of the FDA’s Center for Tobacco Products’ 
Office of Science, commenting from the audience, said that 
he could not confirm enforcement discretion for synthetic 
products. He said “everything” on the market after July 13 is 
illegal. However, he insisted that the agency would evaluate 
synthetic products based on the science.

“I can say that without doubt … the Office of Science will 
evaluate synthetic nicotine as you would any product, and 
[it] isn’t looked at with bias either for or against. It is up to 
the application to demonstrate that their product is APPH 
[appropriate for the protection of public health],” said Cecil. 
“And, like the rest of the FDA, no end verdict is evaluated in 
the absence of the dosage form in which it is administered. 

“So, you may well find a lot of synthetic nicotine products 
coming off of the marketplace because they didn’t hit the 
requirements of submission, didn’t hit the requirements of 
data that’s in the rule, or that they have not demonstrated that 
it’s APPH, all of which is part of this analysis process. It’s not 

simply a ‘Well, it’s synthetic. That means it’s OK.’ It has to 
be evaluated as part of [the PMTA].”

George Cassels-Smith, CEO of Tobacco Technologies 
Inc., parent to eLiquiTech, the global distributor of SyNic 
products, said during the NGN panel that public misconcep-
tions present a considerable challenge in the discussion about 
synthetic nicotine, adding that the FDA may be partly to 
blame because of the agency’s lack of clarity on the product’s 
safety and efficacy.

“Our role now is to work with the FDA and to educate 
people that [synthetic nicotine] is a viable alternative and 
that it’s got a good spot in the future of tobacco products and 
pharmaceutical products, that it ticks all the boxes,” explained 
Cassels-Smith. “But unless we can educate the consumer, 
we’ll continue working with a 90 percent misconception of 
what this product actually is.”

Tony Abboud, also speaking on the NGN panel, said that 
anti-vaping zealots, because of a few bad actors in the vaping 
industry, wrongly believe that synthetic nicotine was created 
only to evade the regulatory scope of the FDA. Companies 
like U.K.-based Zanoprima Lifesciences (the parent to SyNic) 

Nicotine was first synthesized nearly 120 years ago and  
is now being considered a new tobacco product.

B Y T I M O T H Y S .  D O N A H U E

Synthetic nicotine has been under fire recently. News reports surrounding the product 
have been negative, and technically, all synthetic nicotine products are illegal in the 
U.S. Companies had until May 14 to submit a premarket tobacco product application 

(PMTA) to the U.S. Food and Drug Administration to keep their products on the market. 
Those that did not gain the FDA’s authorization for their synthetic nicotine products 
would have had to pull those products from the market by July 13. However, the FDA does 
seem to be using some discretion in its enforcement of synthetic nicotine products.

WHAT’S 
OLD IS NEW

“have been manufacturing synthetic nicotine and perfecting the 
scientific process associated with it for years before the deeming 
regulation took effect, before the deeming regulation was fully 
implemented and long before the PMTA process kicked off,” 
said Abboud. “So that fact suggests that circumvention, again, 
is no longer an argument that is relevant.”

SYNTHETIC EXPLAINED
Synthetic nicotine is not new. Nicotine was first synthesized 
by Swiss chemist Ame Pictet in 1904. Since extracting 
nicotine from natural tobacco is efficient and inexpensive and 
synthesis from precursor compounds is relatively complex 
and expensive, for more than a century, synthetic nicotine 
had no commercial role, according to researchers at Stanford 
University in the U.S.

Molecules such as nicotine may exist in mirror image 
forms with identical chemical makeup but sometimes dif-
fering biological activity. The nicotine molecule possesses 
chirality, meaning it exists in two mirror image versions called 
enantiomers or stereoisomers. Nicotine comes in left (S) and 
right (R) forms. The (S) isomer of nicotine greatly predomi-
nates in tobacco leaf, which contains only small amounts of 
the (R) variant (0.1 percent to 1.2 percent).

Most synthetic nicotine has equal parts of both the  
(S) and (R) isomers. SyNic only has the (S) isomer—the one 
that holds all the psychotropic effects that nicotine consumers 
want, according to David Johnson, eLiquiTech’s president 
and chief scientific officer. SyNic USP/EP, SyNic nicotine 
bitartrate and SyNic polacrilex resin are manufactured in 
FDA-registered facilities using current good manufacturing 
practices. These products have confirmed purity levels of 
more than 99.9 percent, (S) levels of more than 99.7 percent 
and are free of tobacco-specific nitrosamines (TSNAs) and 
carcinogens, according to Johnson.

“The molecule is the same, and the three-dimensional 
structure’s the same. It’s not different. There’s nothing new. 
And so all those studies that were done with tobacco-derived 
nicotine can be bridged to this synthetic product, so it creates 
some synergies, reduces some effort on the part [of] people 
who are generating reports and reduces some of the burden 
on the regulators in terms of assessing the data that’s gener-
ated as well,” explains Johnson. “So this seems to be a pretty 
straightforward case, right? You have a pure product in terms 
of the active ingredient. You have delivery mechanisms that 
clearly evolve at the low end of the risk containers, and you 
have a strong basic science upon which you compare the 
products and then evaluate them.”

Naturally derived nicotine and synthetic nicotine are iden-
tical on a molecular level. The differences are the individual 
or potential impurities. Nicotine derived from tobacco can 
contain potentially harmful impurities if it is not purified 
sufficiently. That can be difficult and costly because the 
impurities appear structurally similar to the nicotine molecule 
itself. But synthetic nicotine is virtually free of any impurities 
from the beginning, and none of its varieties are carcinogenic.

ELiquiTech is committed to Zanoprima to serve as 
SyNic’s global distributor and the manufacturer of record 

for synthetic nicotine bitartrate and synthetic nicotine polac-
rilex resin as well as proprietary SyNic e-liquid formulas. 
Zanoprima holds the patent, and eLiquiTech maintains the 
exclusive rights for global distribution to the tobacco and 
electronic nicotine-delivery system industries. ELiquiTech 
does not sell flavorings for e-liquids.

Cassels-Smith said the marketplace for synthetic nicotine 
has been a roller coaster. He said SyNic does not make any 
sales to people that do not have an active PMTA. He said that 
when marketing denial orders for flavored tobacco-derived 
nicotine products began to come down from the FDA, the 
demand for synthetic nicotine was strong. However, SyNic 
only did business with companies that submitted a PMTA. 
Subsequently, the FDA opened a short window for new 
products to enter the marketplace.

“We saw a very robust sampling and ordering process for 
people to [bring new products to market]. Now, we are in a 
period where companies would be marketing that product. 
But surprisingly, I’m not seeing the demand that I experi-
enced in the beginning,” said Cassels-Smith. “My guess is 
that people are waiting to find out how those applications 
will be reviewed before they come in. I think their concern is 
that if there’s a market denial order and they must remove the 
products from the shelves, they would have excessive inven-
tory and a high exposure to potential cash flow issues.”

Globally, the United States has always been the country 
that “tosses the paddle in the water, and then we quickly see 
over in Europe the ripple effect,” according to Cassels-Smith. 
He said that he had recently spent time in Europe and 
was amazed at the number of vapers and heat-not-burn  
consumers there.

“The ratio of people that were smoking cigarettes was the 
smallest that I’ve ever seen in Europe. I was in Poland for the 
Global Nicotine Forum. Going to the conventions, I was in 
Birmingham for [the World Vape Show] two weeks prior. 
Synthetic nicotine was all the rage, and the U.K. is seeing 
smoking plummet because of its embracing of vapor products. 
World Vape Show Dubai had many synthetic products too 
… it’s very strong right now in the Middle East. And most 
recently, we see that China is licensing companies to produce 
an estimated 200 metric tons to [a rumored] 500 metric tons 
of synthetic nicotine. With those kinds of quantities, they 
must anticipate an extremely strong demand.”

FORWARD THINKING
The vapor industry is always changing. However, nicotine 
has always been a traditionally quiet segment. When some 
companies announced that they would use synthetic nicotine 
to circumvent FDA regulation, the U.S. Congress acted. It 
changed the definition of tobacco in the Tobacco Control 
Act to include synthetic nicotine. That change turned the 
synthetic nicotine market on its head. 

Cassels-Smith predicts a bifurcation in the nicotine 
market. This is due to factors such as making the cost of 
synthetic production more affordable and the certain secu-
rity guarantees that synthetic nicotine offers over its natural 
cousin. Synthetic nicotine can be purchased for nearly 
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While some smokers may think their butts will eventually decompose, it actually takes decades for them to degrade. Cigarette filters aren’t made of innocuous cotton; they’re made of cellulose acetate and about 12,000 nonbiodegradable plastic-based fibers. 
The chemicals in a single cigarette butt can contaminate 

hundreds of gallons of water. They can also be dangerous, causing fatal fires that burn hundreds of acres every year.Things have changed dramatically in the last several years as many smokers have switched to vaping, thanks in large part to the convenience of disposable e-cigarettes. In fact, these handy-dandy devices appear to be taking over the industry since they’re the simplest and most accessible vaping devices on the market.But in the process, we created a whole new environmental hazard that, as of yet, has no easy solution. 
POPULAR AMONG YOUTHAmong all the vaping devices on the market, none are more popular than disposable electronic nicotine-delivery systems (ENDS), particularly among young people.According to the  2021 National Youth Tobacco Survey, well over half (54 percent) of youth who reported using  e-cigarettes had used disposables. The 2020 Population Assessment of Tobacco and Health Study corroborated this finding. It reported that 38 percent of young adults aged 18–24 versus 17 percent of older adults (over age 25) who had used any ENDS product in the past 30 days had used a disposable.At the May 2022 Vaper Expo U.K., nearly every vendor 

Disposable vapes help smokers quit combustibles  but are deadly for the environment.

B Y M A R I A  V E R V E N

Cigarettes used to be the most littered things in the world. Trillions of cigarette butts are thrown onto our streets, parks and beaches every year. The Ocean Conservancy estimates that cigarette butts account for 25 percent of the total number of garbage items collected—over twice as much as any other category. Worldwide, it’s estimated that 1.69 billion pounds of cigarette butts end up as waste each year. 

WHAT A WASTE

offered some variety of disposable device. Many were new to the market that were capitalizing on the trend—as well as renowned companies such as Innokin, which launched its new Aquios Bar disposable device in 10 different flavors. “Disposable vapes are certainly the hottest-selling item among smoke-free nicotine-delivery devices,” said Dimitris Agrafiotis, owner of Global eVapor Consulting, executive director of the Tennessee Smoke Free Association and brand ambassador and designer at Innokin Technology. Agrafiotis said disposable vapes attract individuals who make impulse buys at various points  of sale as well as new users who enjoy the convenience of a product that doesn’t require any knowledge of coils or ohms. They can purchase disposables nearly anywhere where cigarettes are sold. They can simply tear open the package and start vaping, making disposables the perfect solution for beginners. “In my experience, vapers who quit smoking use disposable vapes part time as secondary devices when they don’t want to take their usual rig with them, such as at a nice dinner or in situations requiring them to be more discrete,” he said. The technology behind disposables has only continued to improve over the past several years. Most vape pens can now deliver around 400 puffs before they’re no longer viable—nearly twice as many puffs as a pack of cigarettes can deliver. Some vape pens with larger batteries can even deliver as much as 5,000 puffs. 
Another significant advance is the use of auto-draw switches that activate the device and heat the coil when the vaper inhales, delivering a smooth and seamless experience. And thanks to nicotine salts, disposables offer a smoother vaping experience. While the nicotine level in most  

disposables is limited to 5 mg, vapers can satisfy their nicotine cravings without a harsh throat hit or any interference in the flavor experience. 
Speaking of flavor, that’s another advantage disposables have over refillable vape devices. Manufacturers often add sweeteners to disposables to make the flavors pop with-out having to worry that the sweeteners will gunk up and ruin the device. The disposable will be tossed long before  that happens. 

The range of flavors available from disposables is mind-blowing. As more and more manufacturers take advantage of the growth in this market, they entice vapers with interesting and often exotic flavor profiles, such as bergamot and carambola. While battery technology hasn’t necessarily improved dramatically, some brands have created larger internal or rechargeable batteries in their efforts to increase puff count. This is a step in the right direction to reduce battery waste. 
THE ENVIRONMENTAL IMPACTEven refillable and replaceable vape pens typically contain several metal, plastic and cotton elements, making them dif-ficult to separate and recycle. Thus, they tend to end up as general household waste. Even the smaller replaceable coils and pods don’t often get recycled. But disposable e-cigarettes are way worse because the vaper disposes the entire device, which is composed of plastic and metal coils as well as a battery cell. While some brands and vape stores offer recycling programs for disposables, most vapers simply toss them into the trash.Millions of lithium-ion batteries, hard plastic and  nicotine-contaminated pods are being disposed of in our 

Even refillable and replaceable vape pens typically contain several metal, plastic and cotton elements, making them difficult to separate and recycle.
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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)

Your print advertisement is 
visible not only in the Vapor 
Voice digital issue but it is also 
placed adjacent to editorial 
content on vaporvoice.net.

Published bimonthly 
(six issues)

The Basics
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Vapor Voice print magazine 2023 average issue circulation
Your print advertisement appears not only in the digital edition 

but also adjacent to editorial content on vaporvoice.net.

Vaporvoice.net: getting your message across to a growing audience
Site Traffic Metrics: 2021–2022

2021 Visitors: 53,116
2021 Sessions: 71,330

2021 Page Views: 193,727
*Google Analytics Oct. 2021 to Sept. 2022

3,055

vaporvoice.net yearly visitors*
*Google Analytics Oct. 2021 to Sept. 2022

53,116

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

Multiply your message with a single ad purchase.



Vapor Voice Media Planner 2023
– 5 –

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.

From its launch in Rio de Janeiro  
in 2008 to today, the GTNF is the most 
important international forum to meet people 
and exchange ideas with public health 
experts, governments, investors and members 
of the industry.

GTNF 2023 will be in Seoul, South Korea,  
Sept. 19–21, 2023. Visit www.gtnf.org for details.

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.

www.gtnf.org
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Global Tobacco & 
Vapor Industry Guide
2023

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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2023 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% premium

2023 
IMPORTANT DATES

 Ad Sales Closing Date Materials Due

 Issue 1, 2023 2/6/23 2/6/23

 Issue 2, 2023 4/3/23 4/3/23

 Issue 3, 2023 6/5/23 6/5/23

 Issue 4, 2023 8/7/23 8/7/23

 Issue 5, 2023 10/9/23 10/9/23

 Issue 6, 2023 12/4/23 12/4/23

We support small business in retail, 
wholesale, supply and distribution. Please 
contact us for pricing and package rates.
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 Size (inches) 8.375 x 11.125

 Size (metric) 213 x 283

 Single Ad USD4,000

 Half Year (3 issues) discounts available

 Full Year (6 issues) discounts available

 Size (inches) 8.125 x 10.875

 Size (metric) 207 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) 16.5 x 11.125

 Size (metric) 420 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

Web Ad Sizes and Rates

970 x 90 pixels

Super leaderboard

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

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

970 x 250 pixels

Billboard

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

250 x 250 pixels

Brand Block
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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

Kathryn Kyle Marketing Director kathryn@vaporvoice.net

Taco Tuinstra GTNF Trust and 
Vapor Voice Editor-in-Chief taco@vaporvoice.net

Timothy S. Donahue Vapor Voice  
Executive Editor

timothy@vaporvoice.net

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

@vaporvoice


