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EDITORIAL
Gender Medicine, the official peer-reviewed journal of the Partnership 
for Gender-Specific Medicine at Columbia University, focuses on the 
impact of sex and gender on normal human physiology, and the patho-
physiology and clinical features of disease. The journal serves an inter-
national multidisciplinary audience in a mixture of academic and clinical 
practice settings.

Specifically, Gender Medicine seeks to publish reports of original scien-
tific investigations that use biological sex and/or gender as a significant 
variable in the experimental protocol. These include research that reports 
significant differences in the normal function of males and females; 
identifies differences in the pathophysiology of disease as a function of 
biological sex/gender; evaluates the efficacy of therapeutic interventions 
as a function of sex/gender; develops protocols that translate the results 
of gender-specific investigations into clinical practice.
Gender Medicine welcomes original reports and review articles from the 
entire spectrum of clinical disciplines devoted to the study of the human 
condition as it relates to both biological sex and the broader concept of 
gender. In addition, the journal encourages scholars in disciplines such 
as anthropology, sociology, psychology, and other allied sciences to 
consider contributions to the journal.

The journal offers:
•	 In-depth peer-review in 3-4 weeks
•	 MEDLINE indexing
•	 Availability to subscribers of ScienceDirect
•	 Preprint and reprints
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Editors and the owner of the journal from and against any loss, expense, 
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that its advertisements comply with all applicable laws, rules and 
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File Formats Preferred format is PDF/Acrobat 4.05 or later set for compatibility with PDF ver-
sion 1.3 (Acrobat4); PDF/X-1a; EPS; TIFF. All high-resolution images and fonts 
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resolution specifications: Grayscale and color images: 300 dpi; Combination 
Grayscale and Color images: 500-900 dpi; Line art (Bitmap) images: 900-1200 
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Page Layout Supply as single page files only, Right Reading, Portrait Mode, 100% Size, No 
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sides. Keep live matter _” from trim edges. Crop marks and SWOP color bars 
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Coverage (TAC) not to exceed 300% for the darkest area of an image. Spot 
Colors are to be identified using the standard Pantone naming convention 
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both PMS 201CV and PMS 201CVC).

Media/Delivery CD-ROM/ISO-9660 Format or DVD. All media must be labeled with the follow-
ing: Journal Title, Volume # & Issue Date, Advertiser, Agency Name, Agency 
Contact & Phone Number. Attach printout of CD contents.

Proofs All proofs must be produced from the final file submitted. Proofs must be 
imaged at 100% scale and in accordance with SWOP specifications. All color 
ads require a SWOP-certified contract color proof, which includes a SWOP 
proofing bar. For a list of current SWOP-approved proofs visit www.swop.org/
certification/. For a list of approved devices click on Certified Systems 2004-
2005 or Certified Systems 2006+. Proofs generated from any of the approved 
devices are acceptable. Desktop inkjet printer proofs do not meet SWOP 
specifications. Elsevier cannot guarantee color match unless acceptable proof 
is provided. Revised proofs must be supplied whenever a text or design change 
is made. ANY alteration to a file will require output of a new proof at cost to the 
customer. All black & white or grayscale ads supplied require 100% size lasers 
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Note Corrections to digital ads previously submitted are limited to minor text chang-
es, provided certain conditions are met. Revised files must be supplied in the 
case of major text or design changes.  For more information regarding digital ad 
submission, see the full Elsevier Digital Ad Specifications or contact Ad Sales 
Services.
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1.	 Applicability
These terms and conditions shall apply to all offers, proposals and agreements made between 
Elsevier and any third party or its agent (“the Client”) relating to the products and/or services of 
Elsevier (“the Products and/or Services”) and, along with the relevant Elsevier order acknowl-
edgement, shall form the entire agreement between the parties (the “TC”). They supersede any 
previous supply terms and conditions. For the purposes of the TC ‘Elsevier’ shall mean the 
company within the Elsevier group that is providing the Products or Services as set out on the 
Elsevier order acknowledgement or invoice. Where general terms and conditions of business 
are proposed by the Client, these shall not apply and the TC will prevail. Any variation to the TC 
and any representations about the Products and Services shall have no effect unless expressly 
agreed in writing and signed by an authorised signatory of Elsevier. Nothing in the TC will exclude 
or limit Elsevier’s liability for fraudulent misrepresentation. Where Products are sold to the Client 
that contain third party product or software such a sale may be subject to additional license 
terms.
2.	 Offer and acceptance/ Description
Each order for the Products and Services by the Client from Elsevier shall be deemed to be an 
offer by the Client to purchase the Products and Services subject to the TC. No order placed 
by the Client shall be deemed accepted until a written acknowledgement of order is issued by 
Elsevier or (if earlier) Elsevier delivers the Products or issues the invoice to the Client or com-
mences performance of the Services for the Client. All product orders are accepted subject to 
availability. Unless otherwise expressly agreed by Elsevier in writing, Client represents and war-
rants that it is purchasing Products or Services from Elsevier for its own account and use (or if 
the Client is an agent, for the account and use of no more than one principal) and not on behalf 
of any other person or entity. Elsevier shall use commercially reasonable efforts to comply with 
descriptions of the Products and Services agreed by both parties in the relevant order, including 
such things as format, printing processes, technical design, size and kind of address file, weights 
and the like. All drawings, descriptive matter, specifications and advertising issued by Elsevier 
and any descriptions or illustrations contained in Elsevier’s catalogues or brochures are issued or 
published for the sole purpose of giving an approximate description of the Products and Services 
described in them. They will not form part of the TC. Publishing errors, including, but not limited 
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tics of the Products and Services, cannot be considered a reason for rejecting delivery or, as the 
case may be, modifying the agreed price.
3.	 Execution and modification of the order
Any modifications to the agreed product or service description, budget or schedule, as set out in 
the order acknowledgement, may result in an adjustment to the final price and/or delivery sched-
ule at Elsevier’s discretion If, at the request of the Client, Elsevier renders additional Services 
in connection with the performance of the TC, Elsevier shall act in the name of, to the account 
of, and at the risk of the Client. Any dates specified by Elsevier for delivery/performance of the 
Products and Services are intended to be an estimate and time for delivery/performance shall 
not be made of the essence by notice. If no dates are so specified, delivery/performance will be 
within a reasonable time.
4.	 Rates and prices
Unless otherwise agreed by Elsevier in writing the price/rates for the Products and Services shall 
be those set out in Elsevier’s current price/rate list (whether print or online). All such prices/rates 
shall be exclusive of any handling, packing, loading, freight, transport and insurance charges 
unless otherwise agreed in writing, and shall also be exclusive of any taxes, import duties or 
other levies imposed on the sale or import of the Products or Services by local or national author-
ities, which shall be charged by Elsevier as appropriate.  Where applicable, Client shall provide to 
Elsevier Client’s VAT registration number at the time of placing its order. 
5.	 Payment
Unless otherwise agreed in writing, payments shall be effected within thirty (30) days of the 
invoice date in the currency invoiced. Time for payment shall be of the essence. Elsevier may set 
and vary credit limits for any Client account and shall be entitled to refuse to supply any Client 
who has exceeded its current credit limit. Legal and beneficial title in any tangible Products sup-
plied by Elsevier to the Client shall remain with Elsevier until Elsevier has received in full (in cash 
or cleared funds) all sums due to it in respect of the Products and all other sums which are or 
which become due to Elsevier from the Client on any account. For the avoidance of doubt no 
intellectual property rights in any Elsevier Products shall transfer to the Client. Products shall be 
at the Client’s risk as from delivery. The Client shall make all payments due under the TC without 
any deduction whether by way of set-off, counterclaim, discount, abatement or otherwise unless 
the Client has a valid court order requiring an amount equal to such deduction to be paid by 
Elsevier to the Client. From the due date of the invoice to the date of payment in full, interest 
at the rate of 1% may be charged to the Client on a monthly basis for any sums outstanding, 
together with any collection fees incurred by Elsevier.  If the Client wishes to dispute any invoice 
(or part), the Client shall, as soon as reasonably practicable, but no later than the due date of 
such invoice, send full details of such dispute to Elsevier in writing.  The Client shall remain 
liable for any undisputed part of such invoice. Elsevier shall be entitled, at any time, to demand 
payment in advance and may suspend performance of its obligations arising from the TC until 
such advance payment has been received. Where the Client is indebted to Elsevier for any other 
Product or Service under any other order, Elsevier reserves the right to withhold supply of the 
Products or Services under the current order until any outstanding monies are fully paid.  Elsevier 
shall be entitled to apply any monies received by the Client, to clear any of the Client’s outstand-
ing debts to Elsevier.
6.	 Intellectual property
Copyright and other intellectual property rights to all Elsevier proposals, publications and other 
Products and or Services shall remain with Elsevier unless agreed otherwise in writing. The rights 
granted by Elsevier are restricted to use solely by the Client and may not be assigned, transferred 
or sublicensed without the prior written permission of Elsevier. The rights granted by Elsevier 
are non-exclusive and for the purpose expressly agreed upon. Any other use shall require the 
prior written permission of Elsevier. The Client shall not acquire any intellectual property rights in 
the Products. No part of the Elsevier proposals, publications or Products may be stored in any 
automated data file and/or reproduced, whether electronically, mechanically, by photocopying, 
recording or in any other manner or form, without the specific prior written permission of Elsevier.
7.	 Liability and claims
TO THE MAXIMUM EXTENT PERMITTED BY RELEVANT LAWS (i) Elsevier shall not be liable for 
any of the following losses which may arise by reason of any breach of this TC or any implied 
warranty, condition or other term, any representation or any duty of any kind imposed on Elsevier 
by operation of law: (a) any loss of anticipated profits or expected future business; (b) damage 
to reputation or goodwill; (c) any damages, costs or expenses payable by Elsevier to any third 
party; (d) loss of any order or contract; or (e) any loss that was not foreseeable by the Client and 
Elsevier at the time this TC was entered into; or (f) any loss not caused by any breach on the 
part of Elsevier; AND (ii) NEITHER PARTY SHALL BE RESPONSIBLE FOR death OR PERSONAL 
INJURY EXCEPT THAT RESULTING FROM ITS OWN NEGLIGENCE OR WILFUL INTENT OR 
THE NEGLIGENCE OF ITS EMPLOYEES OR OTHERS FOR WHOM THE PARTY IS LEGALLY 
RESPONSIBLE. NOTHING IN THE TC SHALL BE CONSTRUED AS CREATING AN OBLIGATION 
TO INDEMNIFY THE OTHER PARTY AGAINST THE OTHER PARTY’S OWN NEGLIGENCE. 
ELSEVIER’S LIABILITY FOR ANY OTHER LOSS IMPUTABLE TO IT SHALL IN ANY EVENT 

BE LIMITED TO THE INVOICE VALUE OF THE PART OF THE TC TO WHICH THE LIABILITY 
ARISES. TO THE MAXIMUM EXTENT PERMITTED BY RELEVANT LAWS ELSEVIER EXPRESSLY 
EXCLUDES ANY LIABILITY FOR BREACH OF ANY IMPLIED OR EXPRESS WARRANTY OF 
AS TO MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE. NOTHING IN THIS 
CONTRACT SHALL LIMIT THE CLIENT’S EXISTING LEGAL OR STATUTORY RIGHTS WHERE 
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If by reason of labor dispute, strikes, inability to obtain labor or materials, fire or other action of 
the elements, accidents, power or telecommunications failure, customs delays, governmental 
restrictions or appropriation or other causes beyond the control of a party, such party is unable to 
perform in whole or in part its obligations set forth in this TC, then such party shall be relieved of 
those obligations to the extent it is thereby unable to perform, and such inability to perform shall 
not make such party liable to any other party. The party subject to an event of force majeure shall 
use good faith efforts to comply as closely as possible with the provisions of this TC and to avoid 
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9.	 Advertising & Reprints 
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electronic form (or such other form as specified by Elsevier) and within the relevant deadline set 
by Elsevier (the “Closing Date”). Where copy is received late or not at all, although Elsevier will 
endeavour to do so, Elsevier may not be able to arrange for such copy to be published on the 
agreed date or for the agreed period. Payment for the campaign will however be required in full. 
When change of copy is not received before the Closing Date, copy run in previous issue may be 
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any civil or criminal laws, rules or regulations or industry codes or any rights of any third parties 
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or regulation or industry code or if Elsevier is directed to do so by any law enforcement agency, 
court or government agency; (3) are the subject of a claim asserted by an entity with respect 
to its trademarks, trade names, service marks or other proprietary rights or (4) are otherwise 
objectionable to Elsevier. In such event, Elsevier may either (i) publish alternative Advertising 
Content in consultation with the Client or (ii) refund to Client a pro rata portion of the fee which 
Client has paid to Elsevier for display of the Advertising Content (if Client has paid Elsevier a flat 
fee). Elsevier will not be liable for the timely appearance or accuracy of any advertisement sup-
plied by the Client. Elsevier may terminate this TC at any time in the event of a breach of this TC 
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for a series of advertisements has been given a discounted rate for volume by Elsevier, and the 
Client does not order the quoted volume, Elsevier shall be entitled to re-calculate the price for 
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10.	 Cancellations & Returns
Without prejudice to any rights the Client may have under statute as a consumer, if the Client 
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governed by the law of the corporate domicile of the Elsevier company which is providing the 
Products or Services. The parties agree to submit to the exclusive jurisdiction of the courts of 
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Elsevier in enforcing or partially enforcing any provision (or prosecuting any breach) of the TC will 
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