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MISSION
Statement

The goal at FitnessRx for Men magazine is to 
provide our readers with the ultimate in cutting-edge 
scientific research pertaining to weight loss, fat 
burning, muscle growth, endurance, performance 
enhancement, optimal health, and great sex. With 
top-notch authorities on every subject from prop-
er supplementation to high-intensity workouts to 
optimal nutrition to cardiovascular health, FitnessRx 
for Men is your one-stop resource for creating the 
perfect body— that’s why we call it the Ultimate 
Prescription.

FitnessRx for Men cuts through the fog of misin-
formation the media is glutted with, and zeroes in 
on precisely what is needed to chisel that six-pack, 
burn unwanted fat, and create cardiovascular health 
and endurance, stamina in the bedroom, and the 
kind of healthy lifestyle you deserve— and that is 
most definitely within reach.

FitnessRx for Men gives you the tools and infor-
mation you need, the motivation to get you going, 
the support to keep you on track, and always, 
the scientific research to back up the information 
presented. We are science-based, and that means 
there is no guesswork; you’ll find the latest research 
and st udies on topics such as ketogenic diets, 
maximum-intensity training, the fat-burning power 
of green tea, the health risks associated with ab-
dominal fat, whey-enhanced nutrition, how to boost 
testosterone, and more.

Build rock-hard muscle, burn stored fat, achieve 
the optimum health you know is possible, and have 
the best sex of your life! With FitnessRx for Men, the 
tools are at hand.
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 MEET THE
‘FITNESSRx MEN GUY’
A DEMOGRAPHIC PORTRAIT

TARGET MARKET AGE 18-45
MEDIAN AGE 31
MEDIAN HHI APPX $79K
MEDIAN IND INCOME APPX $46K

MEN 94%
WOMEN 6%
MARRIED 48%
SINGLE 52%
COLLEGE EDUCATED 60%

FITNESSRX MEN READERS ARE YOUR CONSUMERS
FITNESSRX MEN IS A BUYER’S GUIDE

•	 SUPPLEMENTS
•	 ATHLETIC	SHOES	&	APPAREL
•	 DIET/FAT-LOSS	PRODUCTS
•	 FITNESS	EQUIPMENT,	WEIGHTS
•	 PROTEIN	POWDER,	MEAL	REPLACEMENTS,	ENERGY	BARS
•	 HEALTHY	FOODS,	BEVERAGES	&	BOTTLED	WATER
•	 MUSCLE-BUILDING	PRODUCTS
•	 SPORTING	GOODS	
•	 VITAMINS,	MINERALS,	HERBAL
•	 AUTOMOBILES
•	 SEXUAL	PERFORMANCE	ENHANCERS
•	 PERSONAL	HYGIENE	&	GROOMING	PRODUCTS
•	 GYM	EQUIPMENT
•	 ELECTRONICS
•	 HEART-RATE	MONITORS/SPORTS	WATCHES
•	 TRAVEL	SERVICES

Our target advertisers are purchasing placements in publications 
such as Men’s Health and Men’s Fitness

FITNESS RX MEN readers are interested in purchasing the following products and 
have purchased them or plan to in the next 12 months:
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Take one look at Optimum Nutrition athlete Steve 
Cook and itís clear heís been living and breathing the 
health and fitness lifestyle for quite a while. Of course, 
he didnít exactly have much of a choiceó thatís how 
it goes when you grow up in a household of athletes 
with a father who works as an athletic director.
 ìI was always playing or watching sports,î Cook 
remembers, ìso I started training at like 10 or 11 
years old. I remember my family would watch games 
on TV, and every commercial break I would have to 
do 50 push-ups. And it wasnít just watching TV. If I 
wanted to go over a friendís house? Fifty push-ups. Go 
to a movie? Fifty push-ups.î
 It wasnít just push-ups. Cookís pre-teen training 
years included plyometrics, sprints at the track and 
just about any other challenge his dad could think of. 
 ìI loved the feeling of moving weight,î Cook 
says. ìAs a seventh-grader I benched more than my 
brother, who was a senior at the time. I saw results 
quickly. I always loved being the strong kid. I loved 
having the look, but I was also very competitive.î 
 A three-sport athlete in high school, Cook went on 
to play linebacker at Utahís Dixie State University. It 
was there that he started honing the physique that has 
helped him develop into one of the worldís top fitness 
models. 
 ìI would do all the Olympic and powerlifts with the 
teamó cleans, deadlifts, snatches,î Cook remembers. 
ìAnd then I would come back on my own and do 
my bodybuilder stuff later on at night. I couldnít get 
enough of it.î
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PHOTOGRAPHY BY GREGORY JAMES

WITH STEVE COOK

Jacked Shredded w Steve Cook FEATURE.indd   41 2/27/15   10:50 AM

DED

www.fitnessrxformen.com 56   FITNESSRx for MEN   MAY 2015

 Summer is nearly here, so you only have a few months 
to get into peak beach shape. Fortunately, breakthroughs 
in sports science make it possible to make gains in eight 
weeks that used to take six months to a year.

 High-intensity, explosive training (HIET) is the key to 
rapid gains in aerobic capacity, muscle mass, strength, 
power, and fat loss that will take your fitness to the next 
level. Most guys spin their wheels when trying to build 
muscle and cut fat. They go through the motions but 
donít reap the rewards of superior fitness. HIET turns on 
biochemical pathways that trigger muscle hypertrophy 
and mobilize fat-burning hormones that give you that 
lean, athletic look. This type of training is not for the faint 
of heart. Combine high-intensity training with protein and 
amino acid loading and you will make faster progress than 
you thought possible.

Get Ripped 

COMPLETE TRAINING 
AND NUTRITION PROGRAM

FitRx TRAINING

Gain Muscle 
and Lose Fat

A Scientific Approach!
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MODEL: IFBB PRO LOGAN FRANKLIN
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V-TAPER
WORKOUT

FitRx TRAINING

ANTON 
ANTIPOV’S ULTIMATE

And 10 Keys To 
A Superhero Build Ask most guys what inspired 

them to get into the weight room 
in the fi rst place and you’ll get any 
number of dif erent answers— 
seeing Arnold Schwarzenegger 
or Dwayne Johnson on the big 
screen, picking up a Superman 
comic book or following in their 
father’s footsteps all rank fairly 
high on the cliché list of answers. 
 But ask them what image they 
had in their heads when they 
went— the vision of their ideal 
physique— and the answers will 
likely be much more similar. 

THE CLASSIC V-TAPER
 From the gladiators of ancient Rome to the 
sculptures of Michelangelo, to Steve Reeves 
as Hercules in the 1950s, to any number of 
superhero actors in today’s Marvel Universe, 
it’s a look that has stood the test of time 
for thousands of years— and it’s the same 
regardless of where you come from.
 Just ask IFBB Men’s Physique Pro Anton Antipov, 
a Nutrex athlete. Growing up in Belarus, Russia as 
the son of an artist, Antipov was inspired by his 
father’s sketches at an early age.  
 “He drew a lot of comic book characters, but 
his thing was cowboys and Indians,” Antipov 

remembers. “But he still drew these characters 
with proportional structures, so he had to learn 
anatomy as well. When I got a lit le older he gave 
me his sketching books, so I started drawing and 
doodling around myself.”     
 Those sketches served as Antipov’s introduction 
and inspiration to the classic superhero 
physique— broad, round shoulders tapering 
down to a small, chiseled midsection. And even 
though Antipov was undersized for most of his 
teenage years, it’s a look that stayed in his mind 
as something to strive for when he moved to the 
United States and started training at his friend’s 
basement gym in Brooklyn. 

FitRx TRAINING
BY XXXXXXXXXXXXXX
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 “I was really into it,” Antipov says. “I was training in his 
basement even when he wasn’t. Af er a while I needed more— it 
was very limited— so I joined a gym and took the next step. It 
doesn’t really mat er where you train as long as you have weights— 
if you have the drive you can really make it work anywhere.”
 Antipov is proof of that. Even though he still trains at that same 
Brooklyn gym he joined 10 years ago, his physique has grown by 
leaps and bounds. Today, he’s one of top physique models and 
competitors in the world, and it’s no secret why— he has built his 
once spindly physique into the epitome of the classic V-taper.   
 And if he can do it, so can you. Take a look at Antipov’s 10 Rules 
for the Classic V-Taper Physique and the workout that helped him 
get there, and who knows— someday you might look like a real-life 
superhero, too. 
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the

physique!
perfect

How Physique Olympia Champion 
Jeremy Buendia Plans to Keep His Title

WHAT IS THE PERFECT PHYSIQUE?
 This is a question that has been debated endlessly. For many 
decades, competitive bodybuilding was the venue to determine the 
answer. Mr. Olympia champions like Arnold, Frank Zane and Lee Haney 
represented the ideal male physique as decided by a panel of judges. 
As the years went by, pro bodybuilders became ever larger and 
strayed from the older ideals of dramatic V-tapers with broad shoulders 
and tiny waists, perfect shape, symmetry and proportion. Eventually, a 
new division was created called Menís Physique (called MPD for short) 
that embodied all those attributes. It wasnít about the biggest or the 
freakiest physiqueó it was about the best physique. 
 In 2013, Menís Physique was added to the Olympia Weekend. That 
year, 22-year-old Jeremy Buendia from California was runner-up to the 
fledgling sportís first world champion, Mark Anthony Wingson. A year 
later, it was Jeremy whose hand was raised in victory. He was and is 
the epitome of what MPD stands for. Buendiaís physique is athletic and 
muscular, yet still functional. Powerful delts, pecs, lats and arms are set 
off by a waspish 27-inch waist with tight abs and chiseled obliques. This 
is how most men wish they looked, and itís why this new division has 
skyrocketed in popularity in a remarkably short time. 
 ìItís a more attainable look than bodybuilding,î Jeremy explains. 
ìA lot of guys, like myself, were athletes in high school and want to 
continue competing and challenging themselves. Most arenít interested 
in trying to become extremely massive. Menís Physique provides an 
arena for them to challenge themselves, and thereís no doubt social 
media has also given them a platform to share their journeys and be 
part of something.î 

BY RON HARRIS
PHOTOGRAPHY BY GREGORY JAMES
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CROSSFIT Vs.

WHICH IS 
BETTER FOR 
BUILDING 

LEAN MUSCLE, 
POWER AND 
STRENGTH?

BY THOMAS FAHEY, ED.D.
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C
ross training programs such as CrossFit 
have taken the fi tness world by storm. 
CrossFit, which was founded in 2000, had 
13 af  liates in 2005 and nearly 6,000 in 
2015. They have seen an annual growth 

rate of 168 percent a year in the last 10 years. 
About 250,000 athletes compete in CrossFit 
games with prize money totaling $2 million. 
CrossFit afi cionados are famous for their cultish 
dedication to their sport.

  Cross training programs such as CrossFit stress 
whole-body, high-intensit  training using exercises 
such as deadlif s, cleans, squats, presses, jerks, 
ket lebell exercises, snatches, plyometrics, sled 
pulls and weight carrying. Cross trainers learn to 
handle their bodyweight by practicing gymnastics, 
pull-ups, dips, rope climbing, push-ups, handstands, 

pirouet es, fl ips and splits. They also do aerobics 
such as running, cycling and rowing, but the 

emphasis is on speed and intensit . Cross 
training programs at empt to develop well-

rounded fi tness by including exercises 
that build cardiovascular and respiratory 

endurance, stamina, strength, fl exibilit , 
power, speed, coordination, agilit , 

balance and accuracy.
  The appeal behind high-

intensit  cross training programs 
is that the workouts are short, 

intense and produce fast 
results. The programs build 
muscle and cardiorespiratory 

fi tness at the same time 
without requiring hours of 
exercise on a treadmill 
or elliptical trainer. Many 

recent studies found 
that high-intensit  
training produced 

startlingly rapid 
results. The key 
element in these 
studies was that 

people trained at 
nearly 100 percent 
of maximum ef ort.  

  Mike Smith and 
colleagues from Ohio 

State Universit  found 
that 10 weeks of CrossFit-

based power training triggered 
substantial improvements in 

maximal oxygen consumption and 
body composition in men and women of 

all fi tness levels. Aerobic capacit  increased 
an average of 12 percent, while fat decreased by 
nearly 20 percent. Canadian researchers found that 
high-intensit  interval training (HIIT) on a stationary 
bike increased muscle oxidative capacit  (citrate 
synthase) by almost 50 percent, muscle glycogen 
by 20 percent, and cycle endurance capacit  by 
100 percent. The subjects made these amazing 
improvements exercising a mere 15 minutes in two 
weeks. Follow-up studies showed that interval 
training increased whole-body and skeletal muscle 
capacit  for fat use during exercise. A study from the 

WEIGHT 
TRAINING

 It was mid-March and I knew I needed a change.
 I needed a challenge.
 I needed something extreme.
 On March 29 of last year, I decided I was going to squat every single day for 100 
straight days. To some, it may have sounded like I was writing my own death wish, 
but I needed something drastic. Squatting for 100 consecutive days counted as that 
and, right then and there sitting at my computer early one morning, I knew I had to 
see if I was capable of meeting this challenge.
 I had just performed poorly at a powerlifting meet and I was simply ready to 
tackle something different. I have competed in powerlifting for nearly 20 years and 
been fortunate enough to be around some of the biggest names in the sport. But 
competing in equipped powerlifting (wearing a squat suit and bench shirt) isnít 
easy on the body. 
 I might have squatted more than 700 pounds, but my hips were a mess. Even 
worse, I think my raw strength had started to deteriorate. My focus had been on 
equipped powerlifting and my body was paying the price. It got so bad that for my 
recent run of cover shoots and one bodybuilding competition in late 2013, I didnít 
perform one single squat. You read that rightó not one single rep was done, and 
now I was going to squat 100 straight days. 

100-Day 

Are You Man Enough?

Squat
Challenge

FitRx TRAINING

 38   FITNESSRx for MEN   MARCH 2015 www.fitnessrxformen.com

BY CORY GREGORY
PHOTOGRAPHY BY GREGORY JAMES

MARCH 2015  FITNESSRx for MEN   39   www.fitnessrxformen.com



CIRCULATION
FitnessRx for Men uses an effective and frequent system to monitor our performance. Barnes & Noble is the big-
gest retail bookstore in the US, and as such is one of the best ways for us to monitor our standing as compared to 
our competitors. We are pleased to report that FitnessRx for Men ranks among the best-read men’s health titles. 
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Samir “Mr. Magazine” Husni offered statistics and arguments demon-
strating the ongoing relevance of print magazines, as well as the futility (at 
least to date) of trying to turn a print-plus-digital magazine brand into an 
economically viable digital-only entity.

While estimates of the total number of magazines currently sold at retail 
in the U.S. vary depending on how one defines a magazine, MagNet puts 
the number at approximately 10,000, noted Husni, director of the Magazine 
Innovation Center at the Meek School of Journalism and New Media at the 
University of Mississippi.

Husni, who tracks print magazine launches on an ongoing basis, found 
and purchased 870 new magazine titles in retail stores last year alone, 237 
of which launched with regular frequencies (published quarterly or more of-
ten). “I’m seeing no signs of a slowdown,” he reported. Further, the numbers 
of magazines being folded are considerably smaller than the numbers being 
launched.

Those who point to Newsweek or other instances of high-profile print 
magazines being converted to an all-digital model, or folded, as evidence 
that the print magazine medium as a whole is on its last legs are ignoring 
the current and historical context, Husni argues.

“If one magazine dies, it’s not the end of the industry,” he said. “Do I need 
to tell you how many TV shows have come and gone over the years? Yet 
nobody said that television was dead.”  

While the industry is rightfully focused on addressing magazine retail 
sales declines through innovation and collaboration with retailers and other 
supply-chain partners, the larger context is that discretionary products of all 
kinds experience sales declines when the economy forces many consum-
ers to forgo non-essential purchases as they struggle to meet basic living 
needs, he said.

Moreover, overall print magazine circulation is stable to slightly up, and both 
print and digital magazine readership is increasing–while other traditional media 
are experiencing overall declines in audience or circulation, he added.

Meanwhile, for all of their growth, magazine apps are up against for-
midable odds, Husni said. As of January 2013, publishing consultant Thea 
Selby reported that there were 446 magazine apps available through the 
Nexus Google Play store, 744 in the Amazon Kindle store, and 2,954 in the 
Apple iTunes store. But those apps are competing for visibility, discovery and 
consumer dollars and time with at least  850,000 total apps of all kinds in 
the marketplace, he said.

THE AGE OF ‘TRANSCENDED INFINITE MEDIA’
Many seem determined to deny the reality that all media have always 

been subject to change brought about by technology and other mega-trends, 
Husni observed.  

He believes that, after a “bubble” lasting about 150 years, the age of 
mass media–characterized by  a relatively small number of companies and 
media realizing large profits by reaching mass audiences–is giving way to 
what he calls the “transcended infinite media age,” characterized by bur-
geoning numbers of interpersonal networks and new technological platforms 
and devices.

Today, “we have the major media outlets seeing shrinking influence, 
and clusters of audiences who are talking and negotiating and engaging 
within themselves,” he said. At a time when consumers have hundreds 
of television channels, along with seemingly limitless blogs, Web sites 
and other media from which to choose, the media and the world at large 
need to accept the reality that audience segmentation means smaller 
revenues for individual media, as revenue is spread across the plethora 
of options available, he asserted.

Magazines have always had life cycles, he pointed out: “New maga-
zines arrive on the scene, and other magazines depart the scene. There’s 
nothing new here.” This year and last, some magazines that are over 
a hundred years old have been publishing their largest-ever issues, he 
noted.

“There is a [print] magazine for every age group…for every interest…
magazines large and small” and magazines spanning a wide variety of 
formats, he pointed out. “There are more magazines in the marketplace than 
ever,” even without counting digital replica versions, which have doubled in 
number since 2011, he said. In fact, there were just 2,000 print magazines in 
1980, versus today’s 10,000.

At the same time, the models of magazines and all media are being 
transformed by those “transcended infinite media” dynamics, which have put 
far greater power and choice in the hands of consumers, he said.

The Internet and social media have enabled consumers to be content 
creators, forcing traditional media to “play catch-up,” Husni observed. How-
ever, with all of their ability to create or shape or choose their own media 
experiences (including  expanded choices in terms of immediacy and formats 
viewable on a wide variety of devices and screen sizes), consumers still 
want content from trusted sources–a major advantage for trusted magazine 
brands, he said.

However, Husni cautioned that magazines need to beware of falling into 
a syndrome that’s become all too common in the media world: Surrendering 
content creation, which is resulting in a “welfare information society.”

Amid all of this change, the one constant is the primary importance of 
magazines  knowing their audiences and serving them with relevant, useful, 
compelling content, he stressed.

THE FuTIlITY OF CONVERTING PRINT BRANDS TO DIGITAl-ONlY
Turning to the subject of print magazines going to all-digital models, Hus-

ni listed a roster of brands that have attempted this, only to become weak 
presences at best on the Web, or disappear altogether.

He said that he’s been unable to identify a single magazine brand that 
has succeeded or thrived by going digital-only. He quoted an observation 
from electronic media analyst/author Thad Mcllroy:  “Few magazine pub-
lishers could survive the loss of ad revenue if they discontinued their print 
versions. While they are becoming increasingly adept at generating revenue 
from their Web sites, Web-only publishing models cannot supplant a print 
and Web model.”

“When a print magazine is about to draw its last breath of ink, is digital 
really a life support for it, or just prolonging the inevitable…defining a vege-
tative state as new life?,” Husni asked.

His own answer: “A print magazine that can’t make it in print is not going 
to make it in the digital sphere. The problem is not with the medium–the 
problem is with the magazine.”

When a magazine declares that it’s going digital-only, several “death 
signs” can be counted on: staff reduction, leadership changes, blaming the 
advertisers, blaming the economy, and blaming the changing habits of the 
audience, he noted.

“If you fail to connect with your customers/readers time and time again, 
going to digital online heaven can’t save you,” he declared. “Cut your losses, 
let your magazine die in peace and don’t torture it anymore.”

However, while print magazines can’t live solely as digital entities, “there 
is absolutely no reason that the two can’t live side-by-side,” Husni stressed.

“In fact, today, the question is not print versus digital media. Media now 
are not either/or, but ratherall,” he said. “And at the end of the day, it is audi-
ence first, not digital or print first.”

Perception Vs. Reality:  
Print’s Power in a Digital Age
BY	KARLENE	LUKOVITz,	IPDA	DAILY	PUBLISHING	&	RETAIL	NEWS

ORIGINALLY PUBLISHED IN
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OTHER BUSINESS OR TRADE NAME(S) USED: ________________________________________________________________________ 
BUSINESS ADDRESS :_________________________________________________ ____________________________________________
  (Street)   (City)   (State)    (Zip) 
TELEPHONE: __________________ ___________ FAX: __________________________________________________________________ 
DATE FIRM ESTABLISHED: ____________  BRIEF DESCRIPTION OF INDUSTRY: _____________________________________________ 
ANNUAL SALES: $ ___________________ NUMBER OF FULL TIME EMPLOYEES: __________  PUBLIC COMPANY:    (  )  YES     (  ) NO      
APPLICANT IS A (circle one):   (  )  Advertising Agency  (  )  House Agency (  )  Buying Service  (  )  Advertiser

If Advertising Agency or Buying Service, list three current clients: 
_________________________________      _________________________________      _________________________________________
ESTIMATED MONTHLY ADVERTISING EXPENDITURE: $__________________________________________________________________

CHECK TYPE OF BuSINESS ENTITY:    FEDERAL I.D. NUMBER: ________________________________________
___PROPRIETORSHIP (Give legal Name of Proprietor, Resident Address, Resident Telephone#, Social Security #) 
___PARTNERSHIP (Give the Full Name(s), Address (es), and Social Security #’s of all General and Non-Limited Partners) 
___CORPORATION (Give names, addresses, and telephone numbers of officers) 
___LIMITED LIABILITY COMPANY (List members and telephone numbers of management committee or sole manager if no committee)

			NAME	&	TITLE	 RESIDENCE	STREET		 									CITY																STATE																	TELEPHONE		 		SSN	

1. ______________________________________________________________________________________________________________

2.______________________________________________________________________________________________________________

3.______________________________________________________________________________________________________________

4.______________________________________________________________________________________________________________

BANK REFERENCE

PRIMARY BANK NAME: ________________________________________ CONTACT: __________________________________________ 

STREET ADDRESS: ______________________________CITY: _____________________ STATE: _______ TELEPHONE: _______ _______

CHECKING ACCT. #___________________SAVINGS ACCT. #________________________ LOAN ACCT ____________________________

CHECKING ACCT. #___________________SAVINGS ACCT. #________________________ LOAN ACCT. ___________________________

CREDIT REFERENCES (PREFERABlY MEDIA)

NAME CITY STATE TELEPHONE NO. FAX NUMBER

1. _____________________________________________________________________________________________________________

2. _____________________________________________________________________________________________________________

3. _____________________________________________________________________________________________________________

4. _____________________________________________________________________________________________________________

5._____________________________________________________________________________________________________________



TERMS AND CONDITIONS OF CREDIT SALES

IN CONSIDERATION of the providing of advertising services by Advanced Research Media, Inc. (the “Media Provider”) now and/or the future, 
the undersigned Applicant (the “Applicant”) agrees and shall be governed by the terms and conditions set forth in this agreement (“Agreement”) as 
follows: Applicant acknowledges that services from Media Provider may be purchased by Applicant: (i) on its own behalf; (ii) on the behalf of an ad-
vertiser, if Applicant is an agency or other service entity. For purposes hereof, the advertiser, advertising agency, or other service entity on behalf of 
which or through which Media Provider provides services shall be known as “Third Parties.” Whether sums are due under contract or open account, 
it is understood that all invoices are due upon thirty days and are considered delinquent if not paid within sixty (60) days from the date of invoice. 
Should timely payments not be made as stated, Applicant agrees to pay all collection agency fees and expenses, and other costs of collection, 
including reasonable attorney fees and court costs which may be incurred by Media Provider in pursuing and collecting payment. The liability of 
Applicant shall be joint and several with Third Parties. Any dispute by Applicant with advertising placed with Media Provider or the amount charged 
for the same shall be reported to Media Provider in writing within thirty (30) days from the date of invoice relating to the same, time being of the es-
sence (but any such dispute shall not affect Applicant’s obligation to make payment within thirty day terms as set forth above). Failure to report any 
such dispute within such time shall constitute a waiver of any claim by Applicant with respect to such dispute. The terms and conditions set forth in 
this Agreement shall govern and control all future services which may be provided by Media Provider from time to time for the Applicant. The party 
executing this Agreement on behalf of Applicant acknowledges that it has the authority to do so and that by its execution it has caused Applicant 
and Third Parties to be jointly and severally bound by the terms hereof. Applicant represents that Third Parties have knowledge of the terms set 
forth in this Agreement and agree to be bound thereby.

If credit is approved, Media Provider reserves the right to cancel credit at any time with or without notice for any reason or no reason at all. 
Notwithstanding the fact that bills are rendered to Applicant, Applicant and Third Parties shall remain jointly and severally obligated to pay to Media 
Provider the amount of any bills rendered by Media Provider within the time specified and until payment in full is received by Media Provider. Pay-
ment by Applicant to Third Parties or by Third Parties to Applicant shall not constitute payment to Media Provider. Applicant understands that should 
Applicant place advertising through an advertising agency (or other Third Parties) that Applicant will continue to be responsible to Media Provider for 
payment of such advertising services rendered by Media Provider. In the event Applicant is an agency requesting advertising on behalf of a client, 
Applicant acknowledges its joint and several liability for the payment of such advertising under the terms set forth in this Agreement.

This Agreement and the performance hereunder shall be governed by the laws of the State of New York (without giving effect to the principles 
of conflict of laws of such state). Applicant agrees that the sole and exclusive jurisdiction and venue for any litigation arising from or relating to this 
Agreement or the subject matter hereof shall be the appropriate federal or state court in the State of New York located in Suffolk County. If Applicant 
is an advertiser, all agencies which place advertising insertion orders with Media Provider shall be conclusively deemed to be authorized agents for 
Applicant; without limiting the generality of the foregoing, the following agencies are exMedialy included among the group of agencies which are 
authorized to place advertising insertion orders on behalf of and as authorized agent for Applicant: ____________________________________ _____
______________________________ ___________________________________        

Applicant certifies that all statements and information included in this application are true, correct, and complete and are made for the purpose of 
obtaining credit and that all officers, owners, and employees of Applicant are authorized to purchase advertising. Media Provider is hereby autho-
rized to verify any and all statements through any source available to them.

COMPANY: ______________________________________________________________________________________________________

AUTHORIZED SIGNATURE: ______________________________________________________________________________________

PRINT NAME: ___________________________________________________________________________________________________


