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Entrepreneurs are  

driven by many things –  

independence, innovation, 

inspiration, the desire to be 

their own boss. Nowhere is the 

entrepreneurial spirit more alive 

than at Landstar, where the best 

in transportation get their  

information from the magazine 

The Road to Success.
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Nothing succeeds with readers like Success.
For advertisers, Success delivers access to a unique group 
with a common passion: to run their own business. 
Success embraces and celebrates the entrepreneurial 
spirit of Landstar’s small business owners. And because  

Landstar is recognized as an industry leader, Success 
also attracts and influences a wider audience – including 
drivers, shippers, and other transportation and logistics 
professionals.

Success Magazine is owned by Landstar System, Inc., 
a safety-first non-asset based provider of transportation  
capacity and logistics services. Solid long-term business  
relationships are the core of Landstar’s success story. 
The company relies on a network of more than 1,000  

independent sales agent locations, 8,400 business capacity  
owners and 27,000 other third-party capacity owners, who 
in turn profit from the financial stability and innovative  
technologies provided by the company to fulfill the shipping 
needs of customers.

Company Profile

Success  
celebrates  
Landstar’s   

heroes of the  
highways,  

profiling our  
Roadstars and 

Million Mile  
Safe Drivers.
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RECIPE FOR 
A ROADSTAR

Start with a BCO, mix 
in equal parts of safety, 
productivity and customer 
service and you have all 
the essential ingredients 
of a Landstar Roadstar.

Since Landstar established 
the award in 1990, becoming 
a Roadstar is the pinnacle of 
achievement and recognition 
for BCOs. It’s the highest honor 
Landstar awards its BCOs and 
the equivalent of a lifetime 
achievement award for those who 
have consistently performed at an 
elite level. 

Only a select few BCOs are 
honored as Roadstars each year. 
Roadstars must embody safety, 
professionalism and commitment. 
The 10 men and women who make 
up the 2010 Class of Landstar 
Roadstars were chosen out of more 
than 8,000 BCOs and each have 
proven to possess all those key 
ingredients and more.

“These 10 new Landstar 
Roadstars epitomize professionalism 
behind the wheel. Their outstanding 
productivity and safety records 
deserve the highest of praise,” said 
Landstar Chairman, President and 
CEO Henry Gerkens. “They are 
the best of the best in this industry 
and I’m proud to call them Landstar 
BCOs.”

Including the addition of the 
2010 class, the total number of 

active Landstar Roadstars is 212. 
To be eligible to become a Landstar 
Roadstar, the BCO must:

• Be an active owner-operator.
• Be a Landstar Million Mile 

Safe Driver.
• Have no chargeable accidents 

for the past 3 years.
• Have no moving violations for 

the previous 12 months, and no 
more than one in the past 3 years.

• Have no major log violations.
• Have no DOT out-of-service 

equipment violations in the last 
12 months.

• Have no cargo claim exceeding 
$500 in the last 12 months.

• Be current on required vehicle 
inspections.

Most importantly, nominees must 
project a positive attitude that is 
confi rmed by Landstar agents, 
employees and fellow BCOs.

Like the Roadstars who came 
before them, the 2010 class 
cleared all those hurdles. But this 
year’s class is the fi rst to have been 
inducted with CSA scores taken into 

consideration. The Federal Motor 
Carrier Safety Administration’s 
CSA initiative took effect last year. 
Landstar Vice President of BCO 
Services Gregg Nelson said CSA 
scores will now be part of the 
criteria for Roadstar selection.

Like anything associated with 
Landstar, safety is at the top of the 
list when selecting the latest batch 
of Roadstars. Among the 2010 
inductees, there’s no shortage of 
outstanding safety records in the 
cupboard. All the new Roadstars 
are Million Mile Safe Drivers, 
meaning they have driven a million 
miles or more without a preventable 
accident.  These Roadstars live 
and breathe safety and don’t mind 
sharing their expertise.

Inductee Susan Pardue of 
Clarkesville, Georgia, says her key 
to safety is never thinking you know 
it all and to keep learning all the 
time.

“Every day is a learning process. 
Every day has different conditions…
weather, parking or loading. You 
never know what other drivers are 
going to do, so you need to be 
ready to react,” says Pardue, who 
is a team driver with her husband, 
Donald.

New Roadstar Earl Spradling of 
Albemarle, North Carolina, says 
his shopping list for safe driving 
includes “keeping his eyes on the 
road, traveling a safe distance from 

other vehicles and getting out of the 
cab to look when backing up.”

While safe driving is an important 
part of the formula, a Roadstar 
is not made of safety alone. A 
Roadstar must be a productive and 
successful business owner.

Inductee Kim Dye of Wooster, 
Ohio, says the key to his 
business success is his history of 
service excellence and the good 
relationships he’s built with Landstar 
agents.

“As a Landstar BCO, it’s 
important to work well with the 
agents,” says Dye.

New Roadstar Laura Gardner of 
Vail, Arizona, agrees and says that 
working within the Landstar system 
is the best recipe for business 
success she can offer new BCOs.

“Get to know the agents and take 
time to learn the Landstar system. 
Learn patience with other people 
and always go the extra mile,” 
advises Gardner, whose team driver 

husband, Paul, is also a Roadstar.
Another staple among all 

Roadstars is a high level of 
professionalism.

For 2010 class member Danny 
Stockwell of South Vienna, Ohio, 
professionalism is about having the 
proper perspective. He believes 
that there is a time and place for 
everything, but he’s all business 
when behind the wheel.

“When I am out on the road, I 
do my job to the best of my ability 

THE 2010 CLASS OF LANDSTAR ROADSTARS 
HAVE THE RIGHT INGREDIENTS

(Left to right) Laura Gardner of Vail, Arizona; Ray Dishner of Asheville, North Carolina; Susan 
Pardue of Clarksville, Georgia; Earl Spradling of Albemarle, North Carolina; Matthew Cairns of 
Batesville, Indiana; Dan Dale of Anderson, Indiana; Kim Dye of Wooster, Ohio; Joe Gamble of 
Greeleyville, South Carolina; Dan Stockwell of South Vienna, Ohio. 
Not pictured: Tim Joyce of Talladega, Alabama

“ROADSTARS MUST 
EMBODY SAFETY, 

PROFESSIONALISM 
AND 

COMMITMENT.”

Success has 
reach: 100,000  
copies are 
printed and  
mailed to  
subscribers and  
distributed to  
more than  
600 truck stops  
nationwide.30 31

SUPPLY 
CHAIN 
EVOLUTION

FOR SHIPPERS, SOMETIMES UNUSUAL NEEDS 
REQUIRE UNUSUAL SOLUTIONS. FORTUNATE FOR 
THEM, LANDSTAR AGENTS LIKE STEVE TAYLOR AND 
TODD CELOTTO AND BUSINESS CAPACITY OWNERS 
NANCY AND STUART THOMAS DELIVER JUST THAT. 

Solving complex supply 
chain solutions is all in 
a day’s work… make 
that three days work for 
Landstar agents Steve 
Taylor and Todd Celotto 
and their Integrated 
Global Logistics (IGL) 
agency. 

Taylor and Celotto were called 
on to move a power transformer 
from Enterprise, Mississippi, to 
Lloydminster, Saskatchewan, 
and the job had to be done 
pronto. But neither air nor ground 
transportation was an option 
for moving the 240,000-pound 
transformer. A truck would take 
too long. No airplane available 
was big enough.

Rail to the rescue! Landstar’s 
Business Unit Specialists (B.U.S.),  
led by Intermodal Vice President 

Theresa Lewis, helped get the IGL 
agency on the right track.

“We specialize in moving 
oversized/over-dimensional 
freight,” says Celotto. “But using 
intermodal for the fi rst time 
showed that Landstar’s wide range 
of transportation and logistics 
solutions can meet any challenge.” 

If moving 120 tons of steel 
transformer on a 6-axle trailer 
over narrow two-lane rural roads, 
under power lines and from trailer 
to rail car is nerve-wracking work, 
you couldn’t tell once the crane 
and rigging crew loaded the 
transformer.

“Getting arrested for shutting 
down the main road into town 
was our biggest concern,” joked 
Celotto. “But the safety of the crew 
and proper loading and securement 
is always our top priority.”

Part of the advance planning 

for such a jumbo-sized move 
requires working with state and 
local authorities to create a safe 
environment and help clear the 
way. In a large city, that task may 
fall to several people. But in many 
rural areas, one person often 
wears several hats.

“In Heidelberg, the police chief 
also serves as the fi re chief and the 
paramedic,” said Lewis. “When 
phone lines had to be moved, the 
police chief called the mayor, who 
also happens to work for AT&T. 
A move of this scale was a very 
big, exciting event for everyone 
involved.”

Regardless of how well it’s 
planned, any number of obstacles 
and perils can crop up along the 
way. But for the IGL agency and 
Landstar’s Intermodal B.U.S. group, 
it was almost as simple as fl ipping 
a switch.

Landstar’s IGL agency delivered when called on 
to relocate a transformer from Enterprise, Mississippi, 
to Lloydminster, Saskatchewan. The move required the 
assistance of utility companies to lift power lines. “The 
last 100 yards of the trip were the hardest part of the 
journey,” says Todd Celotto. “It took three hours to 
cover that distance to the rail yard because utility pole 
guy wires had to be moved.”

RAIL TO 
THE RESCUE
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Success has  
a loyal and  
dedicated  
readership of 
independent  
sales agents,  
business capacity  
owners, other  
third-party 
capacity owners  
and customers.
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Marketing is evolving at a much faster 
rate than ever before, thanks to the fast 
pace we move at today and the even 
faster pace of technology development.
In order to maintain and grow their customer base 
and profi ts, businesses have to adapt to new forms of 
marketing and the ever constant technological changes.

Faster Internet, digital photography, interactive 
programs and mobile technologies are all making 
advertising and marketing much easier in the ever 
expanding world of consumerism. With all these new 
advances, however, there are bound to be numerous 
changes.

The most important change, according to veteran 
marketer Loren McDonald, starts with customer service. 
That’s good news for Landstar agents who’ve built 
their reputations around customer service excellence. 
In an article entitled “8 Marketing Changes You Can’t 
Ignore,” McDonald calls customer service “the new 
marketing.”

“In a world gone social and with hyper-transparency, 
the number one priority today for companies is creating 
and delivering great products and services,” says 
McDonald.

He believes that quick, honest responses to issues and 
enabling customer feedback have become critical to a 
businesses’ ability to acquire new customers.

“Customers who get slow or poor responses from 
customer support or whose experiences don’t fulfi ll 
marketing’s expectations will air their complaints quickly 

on Twitter, Yelp, Facebook or other review sites.” And 
ultimately, they may not be your customer much longer.

EVERYTHING OLD IS NEW AGAIN
It appears the old adage, “The more things change, 

the more they stay the same” is true with marketing as 
well. Get back to the basics by doing your homework. 
Know what you are marketing, who you are marketing 
it to and why.
RESEARCH, PLAN AND MONITOR

1. Research your target – establish who, what, why, 
where and when.

2. Defi ne the benefi ts your agency offers.
• Your affi liation with Landstar, for example.
• The total number of years of industry experience 

 in your agency. 
• A specifi c niche you specialize in.

3. Focus on your customer.
4. Create a marketing plan.
5. Allocate a sensible budget to marketing that’s tied 

to your sales forecast. 
6. Monitor your results regularly (at least monthly). 

Adjust your plan based on the results.
7. Monitor and study your competitors.
8. Monitor and study successful businesses that target 

the same customers as you.
9. Learn from your mistakes and your successes. Keep 

notes on both in a fi le.
10. Keep an ideas fi le.

YOUR PRODUCT/SERVICES
1. Think about your Unique Selling Proposition (USP). 

How will the customer benefi t from choosing your 
agency or by choosing additional Landstar services? 

2. Whether it’s a phone call, an email, a letter of 
introduction or an ad, focus your marketing message 
on solving your prospect’s problems or achieving 
aspirations, not on how great you are.

3. Understand the importance of customer service and 
communicate your understanding to your customer.

4. Offer what your competitors do not, but that 
customers want. (Hint: this often has to do with 
responsive, personalized customer service.)

5. Consider focusing on a niche market where 
you already have some expertise.

6. Educate yourself on at least the basics of EVERY 
service Landstar has to offer so you can take advantage 
of additional opportunities when they arise.

• Take advantage of the educational tools on 
 MyLandstarAgent.com. Under each service offering, 
 you’ll fi nd details on the benefi ts of selling a service, 
 presentation slides with notes to help you sell that 
 service, brochures and educational videos.

• It’s easy to get answers to your specifi c questions 
 about a service offering. Just go to the Contact Us 
 tab and send an email to the experts in that offering.

7. Ask your customer for those additional 
opportunities in areas that you’ve not previously 
sold to them.
INBOUND MARKETING

Focus on positioning your business as the solution to 
a customer’s wants and needs. The emphasis should 
be on building your name recognition and positioning 
your business so that customers come to you. A lot of 
inbound marketing is Internet based, focusing on driving 
customers to your web site.

1. Use the Landstar brand. 
• Landstar’s name recognition goes a long way with 

 customers, but it’s important to use it properly in 
 order to protect Landstar’s trademarks and your own 
 agency’s identity. 

• Use the Landstar Agent marketing materials 
 created for you with the Landstar look and feel so 
 you send a consistent, professional message. 

• Plug into Landstar’s safety-fi rst values by inviting 
 customers to share in the monthly Landstar Safety 
 Conference Call or by participating in the M.U.S.T. 
 Customer program.

2. Optimize your free Landstar web site for your 
agency, your industry niche, and your location or the 
areas in which you do business.

• With your web site’s ID and Password, you can use 
 the Admin function at the bottom of your web site  

 and then click on “Edit Meta Tags and SEO Text.”
3. Customize your free Landstar web site with 

information about your agency, your unique experience 
in the industry or your own photos by using the Admin 
function.

4. Get listed. 
 • There are a variety of online directories aimed 

 at your community, or target market, even industry 
 directories. Some are free, some charge a fee.

 • Be sure to use your agency name and list 
 yourself as an Independent Agency for Landstar or a 
 Landstar Independent Agent. Agencies with satellite 
 offi ces should represent that location by using one of 
 the approved Agency Sales Representative titles in 
 the listing.

5. Contribute to industry blogs and/or forums. 
 •  Just be sure it’s clear that your opinions are your 

 own as an independent agent and that your 
 opinions do not represent those of Landstar. Contact 
 Landstar Corporate Communications if you have any 
 questions about how to word the disclaimer.

6. Network in your industry or your area by going to 
meetings or using web-based social media sites such as 
LinkedIn.

7. Publish an informative newsletter either online, 
distributed via email or printed. 

 • Just be sure to clear it with Corporate 
 Communications fi rst. And never violate copyright 
 laws by lifting an article from another publication or 
 web site without express permission.

8. Conduct a webinar for your customers on a service 
they are not currently purchasing from you. Ask your 
region management for help.

9. Join and participate in relevant professional 
organizations such as the local traffi c club or an 
association related to an industry you serve.

10. Become a guest speaker at the next club meeting 
whether it’s the Rotary Club or your local Chamber of 
Commerce. Speak about your industry, company or 
share your market expertise. Just be clear that you’re 
speaking on behalf of your agency, not on behalf of 
Landstar.

11. Organize a networking event.
12. Volunteer work is a good way to network.
13. Cross-promote with others, at every opportunity.
 • Work with other Landstar agents who specialize 

 in services that are new to you.
14. Create an elevator pitch and tell everyone you 

meet about your business using your elevator pitch.
OUTBOUND MARKETING

Outbound marketing ideas focus on reaching out to 
new customers.

1. Do at least one marketing activity EVERY day.

FREE (OR NEARLY FREE) 

MARKETING 
IDEAS FOR 2011

Success  
recognizes 
awarding  
winning  
customers.

Success is there  
celebrating with 

the winner of the  
Landstar/Peterbilt  

Deliver to Win 
Truck Giveaway.
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In June, billions of 
people worldwide 
watched a celestial 
event that rarely 
happens: a total lunar 
eclipse.

A lunar eclipse occurs when the 
earth partially blocks the sun’s rays 
from striking the moon. But a total 
lunar eclipse occurs when the sun, 
Earth and moon are aligned in 
such a way that the Earth’s shadow 
completely covers the moon.

While there are at least two lunar 
eclipses every year, a total eclipse is 
less common. The last such eclipse 
was on July 16, 2000. After the 
event on June 15, the next total 
eclipse won’t take place until 
July 27, 2018.

Meanwhile, in Jacksonville, 
Florida, a rare celestial event also 
takes place annually during Landstar 
Appreciation Days. On one night, 
the stars are in alignment for one 
lucky Landstar business capacity 
owner (BCO) to win a new truck in 
the Landstar/Peterbilt Deliver to 
Win Contest.

On the 27th day of the fi rst 
month of 2011, the proud winner 
of a 2012 Peterbilt 386 was Greg 
DeBoer. DeBoer’s good fortune was 
purely the luck of the draw. He not 
only beat the odds, but the timing, 
like a total lunar eclipse, occurred 
in a way that won’t be seen again 
for a very long time, if ever. Best 

of all, no telescope was required. 
A full audience observed the entire 
phenomenon with their very 
own eyes.

DeBoer and four other BCOs 
in the drawing were called to the 
stage. Each driver, without looking, 
pulled a numbered ping pong ball 
from a raffl e drum. To the surprise 
and delight of the audience, the 
balls were drawn in sequential 
order – 1, 2, 3, 4 and 5.

“Now that’s something you rarely 
see,” said DeBoer afterwards. 
“The odds of that happening were 
probably astronomical.”

The timing may have been a 
coincidence, but now DeBoer had to 
guess which gift-wrapped box had 
the truck keys inside. There were fi ve 
boxes in all. Each contest fi nalist, 
according to the number on their 
ping pong ball, selected their box of 
choice. Only one box held the keys 
to the real Pete, the others contained 
a replica toy truck. DeBoer went 
with box “D.” Did it have something 
to do with destiny?

“My last name starts with a ‘D,’ 
I fi gured that I couldn’t go wrong 
there,” DeBoer presciently said.

Moments later, DeBoer lifted up 
his box and found himself in seventh 
heaven – wait no he didn’t. At fi rst, 
he was too busy looking at what the 
other BCOs had won.

“Instead of paying attention to 
my box, I looked to my left and my 

right to see if someone else had 
the keys,” said DeBoer. “I said to 
myself: ‘He’s got a model… he’s got 
a model… he’s got a model… he’s 
got a model… hey, I’ve got keys!’ 
So my reaction was off a bit.”

Then, as he accepted 
congratulations from well wishers, 
DeBoer shook so many hands that 
eventually his began to hurt.

“Yeah, but it’s a good hurt,” he 
chuckled. “This is awesome… just 
awesome.”

But DeBoer’s phenomenal run of 
luck was just starting. He also held 
the winning ticket for a $100 prize 
in another giveaway. 

“This is the fi rst time I’ve ever 
been to Landstar Appreciation Days, 
so the stars must be in alignment 
tonight,” said DeBoer. “But I don’t 
have any more tickets, so I can’t win 
anything else.”

Yes, there’s defi nitely a higher 
power at work when you win a 
brand new truck and the name of 
your company just happens to be 
WPF Transport. The initials WPF 
stand for “When Pigs Fly” – a 
fi gure of speech used to describe 
something impossible. 

“I had planned to work with 
another driver as a team and it 
didn’t work out, but the name 
stuck,” said DeBoer.

Before DeBoer could take the Pete 
on the road, he had to sell his old 
truck and add some accessories to 

PERFECT 
ALIGNMENT
GREG DEBOER WINS 
THE 2011 LANDSTAR/PETERBILT 
TRUCK GIVEAWAY

“INSTEAD OF 
PAYING ATTENTION 
TO MY BOX, I 
LOOKED TO MY LEFT 
AND MY RIGHT TO 
SEE IF SOMEONE ELSE 
HAD THE KEYS. ”
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delivers  

advice on  
protecting  
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TAKE A STAND 
FOR YOUR 
HEALTH

Are you sitting down? Here comes 
the bad news. If you spend hours 
every day sitting, whether it’s at a 
desk in front of a computer or behind 
the wheel running down the road, 
you’re killing yourself. A growing body of 
research shows that people who sit for most of the day 
are far more likely to die of a heart attack, regardless of 
how much they exercise or how well they eat.

The most recent study, from the research journal 
Medicine & Science in Sports & Exercise, found that 
people who sit for long stretches are 54 percent more 
likely to die of a heart attack – even if they exercise 
regularly when they are not sitting.

Research points to a key enzyme in your muscles called 
lipoprotein lipase (LPL). This enzyme helps maintain your 
good HDL cholesterol and works to keep your heart-
threatening triglycerides, blood pressure and blood 
sugar at healthy levels. According to Marc Hamilton, 
Ph.D., LPL breaks down fat in the bloodstream and 
turns it into energy. Sitting reduces the amount of LPL, 
thereby increasing your risk of heart disease. Hamilton 
is a physiologist and professor at one of the nation’s 
leading obesity research centers, Pennington Biomedical 
Research Center in Baton Rouge, Louisiana. As he 
explains it, the amount of time you exercise and the 
amount of time you spend sitting are completely separate 
factors for heart-disease risk. 

That’s not to suggest that you should hang up your 
running shoes. However, it does mean a lifestyle change.   

“The more non-exercise activity you do,” says 
Hamilton, “the more total time you spend on your 
feet and out of your chair, that’s the real cure.”

So, what’s a “chair-potato” to do? 
Walk and Talk. Never sit when you talk on the phone. 

Pace or, at least, stand up. Just standing increases your 
exertion level. When the phone rings, take it as a sign 
it’s time to stand up again.

Take Two. Experts already recommend a break every 
hour to anyone working on a computer in order to 
avoid eye strain. Now, it’s recommended that you give 
your eyes and your derriere a rest by taking two breaks 
per hour. 

Get Some Face Time. Instead of calling or sending 
an email to your co-worker down the hall, get up and 
go see them in person.

While there are actually desks designed for standing 
and even treadmill desks that allow you to walk and 
work, they’re not for everyone. If your offi ce is in the 
cab of a truck, standing up or walking down the hall 
during your shift is not an option. But there are other 
alternatives for truck drivers.

Just Wait. The next time you’re standing around 
waiting to load or unload your trailer, do just that – stand 
around! Don’t go sit in the shipper’s break room. Instead, 
stand up or, better yet, walk around or stretch your 
hamstrings which tighten when you sit.

Resist. Isometric exercises involve muscular contractions 
and resistance without movement. If you’re safely parked, 
but forced to wait in your seat, try squeezing your glute 
or abdominal muscles, then hold for a few seconds 
before releasing. It may not sound like much, but it’s 
something to engage your muscles.

And no matter where you spend your leisure time – on 
the road or at home – don’t log those precious few hours 
on your tush. If you like to relax by watching movies or a 
ballgame on TV, consider multi-tasking. Instead of being 
a bench warmer, stand up and stretch or warm-up like 
you’re on deck. Even better, turn off the tube. Almost 
anything you do is better for you. So take a stand for 
your health. 
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Island (large)	 4.5 x 9.5
Inside Front Cover     	7.875 x 10.5
Inside Back Cover     	 7.875 x 10.5
Back Cover     	 7.875 x 10.5

Extend 1/4” beyond trim for bleeds

inches



successthe road toi n s e r t i o n  o r d e r

Landstar System, Inc.
13410 Sutton Park Drive South
Jacksonville, Florida 32224

Corporate Communications
phone: 904-390-1305  
fax: 904-390-1325  
dtempleton@landstar.com

The Road to Success
Insertion Order
Advertiser:________________________________________________________________________________________________

Agency: ___________________________________________________________________________________________________

Contact: __________________________________________________________________________________________________

Address: __________________________________________________________________________________________________

City: _____________________________________________________  State: _________________________________________

Phone: ___________________________________________   Fax: __________________________________________________

Email: ____________________________________________________  P. O. Number: __________________________________

Comments:/Conditions:
__________________________________________________________________________________________________________

___________________________________________________________________________________________________________

Please Sign and fax to:  904-390-1325

I agree to all the terms of the rate sheet and this contract as they apply to this advertisement placement.

Authorizing Signature: _____________________________________ 

Title: ______________________________________ 

Date: _______________________

Please check your 
dates, size and frequency:

❑ December 2011
❑ June 2012
❑ December 2012

                                         1x           2x
❑  Full Page		  $2,500    $4,500
❑  2-Page Spread	 $4,000    $7,000
❑  Half Page		  $2,020    $3,900
❑  Island (small)		 $1,500    $2,250
❑  Island (large)		 $2,000    $3,200
❑  Inside Front Cover	 $4,000    $7,000
❑  Inside Back Cover	 $4,500    $8,000
❑  Back Cover		  $4,600    $8,250

Ad Rate Ad Size
❑  Full Page	 7.875 x 10.5
❑  2-Page Spread	 15.75 x 10.5
❑  Half Page	 6.875 x 4.75
❑  Island (small)	 4.5 x 4.75
❑  Island (large)	 4.5 x 9.5
❑  Inside Front Cover     	7.875 x 10.5
❑  Inside Back Cover     	7.875 x 10.5
❑  Back Cover     	 7.875 x 10.5 

Extend 1/4” beyond trim for bleeds

inches


