
Franchisee Advertising Program

The following is just a sample of the publications and websites you can receive discounted 

rates from. Others include Architectural Digest, duPont Registry, Food & Wine and many 

more. Most publications offer regional rates so you can focus your advertising to specific 

geographical areas. Call Sky Advertising for a full list.

High Quality Advertising at your Fingertips

The Better Homes and Gardens Real Estate franchisee advertising program allows brokers and agents to
place advertising in top publications and websites at discounted rates. Brokers and agents can also take
advantage of professional ad design and insertion of the approved ad through Sky Advertising.

Our goal is to provide you with opportunities to reach a multitude of consumers whether they are located
in your marketplace, across the country or around the globe. The Franchisee Advertising Program provides
you the ability to geo-target with affordable options in media vehicles which attract and deliver sophisticated,
upscale impressions.

Please review the exceptional publications on the following pages and call Sky Advertising to create your
own marketing plan to fit your budget.

Placing High Quality Advertising in Top Publications: 4 Easy Steps
• Call or Email Phil Kaminowitz at Sky Advertising to discuss your advertising needs.

212-677-2713  or  Phil@skyad.com

• Phil will work with you to design a high quality ad following brand guidelines. All property photos 
submitted for advertising must be a minimum of 300dpi, hi-resolution, 1290x950 pixels.

• Phil will send an electronic proof for your approval.

• Upon approval, Phil completes the insertion of the ad directly with the publication.

Phil Kaminowitz
Sky Advertising

212-677-2713 or Phil@skyad.com



Franchisee Advertising Program

Robb Report Home & Style 
With Robb Report Home & Style, we further our mission of 
showcasing luxury real estate in the world’s most desirable 
destinations by expanding our coverage of interior design, 
architecture, and the latest in home furnishings.

Our magazine is aimed at a highly affl uent readership that travels 
widely, owns multiple vacation homes around the world, and 
has a refi ned sense of style and design. Packaged six times 
per year with the Robb Report, Robb Report Home & Style 
will be delivered to subscribers along with placement in select 
newsstands and airport locations.

SIZE COLOR COST

Full Page Full Color $2,495
½ Page Full Color $1,650

 Page Full Color $400

2015 RATES

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Circulation:  80,000+ 
*Average HHI:  $595,000 
*Average Liquid Assets:  $1,600,000 
*Average Value Primary Residence:  $711,000 

 ISSUE  DELIVERED IN  DEADLINE

Mar/Apr February December 15, 2014
May/June April February 27
July/Aug June April 30
Sept/Oct August June 30
Nov/Dec October August 28
Jan/Feb December October 30

2015 CLOSING DATES

Robb Report Collection
Best Buyers, Best Sellers, Best Properties. With a focus on collecting, artisans and craftsmen, 
luxury travel and recreational experiences, Collection appeals to wealthy enthusiasts 
(specialty automobiles, motorcycles, driving, boating, fi shing, hunting, collecting, playing, and 
more). Advertising includes manufacturers, retailers, and service providers, as well as artists, 
craftsmen and boutique fi rms who serve high end consumers directly. This publication is 
distributed as a supplement to Robb Report to subscribers and newsstands.

SIZE COLOR COST

Full Page Full Color $2,495
½ Page Full Color $1,650

 Page Full Color $400

2015 RATES

*Source: MMR Prototype 2013

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Distribution:  85,000+

 *Average HHI:  $595,000

 *Average Liquid Assets:  $1,600,000

 *Average Value Primary Residence:  $711,000
ISSUE DELIVERED ON DEADLINE

February January December 2, 2014
April March January 30
June May March 31
August July May 29
October September July 31
December November September 30

2015 CLOSING DATES

*Source: MMR Prototype 2013
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Robb Report International Editions
Robb Report magazine in the U.S. has been published for over 30 years. The name “Robb Report” was conceived 
from its founder - Robert “Robbie” White. Emerging as the newsletter of the club owners and collectors of Rolls-
Royce in the United States, it eventually became the Robb Report luxury lifestyle magazine. To date, Robb Report 
has been named by the leading producers of goods and services category of “luxury” as the most authoritative 
publication in the world, as evidenced by the numerous references to the magazine in the mainstream media.

Robb Report international editions have been published since 2004 and is the only project of the American edition, 
which goes beyond the United States.

Robb Report international editions are a guide to the world’s highest standards, designed for the most discerning 
and sophisticated readers. Touching on a particular topic, we know that most of our readers are experts - not only in 
their professional lives, but in their hobbies.

   MATERIALS
ISSUE   DUE

March   January 2
April   February 2
May   March 2
June   April 1
July   May 1
August   June 1
September  July 1
October   August 3
November  September 1
December  October 1
January 1, 2016  November 2
February 1, 2016  December 1

2015 CLOSING DATES

EDITION CIRCULATION COST FREQUENCY

China 145,600 $39,200 12x
Russia 22,000 $18,800 10x
India 25,000 $11,800 12x
Brazil 40,000 $25,300 12x
Vietnam 10,000 $5,300 12x
Arabia 15,000 $8,850 12x
Turkey 15,000 $11,100 12x
Kazakhstan 10,000 $13,650 11x
Spain 30,000 $17,100 6x

2015 RATES
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The Wall Street Journal
Through constant innovation, brand investment and inspiration, 
The Wall Street Journal remains the global authority for news and 
information. The Journal continues to be the leading environment for 
luxury home clients to connect with the world’s most affl uent home-
buying audience. With the launch of Mansion, The Journal’s bold, new 
real estate section, they are able to further strengthen their brand, 
expand visibility and deliver their message with more resounding 
results through new and exciting content alignment opportunities. The 
advertising in Mansion reaches the homes of The Journal’s affl uent, 
global audience.

ZONE PRICE RATE* FULL PAGE 1/2 PAGE 1/4 PAGE 2 INCH 3 INCH 4 INCH 6 INCH

Chicago $81.71 $7,619 $4,216 $2,353 $163.42 $245.13 $326.84 $490.26
Eastern $389.44 $36,311 $29,095 $11,216 $778.88 $1,168.32 $1,557.76 $2,336.64
Florida $82.58 $7,699.76 $4,261.13 $2,378 $165.16 $247.74 $330.32 $495.48
Midwest $309.32 $28,841 $15,961 $8,909 $618.64 $927.96 $1,237.28 $1,855.92
National $485.44 $45,263 $25,049 $13,981 $970.88 $1,456.32 $1,941.76 $2,912.64
New York $184.85 $17,235 $9,538 $5,324 $369.70 $554.55 $739.40 $1,109.10
Northeast $196.22 $18,296 $10,125 $5,651 $392.44 $588.66 $784.88 $1,177.32
N. California $94.03 $8,767 $4,852 $2,708 $188.06 $282.09 $376.12 $564.18
Southern $139.41 $12,999 $7,194 $4,015 $278.82 $418.23 $557.64 $836.46
S. California $127.00 $11,842 $6,553 $3,658 $254.00 $381.00 $508.00 $762.00
Western $225.48 $21,024 $11,635 $6,494 $450.96 $676.44 $901.92 $1,352.88
Asia $74.74 $6,969 $3,857 $2,153 $149.48 $224.22 $298.96 $448.44
Europe $91.27 $8,510 $4,710 $2,629 $182.54 $273.81 $365.08 $547.62
Global $651.45 $60,741 $33,615 $16,808 $1,302.90 $1,954.35 $2,605.80 $3,908.70

2015 RATES

CIRCULATION & DEMOGRAPHICS: TOTAL OUTREACH

WSJ Global edition circulation:  1,624,073

Global audience:  3.7 million

Geographic Distribution:  US, Europe, Asia

Readership:  3,615,483

Male/Female Skew:  69% Male / 31% Female

Average HHI:  $257,100 (US)

 $334,000 (Asia)

 $335,000 (Europe)

Average Age:  51
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The New York Times Magazine
Published weekly. Today’s most infl uential and entertaining writers offer 
the in-depth narratives, trendy stories, and opinionated essays that are 
the heart of The New York Times Magazine. A portion of the magazine 
is dedicated to luxury real estate, and that section is aptly titled Luxury 
Homes & Estates. Every Sunday, this portion of the magazine has 
showcased luxury properties of all types, from the country’s most 
exquisite homes.

SIZE COLOR COST

Full Page Full Color $33,543
½ Page Full Color $17,701
⅜ Page Full Color $13,210
¼ Page Full Color $8,851
¹⁄6 Page Full Color $5,945

2015 RATES

CIRCULATION & DEMOGRAPHIC: 
TOTAL REACH

Circulation Sundays:  1,217,201

Readership: 2,450,000 

Male/Female Skew:
 Male 50.8%  /  Female: 49.2%

Average HHI:  $175,798

Median Age:  55

SIZE COLOR COST

 Page Horizontal Color Ads $2,235*

Runs every Sunday in the New York Times 
Magazine. 

DEADLINE: 45 days before publication date.
*More often than not these ads come with a deal i.e. 
buy two get a third ad free. Buy one get a second ad at 
half price. These “deals” do not have to run at the same 
time but can be spread over different weeks.

2015 LUXURY PROPERTY SHOWCASE RATES
October 26,  2014
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Late EditionToday, partly sunny skies, coolerthan the past few days, high 58. To-night, clear to partly cloudy, low 45.Tomorrow, sun, then clouds, high56. Weather map is on Page B17.

$2.50

By JEREMY W. PETERSIn the final days before theelection, Democrats in the closestSenate races across the South areturning to racially charged mes-sages — invoking Trayvon Mar-tin’s death, the unrest in Fergu-son, Mo., and Jim Crow-era seg-regation — to jolt African-Ameri-cans into voting and stop a Re-publican takeover in Washington.The images and words they areusing are striking for how overtlythey play on fears of intimidationand repression. And their sourceis surprising. The effort is beingled by national Democrats andtheir state party organizations —not, in most instances, by theshadowy and often untraceablepolitical action committees thattypically employ such provoca-tive messages.In North Carolina, the “superPAC” started by Senator HarryReid of Nevada, the majorityleader, ran an ad on black radiothat accused the Republican can-didate, Thom Tillis, of leading aneffort to pass the kind of gun lawthat “caused the shooting deathof Trayvon Martin.”In Georgia, Democrats are cir-culating a flier warning that vot-ing is the only way “to preventanother Ferguson.” It shows twoblack children holding cardboardsigns that say “Don’t shoot.”The messages are coursingthrough the campaigns like a rip-tide, powerful and under the sur-face, largely avoiding televisionand out of view of white voters.That has led Republicans to ac-cuse Democrats of turning torace-baiting in a desperate bid towin at the polls next Tuesday. “They have been playing onthis nerve in the black communi-ty that if you even so much aslook at a Republican, churcheswill start to burn, your civil rightswill be taken away and youngblack men like Trayvon Martinwill die,” said Michael Steele, aformer chairman of the Repub-lican Party. “The reality of it is,the Democrats realize that theirmost loyal constituency is not asloyal as they once were.” Democrats say Republicansneed to own their record of pass-ing laws hostile to African-Ameri-can interests on issues like votingrights. The decision to use suchovert appeals reflects just howmuch they are relying on blackvoters in the states in the oldConfederacy, where key Senateraces could decide which partycontrols the chamber. Democrats are defending vul-nerable incumbents in Arkansas,Louisiana and North Carolina.And if they lose more than one of 

FROM DEMOCRATS,
ELECTION FOCUS
ON RACIAL SCARS

COURTING BLACK VOTERS
Attempt to Hold SenateIs Seen by the G.O.P.as Race-Baiting

Continued on Page A19

By BEN PROTESS and JESSICA SILVER-GREENBERGIt would be the Wall Streetequivalent of a parole violation:Just two years after avoidingprosecution for a variety ofcrimes, some of the world’s big-gest banks are suspected of hav-ing broken their promises to be-have.
A mixture of new issues andlingering problems could violateearlier settlements that imposednew practices and fines on thebanks but stopped short of crimi-nal charges, according to lawyersbriefed on the cases. Prosecutorsare exploring whether tostrengthen the earlier deals, thelawyers said, or scrap them alto-gether and force the banks toplead guilty to a crime.That effort, unfolding separate-ly from a number of well-knowninvestigations into Wall Street,has ensnared several giant banksand consulting firms that untilnow were thought to be in theclear.

Prosecutors in Washingtonand Manhattan have reopened aninvestigation into Standard Char-tered, the big British bank thatreached a settlement in 2012 overaccusations that it transferredbillions of dollars for Iran andother nations blacklisted by theUnited States, according to thelawyers briefed on the cases. Theprosecutors are questioningwhether Standard Chartered,which has a large operation inNew York, failed to disclose theextent of its wrongdoing to thegovernment, imperiling thebank’s earlier settlement.New York State’s banking reg-ulator is also taking a fresh lookat old cases, reopening a 2013 set-tlement with the Bank of Tokyo-Mitsubishi UFJ over accusationsthat the bank’s New York branchdid business with Iran, accordingto the lawyers who were not au-thorized to speak publicly. The regulator, Benjamin M.Lawsky, the lawyers said, is ne-gotiating a new settlement dealwith the bank that, if it goesthrough, would involve a penaltylarger than the $250 million itpaid last year. Mr. Lawsky sus-pects that the bank initiallyplayed down the scope of itswrongdoing.
PricewaterhouseCoopers, theinfluential consulting firm thatadvised the Japanese bank on 

REPEAT OFFENSES
ARE SUSPECTED
ON WALL STREET 

CASES BEING REOPENED
Banks That Struck Dealsin Past May Be Forced

to Plead Guilty

Continued on Page B7

By MARK LANDLERWASHINGTON — One daythis month, as the nation shud-dered with fears of an Ebola out-break and American warplanespounded Sunni militants in Syria,President Obama’s national secu-rity adviser, Susan E. Rice, invit-ed a group of foreign policy ex-perts to the White House to hear

their views of how the adminis-tration was performing.She was peppered with cri-tiques of the president’s Syriaand China policies, as well as theWhite House’s delays in releas-ing a national security strategy, acongressionally mandated docu-ment that sets out foreign policygoals. On that last point, Ms. Ricehad a sardonic reply.“If we had put it out in Febru-

ary or April or July,” she said, ac-cording to two people who werein the room, “it would have beenovertaken by events two weekslater, in any one of those months.”At a time when the Obama ad-ministration is lurching from cri-sis to crisis — a looming ColdWar in Europe, a brutal Islamiccaliphate in the Middle East anda deadly epidemic in West Africa— it is not surprising that long-

term strategy would take a backseat. But it raises inevitable ques-tions about the ability of the pres-ident and his hard-pressed na-tional security team to manageand somehow get ahead of thedaily onslaught of events.Early stumbles in the govern-ment’s handling of the Ebola cri-sis as well as its belated response

Obama Could Replace Aides Bruised by a Cascade of Crises

Continued on Page A12

By SUSANNE CRAIGGov. Andrew M. Cuomo hasfaced intense scrutiny in recentmonths, including an investiga-tion by federal prosecutors, overhis management of a commissionthat he created to root out cor-ruption in New York politics, butprevented from examining hisadministration’s conduct andthen prematurely shut down.An analysis of Mr. Cuomo’shandling of an earlier investiga-tive commission, which highlight-ed the failures of electric compa-nies in the aftermath of Hurri-cane Sandy, reveals some of thesame hallmarks: interference, ef-forts to shield his administra-tion’s role and a sense that thegovernor had a clear idea at theoutset of what the commission

should conclude.His first use of the MorelandAct, which empowers governorsto investigate problems and rec-ommend solutions, focused heav-ily on the post-hurricane failuresof the Long Island Power Author-ity. A state-run utility, it had ahapless history and a fed-up cus-tomer base from the Rockawaysto the Hamptons.The storm, which devastatedmuch of the metropolitan area onOct. 29, 2012, left nearly one mil-lion customers without power onLong Island alone.The Moreland Commission, ap-pointed 15 days later, quickly ren-dered a harsh verdict: The au-

Cuomo Role in Storm InquiryForetold an Ethics Panel’s Fate

Continued on Page A26

BOB ADELMAN/CORBIS

The poet Galway Kinnell, above in 1984, who won a Pulitzer Prize and National Book Award in

1983, died Tuesday at his home in Sheffield, Vt. He was 87. Obituary, Page A29.

A Composer of Plain-Spoken Verses

By CAMPBELL ROBERTSONand JONATHAN MARTINNEW ROADS, La. — A poli-tician at a street fair is usually aninconvenience, an ordeal to beendured as he thrusts a flier atyour chest and a smile at yourface. But the silver-haired candi-date pushing his 1-year-old in astroller through the funnel-cakestands and craft booths at theharvest festival here did not haveto try so hard. The glad-handersrushed up to him.“I’d vote for you! I voted foryou plenty of times!” shouted

Mark Wells, 58, a retired stateemployee.
Edwin W. Edwards, 87, a four-term former governor and eight-year former federal inmate, isback on the trail, this time as along-shot Democratic contenderfor a House seat and salvation formagazine feature writers in adreary election year.For all his color, though, Mr.Edwards, the populist rogue who

embodied Louisiana politics fromthe 1960s to the 1990s, charmingone half of the state and mortify-ing the other, might as well be aghost.
The main political event thisyear, the Senate race, could notbe further removed from the Ed-wards era. No one here at theharvest festival was particularlyexcited about Senator Mary L.Landrieu, a three-term Demo-crat, or Representative Bill Cassi-dy, the Republican challengerwho will most likely face Ms.Landrieu in a runoff. A few said 

Colorful Rogues Make Way for National Issues

Continued on Page A18

STATES IN PLAY
Louisiana

The Pentagon will offer medical examsand health monitoring to service mem-bers and veterans exposed to chemicalwarfare agents in Iraq. PAGE A7

INTERNATIONAL A6-12
Chemical Exposure Checks

High school football seasons and games
are being canceled for lack of players.At some schools, fewer students want to

play than used to. Among those who do,
injuries are on the rise. PAGE B14 

SPORTSTHURSDAY B14-21When Football Ends Early

The central bank, led by Janet L. Yellen,
cut back on a stimulus but said interestrates would remain near zero. PAGE B1

BUSINESS DAY B1-13
Fed Wraps Up Bond-Buying 

Melissa Chiu, the new director of theHirshhorn Museum in Washington,plans to make it a showcase for experi-mental and international works. PAGE C1

ARTS C1-8

New Visions for the Hirshhorn

Missouri plans to investigate whetherdonations influenced decisions by its at-
torney general. 

PAGE A14

NATIONAL 

Scrutiny of a State’s Lawyer

Credit Suisse said it paid a hedge fundmanager by mistake. Now it can’t findthe money or the manager. PAGE B1

Bank Error: Collect $1.5 Million

The Egyptian Army began demolishinghundreds of houses on the Gaza borderto create a security buffer zone. PAGE A8

Egypt Razes Homes on Border

Gail Collins
PAGE A29

EDITORIAL, OP-ED A30-31

Bill de Blasio and his team have taken alead in trying to secure a Democraticmajority in the State Senate. PAGE A24

NEW YORK A24-28
Mayor’s Focus on Albany Races

With immigration reform stall-ed, support for Democrats amongLatinos has declined slightly,a poll shows. Page A19. 

A Small Latino Shift

A Missouri town’s police force needs“wholesale change,” Attorney GeneralEric H. Holder Jr. said. PAGE A13

Remaking Ferguson Police

U(D54G1D)y+[!&![!#!&

KANSAS CITY, Mo. Now he belongs to history,alongside Christy Mathewsonand Sandy Koufax, Bob Gibsonand Randy Johnson. The pan-theon of World Series pitchinggreats must welcomea new member. Madi-son Bumgarner burstinto the club with aperformance for theages in Game 7 of theWorld Series onWednesday.
Bumgarner, a longhaired,bearded left-hander from Hicko-ry, N.C., squeezed the life fromthe plucky Kansas City Royalswith fastballs, cutters and curve-balls slung sideways from an armthat had only two days’ rest.Bumgarner, 25, shut out theRoyals on two hits for the finalfive innings, preserving a 3-2 vic-tory for the San Francisco Giantsand clinching the team’s thirdchampionship in five seasons.Bumgarner, who beat theRoyals in Game 1 and fired ashutout in Game 5, was namedthe World Series most valuableplayer. Late Tuesday, he had dis-missed any concerns about pitch-

A Pitcher RisesTo the Moment,And Jaws Drop

Continued on Page B21

JOHN G. MABANGLO/EUROPEAN PRESSPHOTO AGENCY

Madison Bumgarner’s masterly pitching in Game 7 in Kansas City helped the Giants beat the Royals, 3-2, to win the World Series.

TYLER
KEPNER 

ON
BASEBALL 

A nurse who cared for Ebola patientswas preparing to challenge whetherMaine can quarantine her. PAGE A20

NATIONAL A13-22
Nurse May Fight Quarantine

C M Y K
Nxxx,2014-10-30,A,001,Bs-BK,E2_+The New York Times

Thursday Home Section - The New York Times is widely 
recognized as the most infl uential news source for many of 
the world’s most sophisticated and loyal readers. Today’s 
Times is more infl uential in more ways than ever, with sections 
devoted to everything from the arts and entertainment to 
sports and science, business and technology to dining and 
home design. “Home” is the section for home enthusiasts 
showcasing engrossing articles on architecture, design, 
furnishings, gardening, home improvement and real estate, as 
well as expert advice on living comfortably and stylishly.

SIZE COST

1 Column 1.8” W x 3” D $555

DEADLINE: 4 days before publication date.
Other sizes available. Please email phil@skyad.com 
for a quote.

2015 RATES

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Circulation:  680,905 

Geographic Distribution:  U.S. 

Readership:  3,815,000 

Male/Female Skew:  
 56.8% Male / 43.2% Female 

Average HHI:  $181,805 

Median Age:  47
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International New York Times
(formerly The International Herald Tribune)

The International New York Times is a sophisticated and comprehensive daily report 
for opinion leaders and business decision makers around the world. The mission of the 
International New York Times is to enhance the global community by creating, collecting 
and distributing high-quality news, information and entertainment. Its readers have levels 
of income and investments that can hardly be described as average - like the newspaper 
they enjoy reading, these levels refl ect their highly mobile and affl uent status. The 
International New York Times readers are people whose tastes tend toward the deluxe, 
leading active and upscale lifestyles.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Circulation:  220,472 

Geographic Distribution:  Europe, Asia, Pacific, Middle East, 
 N. Africa, Americas

Readership:  607,400 

Male/Female Skew: 76% Male / 24% Female Average 

HHI:  $367,700 (worldwide) 

Median Age:  55
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INSIDE TODAY’S PAPER

For better m
emory, think c

hocolate

A study shows that an antioxida
nt in

chocolate
appears t

o improve som
e

memory skills that
people los

e as they

age. nytim
es.com/science

Immigration act
ivists look t

o 2016

Amid their grow
ing disillusion

ment

over Pres
ident Oba

ma’s failure
to enact

immigration reform, activists
have

already begun to target H
illary

RodhamClinton. n
ytimes.com/politics

Listening t
o Taylor Sw

ift

Jon Caramanica and
Ben Ratliff dis

cuss

Taylor Sw
ift’s new album on Popcast,

The NewYork Times’s weekly pop

music podca
st. nytimes.com/music

AWorld Series
rock anthe

m

Many teams have use
d ‘‘Don’t Stop

Believin’,’
’ but only

the San Francisco

Giants ca
n get Steve

Perry, who sang

the hit for
Journey, t

o lead singalong
s at

their gam
es. nytimes.com/basebal

l

German banks sh
ow vulnerabili

ty

Acloser look
at theE.C

.B. audit s
howed

that only a
minority of b

anks are i
n a

position to
thrive, esp

ecially inG
ermany,

which is ofte
n cited as

amodel for th
e

rest of the
Continent

. BUSINESS, 14

Roger Cohe
n

A shadow has fallen
over thew

orld.

Fanaticism
feeds on frustratio

n; and

frustratio
n is widespread

because li
fe

formany is not
getting be

tter. OPIN
ION, 7

Ukraine vo
te backs lea

der

The appar
ent victor

y of pro-Eur
opean

political p
arties in Ukraine sol

idifies

the autho
rity of Preside

nt Petro O
.

Poroshen
ko. WORLDNEWS, 3

Extensive s
nooping in

U.S. mail

The Unite
d States Po

stal Servi
ce

reports th
at it appro

ved thousand
s of

requests t
o secretly

monitor mail of

ordinary Americans. W
ORLDNEWS, 8

DANIEL BEREHULAK FOR THE NEW YORK TIMES

IMPROVISING CARE Barmai Sayon, 2
3, lost her

husband and her 1-year
-old to Ebola in

Liber-

ia. She fou
ght and survived.

Health workers u
se guessw

ork and few tools. WORLDNEWS, 4

A trusted sou
rce for Ebo

la facts

Wikipedia’s
article ad

dressing the

disease ha
s had 17million page view

s in

the past m
onth. BUSINESS, 16Nurse to be

freed from
quarantine

The nurse
was held for three d

ays at a

New Jersey hospital d
espite hav

ing no

Ebola sym
ptoms. WORLDNEWS, 4

Netanyahu

to speed ne
w

building in

Jerusalem
JERUSAL

EM

BY ISABEL KERSHNER

AND JODI RUDOREN

Prime Minister Benjamin Netanyahu

announce
d on Monday that Israel

would fast-track
planning f

ormore than

1,000 new apartments in East Jerusa-

lem, a move that appe
ared to be calib-

rated to ap
peal to the

maximumnumber

of Israelis
while causi

ngminimumdam-

age to the
country internatio

nally.

But Mr. Netanyahu
’s announce

ment

was still like
ly to prom

pt strong
interna-

tional con
demnation at a time when Is-

rael’s relations
with Washington

are

already strained and further ig
nite Pal-

estinian ire. It was also probably
not

enough to satisfy the right-
wing politic-

al rivals it
was intende

d to appeas
e.

Right-wing lawmakers have been

pressurin
gMr.Netanyahu

to speed c
on-

struction
in what most of the

world con-

siders illegal se
ttlements in the West

Bank. Naftali Ben
nett of the

pro-settle
-

ment Jewish Home party had

threatene
d to destabiliz

e the govern-

ment coaliti
on, accusi

ngMr. Netanyahu

of carryin
g out a quiet buil

ding freeze

despite a plethora
of announce

ments

about the
advancem

ent of plan
s.

Unlike more far flung settlements in

theWest Bank,
building in Israeli nei

gh-

borhoods
of East Je

rusalem beyond the

1967 lines
enjoyswide suppo

rt among Is-

raeli polit
icians and

the public
, given the

broad consensus
in the country that

thesearea
reas Israe

l is likely t
okeepun-

der any permanent dea
l with the Pales-

tinians. A
nalysts no

te that the paramet-

ers for a two-state solution outlined by

President
Bill Clinto

n in 2000 envis
ioned

granting Israel sov
ereignty over Jewish

areas in Jerusalem
and the Palest

inians

sovereign
ty over Ar

ab neighb
orhoods.

‘‘Netanyahu
apparentl

y has coalit
ion

problems and thought le
t’s throw

them

a bone in Jerusalem
, which is easier to

explain in the world and to the United

States,’’ s
aid Yehuda Ben Meir, an ex-

pert at the
Institute f

or National Se
curi-

ty Studies at
Tel Aviv Universit

y.

‘‘But you
have to see it in the context

of the crisis with the United States, th
e

continuou
s erosion, w

hich is very seri-

ous and very dangerou
s for Israel

,’’ he

added.
The United States has consisten

tly

condemned unilateral
steps that could

prejudice
the outcome of negotiatio

ns

over East Jerusalem
, which Israel

conquere
d from Jordan in the 1967 war

then annexed in a move that was never

internatio
nally recognize

d.

Palestinia
n officials s

ay that Mr. Net-

anyahu has refused to outline the bor-

ders of a
future Palestinia

n state or the

size of the areas Isra
el intends

to keep,

or to commit publicly
to land swaps to

compensate th
e Palestin

ians for an
y ad-

justments to the
1967 boun

dary.

‘‘We believe such unilateral
acts will

lead to an
explosion

,’’ Jibril Ra
joub, a se-

nior figure in Fatah, th
e mainstream

party led
by Presid

entMahmoudAbba
s

COPENH
AGEN

BY LIZ ALDERMAN

AND STEVEN
GREENHOUSE

Ona recen
t afternoo

n,HampusElofss
on

endedhis
40-hourw

orkweekat aB
urger

King and prepared
for a movie and beer

with friends
. He had paid

his rent an
d all

his bills, s
tashedaw

aysomesavings,
yet

still hadm
oney for n

ights out.

That is because he earns the equiva-

lent of $20
an hour — the base wage for

fast-food
workers thr

oughout D
enmark

and twoandaha
lf timeswhatmany fast-

foodworkers ear
n in theUnited

States.

‘‘You can make a decent liv
ing here

working in fast food,’
’ saidMr. Elofsson

,

24. ‘‘You
don’t hav

e to struggle to get

by.’’

With an eye to workers lik
eMr. Elofs-

son, some American labor acti
vists and

liberal sc
holars are posing a provocat-

ive question:
If Danish chains can pay

$20 an hour, why can’t those in the

United States pay the $15 an hour that

many fast-food
workers have been

clamoring for?

‘‘We see from Denmark that it’s p
os-

sible to run a profitable
fast-food

busi-

ness while paying workers these kinds

of wages,’’ sai
d John Schmitt, an econo-

mist at the
Center fo

r Econom
ic Policy

Research
, a liberal thi

nk tank in Wash-

ington.
ManyAmerican economists and b

usi-

ness groups say the comparison is

deeply flawed because of fundam
ental

difference
s between Denmark and the

United States, including
Denmark’s

high living costs and taxes, a generous

social safe
ty net that in

cludes un
iversal

health care and a collective
bargainin

g

system in which employer ass
ociations

and unions work togeth
er. The fas

t-food

restauran
ts here ar

e also less
profitable

than their American counterpa
rts.

‘‘Trying to compare the business a
nd

labor prac
tices in Denmark and the U.S.

is like comparing apples to
autos,’’ sa

id

Steve Cald
eira, presi

dent of the
Interna-

tional Franchise
Associatio

n, a group

based in Washington
that promotes

franchisin
g and has many fast-food

companies as
members.

‘‘Denmark is a small countr
y’’ with a

far higher cost of living, Mr. Caldeir
a

said. ‘‘Uni
onsdominate, and

theemploy-

Where fast fo
od pays a li

ving wage

PARIS

BY DAN BILEFSK
Y

ANDDOREEN CARVAJA
L

Even as the economy and his own for-

tunes sputter, P
resident F

rançois Hol-

lande has
whirled thr

ough a flurry of
re-

cent museum openings
and art event

s

in Paris with the zeal of a political c
am-

paign, rev
eling in the nation

’s place as
a

capital of
culture.

On Saturday,
the state-run

Picasso

Museumswung open
the grand

doors to

its 17th-centu
ry Baroque

mansion, re
-

modeled at a cost of 50 million euros,

about $64
million. On

Monday, the
Louis

Vuitton Foundatio
n formally opened to

the public a $135 million museum of bil-

lowing glass sails and misted ponds to

show off the pri
vate colle

ction of the bil-

lionaire B
ernard Arnault.

And Paris was also playing host to a

sprawling contemporary-ar
t fair that

drew galleries f
rom around the world.

‘‘We cannot bu
ild anything

based on

nostalgia’
’ but, instead, ‘‘on emotion,

hope and conquest,
’’ Mr. Hollande said

at the Picasso’s
reopening

, boasting

that Fran
ce was ‘‘cultur

ally shining.’’

The opening of two major museums

within days unde
rscored the place that

France, an
d Paris in particular

, holds as

a beacon of art and
culture. B

ut even at

Paris’s m
oment of cele

bration, F
rance’s

underlyin
g political a

nd economic trou-

bles were a tear in an otherwise lovely

canvas th
at was impossible t

o ignore.

France’s
leadership

is struggling
to

pay for the government it provides.

While the ca
pital remains a glo

bal mag-

net of cul
ture, it ris

ks becom
ing a play-

ground for the world’s elite, deta
ched

from its midsize cities, villages and

countrysi
de, where rising hardships

stoke resentments and widen opportu-

nities for f
ar-right p

arties.

The economic climate is forcing

In ColdWar,

U.S. recruit
ed

1,000Nazis

WASHINGT
ON

BY ERIC LICHTBLAU

In the decades after World War II, the

C.I.A. and
other Uni

ted States age
ncies

employed at least a
thousand

Nazis as

ColdWar spies an
d informers and, a

s re-

cently as the 1990s, con
cealed the gov-

ernment’s ties to some still living in

America, new
ly disclosed

records and

interview
s show.

At the height of
the Cold War in the

1950s, law
enforcem

ent and intelligen
ce

leaders lik
e J. Edgar

Hoover at th
eF.B.I.

and Allen Dulles at the C.I.A. agg
res-

sively recruited
onetime Nazis of all

ranks as secret, anti-Sovie
t ‘‘assets,’’

declassifi
ed records show. They be-

lieved the Nazis’ intelligen
ce value

against th
e Russians

outweighed what

one official called ‘‘moral lapses’’ in

their serv
ice to the

Third Reich.

The agency hired one former SS of-

ficer as a
spy in the 1950s, for

instance,

even after conc
luding he was probably

guilty of ‘‘minor war crimes.’’

And in 1994 a lawyer with the C.I.A.

pressured
prosecuto

rs to drop
an inves-

tigation into a former spy outside Bos-

IAN LANGSDO
N/EUROPEAN PRESSPH

OTO AGENCY

LOUIS VUITTON FOUNDATION The roofto
p canopy of

Bern-

ard Arnault’s
newmuseum in the Bois d

e Boulogn
e in Paris.

ED ALCOCK FOR THE NEW YORK TIMES

PICASSO MUSEUM The 17th-c
entury mansion has reope

ned

to the pub
lic after fi

ve years o
f renovati

ons and a staff rev
olt.

In France, a
struggle for

the country
’s artistic sou

l

In Denmark, U.S. ch
ains

tolerate stri
cter rules, a

nd

a different
view of society

EVE EDELHEIT FOR THE NEW YORK TIMES

Anthony M
oore, a sh

ift manager at
a Burger K

ing in Tampa, Fla., ri
ding a bus hom

e. He earns $9
an hour.

LAERKE POSSELT FOR THE NEW YORK TIMES

Hampus Elofss
on working at a Burge

r King at Copenh
agen Airport. H

e earns th
e equivale

nt of $20 a
n hour.

Move aims for suppo
rt

in Israel but is
likely to

draw rebuke from
abroad

WAGES, PA
GE 16

NAZIS, PA
GE 5

FRANCE,
PAGE 3

ISRAEL, P
AGE 3

Underlying
a celebratio

n of

museum openings is
a shift in

values towa
rd private f

inancing

and project
s by the sup

er rich.

Ful l curr
ency rat

es Page
19

PATRICK
KOVARIK/A

GENCE FRANCE-
PRESSE

INTERNATIONAL CONTEMPORARY ARTS FAIR A work by the

artist Olaf
ur Eliasso

n at the fair
held at the Gra

nd Palais.
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SIZE COLOR COST

Minimum page
size 2 ” x 3” D Black & White $938
Minimum page
size 2 ” x 3” D Full Color $1,250
Many other ad sizes are available. Please email or call 
for a price quote. INYT Real estate ads run every Friday.
but can be spread over different weeks.

2015 RATES

 PUBLICATION  MATERIALS
ISSUE DATE DUE

Weekly    Friday Monday (week of)

2015 CLOSING RATES

Ocean Home 
Ocean Home magazine is devoted to the enhanced real estate and 
lifestyle opportunities to be found only at the ocean’s edge. Ocean 
Home magazine was created for two targets only: luxury oceanfront 
property owners/developers and, of course, oceanfront homebuyers. 

Ocean Home magazine provides its 
readers with a single resource that 
profi les the most stunning oceanfront 
properties available anywhere.

CIRCULATION & DEMOGRAPHIC: 
TOTAL REACH

Distribution:  70,000

Average Age:  51

Average HHI:  $1,214,000

Total Asset Value:  $7,500,000

Primary Residence:  $1,964,000

SIZE COLOR COST

Spread Full Color $5,800
Full Page  Full Color $2,980
½ Page  Full Color $1,550
¼ Page Full Color $1,100

2015 RATES

  DISTRIBUTION  MATERIALS
ISSUE  DATE   DUE

Feb / Mar December 15 December 8
April/May February 14 January 21
June/July April 15  March 25
Aug/Sep June 16  May 20
Oct/Nov August 15 July 22
Dec/Jan October 15 September 23

DEADLINE: 60 days before publication date

2015 CLOSING DATES



Franchisee Advertising Program

Forbes
Forbes delivers information in ways that suit our 
audience’s needs - at any given time of day, week or 
year - through their portfolio of Forbes brand properties.

No other business media brand has the depth and 
breadth of platforms they offer, or the power to combine 
them so effectively for your brand. As marketers, you 
send a unifi ed message to a unifi ed community under 
one powerful brand. And, you align with the most 
trusted, recognized and infl uential brand of business 
journalism in the world.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Circulation:  5,111,000

Male/Female Skew:  3,446,000 male / 1,665,000 female

Median Age:  43.1

Age 18-24:  1,650,000

Age 25-54:  3,094,000 

Top Management:  820,000

Managers/Professionals:  1,846,000

HHI $100,000+:  2,306,000

HHI $150,000+:  1,241,000

ISSUE               
RESERVATIONS & 
MATERIALS DUE

January 19 December 8, 2014
February 9 January 5
March 2 January 26
March 23 February 16
April 13 March 9
May 4 March 30
May 25 April 20
June 15 May 11
June 29 June 1
July 20 June 15
August 17 July 13
September 7 August 3
September 28 August 24
October 19 September 14
November 2 September 28
November 23 October 19
December 14 November 9
December 28 November 23

2015 CLOSING DATES

SIZE DIMENSIONS COLOR COST

Full Page (1x) 7”W x 9”H Full Color $15,600
Full Page (3x) 7”W x 9”H  Full Color $15,000
Full Page (6x) 7”W x 9”H  Full Color $14,500
½ Page (1x) 7”W x 4 1/2”H Full Color $7,800
½ Page (3x) 7”W x 4 1/2”H Full Color $7,000
½ Page (6x) 7”W x 4 1/2”H Full Color $6,725
¼ Page (1x) 3 3/8”W x 4 1/2”H Full Color $3,900
¼ Page (3x) 3 3/8”W x 4 1/2”H Full Color $3,775
¼ Page (6x) 3 3/8”W x 4 1/2”H Full Color $3,500

 Page (1x) 7”W x 2 3/16”H Full Color $2,000
 Page (3x) 7”W x 2 3/16”H Full Color $1,000
 Page (6x) 7”W x 2 3/16”H Full Color $500

2015 RATES



Franchisee Advertising Program

Chief Executive
Chief Executive is the magazine for those who have achieved the highest level of success 
in business.  Not found on news stands, since 1977 it has been sent “by invitation only” 
to those top executives running companies with $42 million+ in revenue, producing an 
extraordinary audience with personal buying power and personal engagement found no 
where else.  “Chief Executive magazine rocks!” says Ford CEO Alan Mulally, echoing the 
sentiments of elite business leaders.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

BPA Audited Circulation:  42,698 

Readership:  125,028

CEOs/Chairman/Presidents/Owners:  92% 

Median Age:  49.2

Female/Male Ratio:  18/82 

Average Personal Annual Income:  $1,188,976 

Median Personal Annual Income:  $501,904 

Average Net Worth:  $9,921,089 

Readers who lead companies with revenues 
between $10 million and $1 billion:  94%

Readers who run privately held companies:  90%

ISSUE                                              MATERIALS DUE

March/April January 7

May/June March 9

July/August May 4

September/October July 10

November/December September 2

January/February 2015 October 30

2015 CLOSING DATES

SIZE  COST

Full Page  $5,300

2015 RATES

Caviar Affair
A celebration of the good life, Caviar Affair brings news and intelligence on luxurious travel, 
style, and cuisine. They search out the impeccably designed, the obsessively well-fashioned, 
and the startlingly beautiful. Four times a year, Caviar Affair sends dispatches from unsurpassed 
destinations and invites you to discover the best in food and wine, hotels and resorts, fashion 
and jewelry, architecture and art, watches and electronics, real estate and high-end vehicles.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Readership:  125,000 

Median Age:  54

Average HHI:  $516,346 

Average Net Worth:  $4,248,000

SIZE  

Full Page $13,400
2⁄3 Page $10,700
1⁄2 Page $8,000

2015 RATES

CEO magazine reaches every CEO of every public company CEO reaches over 32,500 additional exclusive readers every month onboard the largest 
private jet fl eet: NetJets.



Franchisee Advertising Program

Niche Publications
Their readership is “niche-proof.” Niche Media has made a substantial investment to develop a one-of-a-kind 
database targeting individuals with household incomes in excess of $200,000, who maintain liquid assets of more 
than $750,000, and have a home value of more than $1,000,000. This allows them to reach the wealthiest & most 
infl uential people – those with the highest disposable income and spending power in each of their markets.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Male / Female Skew:  45% Male / 55% Female 

Married:  67% 

Age 25-34:  11%

Age 35-44:  29% 

Age 45-54:  28%

Age 55+:  31% 

HHI:   $200,000+ 98% 

Liquid Assets:  $750,000+ 99% 

Home Value:  $1,000,000+ 98%

MAGAZINE TITLE 1X  3X  6X

Gotham $5,925 $5,375 $4,850
LA Confi dential $5,925 $5,375 $4,850
Michigan Avenue $5,925 $5,375 $4,850
Vegas $5,925 $5,375 $4,850
Ocean Drive $5,375 $4,850 $4,300
Boston Common $5,375 $4,850 $4,300
Capitol File $5,375 $4,850 $4,300
Philadelphia Style $5,375 $4,850 $4,300
Austin Way $5,375 $4,850 $4,300
Aspen Peak $4,850 N/A N/A
Hamptons $4,300 $4,050 $3,775
Art Basel $4,850 N/A N/A

All ads are full page, full color. Ad may be mixed and matched to 
achieve frequency discounts.

2015 RATES

  DISTRIBUTION  MATERIALS
ISSUE  DATE   DUE

March  March 1 January 21
April  April 1 February 18
May  May 1 March 24
June  June 1 April 21
July  July 1 May 19
August  August 1 June 23
September  September 1 July 21
October  October 1 August 18
November  November 1 September 22
December  December 1 October 20

DEADLINE: 60 days before publication date

2015 CLOSING DATES

2015 Marketing Proposal 

Created Exclusively For  

 
 
  

*All Rates Quoted are Net 

 

Boston Common 

Capitol File 

Philadelphia Style 

All above are 50,000 Circulation 

Ocean Drive 

55,000 Circulation 
 
 

1x Ad Campaign—$5,000* 

 

3x Ad Campaign—$4,500* 

 

6x Ad Campaign—$4,000* 
 
 
 



Franchisee Advertising Program

Vanity Fair
Published monthly. Vanity Fair has been highly infl uential and often quoted for many decades. Thought 
provoking as well as style making, it covers every aspect of modern life from world affairs to business, 
architecture and design to society. Vanity Fair reaches affl uent opinion leaders who are in a position to purchase 
multiple high-end homes, often on more than one continent. They’re the perfect audience for even your highest 
priced estate.

REGION* RATE CIRCULATION

Chicago Metro, IL $22,130 119,000
Washington DC Metro $20,830 112,000
Boston $19,720 106,000
South Florida $12,650 68,000
Seattle/Tacoma $12,830 69,000
Manhattan, NY $12,090 65,000
Orange County, CA $10,230 55,000
Atlanta $8,560 46,000
Houston, TX $8,560 46,000
Minneapolis/St. Paul $7,630 41,000

**Rates shown are for a single, full page, full color advertisement 
in all four magazines (Vanity Fair, Condé Nast Traveler, The New 
Yorker and Architectural Digest) mailed to region’s subscribers.

2015 CONDÉ NAST LUXURY GROUP RATES**

  DISTRIBUTION  MATERIALS
ISSUE  DATE   DUE

January Mid-December October 10, 2014
February Mid-January  November 10, 2014
March Mid-February December 9, 2014
April Mid-March January 10
May Mid-April  February 10
June Mid-May  March 10
July Mid-June  April 11
August Mid-July  May 10
September Mid-August June 10
October Mid-September July 11
November Mid-October August 10
December Mid-November September 12

DEADLINE: 60 days before publication date

2015 CLOSING DATES

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Paid Circulation:  1,175,000

Total Readership: 6,107,000

Median Age:  46 

Median HHI:  $172,325

Average HH Net Worth $1,544,280

% Female / Male 78% / 22%



Franchisee Advertising Program

The New Yorker
Published weekly. The New Yorker has made many artists and writers household names. Many of its short stories 
are masterpieces, its reporting award winning, its cartoons legendary. Millions turn to its mix of the arts, architecture 
and design, business, politics and science. And millions of high achievers think of The New Yorker as the authority 
on practically everything including their future dream homes.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Paid Circulation:  1,025,000 

Total Readership: 6,074,000 

Median Age:  53 

Median HHI:  $170,783

Average HH Net Worth $1,631,802

% Female / Male 54% / 46%

Condé Nast Traveler 
Published monthly. Models of journalistic integrity, Condé Nast Traveler writers do not accept free travel and 
accommodations. Others do. Because of its objectivity and fascinating editorial content, the magazine has earned 
the loyalty of the most frequent and affl uent travelers in the world. They spend more than virtually any other group 
on luxury items including lavish vacation homes and primary residences. With six National Magazine Awards, 
Condé Nast Traveler is the only travel magazine to have won even one.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Paid Circulation:  800,000

Total Readership:  3,045,000

Median Age:  51 

Median HHI:  $168,921

Average HH Net Worth $1,626,446

% Female / Male 53% / 47%



Franchisee Advertising Program

Architectural Digest
Published monthly. Architectural Digest is a modern icon of architecture and design. More about the art of 
architecture than the commerce, it has far more cachet than a mere “house book.” Architectural Digest spurs 
decisions as well as feeding fantasies. Its affl uent audience sees and sources dream homes to pursue directly from 
its advertising. Special issues focus on, for example, cities, country houses and global architecture.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Paid Circulation:  1,125,000

Total Readership:  4,482,000

Median Age:  53 

Median HHI:  $179,827

Average HH Net Worth $1,826,431

% Female / Male 53% / 47%

    MATERIALS
ISSUE RESERVATIONS DUE

March December 10, 2014 December 15, 2014
April January 10 January 15
May February 10 February 15
June March 10 March 15
July April 10 April 15
August May 10 May 15
September June 10 June 15
October July 10 July 15
November August 10 August 15
December September 10 September 15
January 1, 2016 October 10 October 15
February 1, 2016 November 10 November 15

2015 CLOSING DATES

SIZE COLOR COST

Full Page Full Color $3,300*

*Cost per region. Washington DC rate is $3,800.
*Chicago City / North Surburbs rate is $3,800.
There are over 60 regions available to advertise 
in, including CA, TX, FL and NY.

2015 REGIONAL RATES



Franchisee Advertising Program

The Daily Telegraph 
The Daily Telegraph is the leading quality daily newspaper in the UK, outselling its 
closest competitor by nearly 200,000 copies per day.

The Daily Telegraph has nearly twice the number of subscribers as do The Times, The 
Guardian and The Independent COMBINED!

The Saturday edition of The Daily Telegraph, with a UK circulation of 760,956 is the top selling quality newspaper in 
the UK for the entire week Monday – Sunday. 

SIZE CIRCULATION COLOR COST

3.25” W x 2.75” H  760,956  Full Color $600

2015 RATES

 MATERIALS
PUBLICATION  DATE DUE  

Weekly  Saturday  Monday (week of)

Published in the weekly Saturday property page.

2015 CLOSING DATES ISSUE
SIZE  COST IMPRESSIONS

300 x 250 pixels $30.95 per 1,000 

728 x 90 pixels $28.38 per 1,000
120 x 600 pixels $26.12 per 1,000

ONLINE BANNER

Country Life
Published weekly in London, Country Life is the United Kingdom’s market leader for 
property advertising. It is the ideal venue for advertising prestigious property to a 
readership of internationally affl uent homebuyers in more than 60 countries. Country 
Life readers are high net worth individuals and read Country Life specifi cally for the 
property advertising.

   MATERIALS
ISSUE   DUE

Weekly   3 Weeks Prior Issue Date

*Please contact Phil Kaminowitz for specifi c issue 
information and deadlines.

2015 CLOSING DATES*

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Circulation: 37,206 

Geographic Distribution: 80% within the UK 

Readership: 215,000 per week 

Male/Female Skew: 58% Male / 42% Female

Average HHI: 25% of readers in excess of $250,000 

Median Age:  57

43% of readers own second homes

42% of readers have bought a property as a result of 
seeing an advertisement in Country Life. 

SIZE COLOR COST

Full Page Full Color $6,200
½ Page Full Color $3,400

 Page Full Color $1,750
¼ Page Full Color $1,200

2015 RATES

Its readers are the most affl uent and fi nancially secure 
newspaper readers in the UK. More Telegraph readers own 
their homes outright and hold at least £250,000 in stocks & 
shares than do the readers of any other British daily newspaper.



Franchisee Advertising Program

Luxury Properties
Luxury Properties is a bilingual magazine targeted at high net-worth individuals in Asia looking to enjoy the ultimate 
in lifestyle residences. LP contains the latest news about architecture, design, investment and outstanding high-end 
properties for sale globally.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

First Published:  March 2004

Frequency:  Six issues per year

Language:  Chinese & English

Circulation:  110,000

Circulation Breakdown:

Northern China 31%

Eastern China 33%

Southern China 20%

Western China 16%

Hong Kong/Macau 15%

Rest of World 2%

Occupation:

Business owners, Investors, Chairmen 68%

Managing Directors, Top Management 22%

(Mainly the real estate industry)

Architects, Designers 5% 

Governmental Position 3% 

Others 2%

SIZE  COLOR COST

Full Page  Full Color $2,100
Up to 4 Properties allowed per page

2015 RATES FOR PROPERTY FINDER SECTION

 PUBLICATION  MATERIAL
ISSUE DATE DEADLINE

Jan/Feb January 15 November 15
Mar/Apr March 15 January 13
May/June May 15 March 15
July/Aug July 15 May 15
Sept/Oct September 15 July 14
Nov/Dec November 15 September 15

2015 CLOSING DATES
Male 65%
Female 35%

25-34 14%
35-44 45%
45-54 33%
55+ 8%

10-30 11%
30-50 20%
50-100  28%
100+ 41%

GENDER AGE NETWORTH



Franchisee Advertising Program

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

BPA-audited circulation of 101,505 Median HHI:  $2.28 million

Average HHI:  $1 million+ 

Mean HHI:  $5.3 million

Median Age:  41 

Male / Female Skew:  60% Male / 40% Female
  DISTRIBUTION MATERIALS
ISSUE DATE  DUE

Jan/Feb January 10 November 6, 2014
March/April March 10 January 7
May/June May 10  March 6
July/Aug July 10  May 8
Sept/Oct September 10 July 7
Nov/Dec November 10 September 8

2015 CLOSING DATES

ADDED VALUE

Digital: Inclusion in iPad compatible digital edition. 
Web: Features on Elite Traveler website.
Magazine: Listing on Exclusive Previews page. 
Inclusion on BRC card providing qualified reader leads.

Financial Times
The Financial Times showcases the fi nest residential properties 
on the market and provides sage advice to a discerning audience 
of high-end private owners, as well as investors, every Saturday 
in its stand-alone “House & Home” section. Targeting upscale 
readers who are passionate about home and living, this full-color 
supplement is the world’s only weekly property and lifestyle section, 
which is internationally-focused and globally-distributed every 
weekend. Advertise your listings in Europe’s most read newspaper.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Circulation:  430,000 
Geographic Distribution:  Global 
Readership:  1,290,000 
Male/Female Skew:  64% Male / 36% Female 
Average HHI:  $365,000 

Median Age:  49

SIZE  COST

3.25” W x 4” D   $1,232
Saturday, House & Home Section Color Property Gallery Box

2015 RATES

 PUBLICATION  MATERIALS
ISSUE DATE  DUE

Weekly Saturday           Monday (week of)

2015 CLOSING DATES

Elite Traveler
With distribution onboard private jets, in fi rst class lounges of premium international 
airlines and yachts in top marinas, Elite Traveler brings your advertising to this high-
spending market wherever in the world they happen to be. Advertising in Elite Traveler 
means that with each issue, you reach over 411,000 wealthy consumers in the ultimate 
luxury environment. By seeing your ad while they are on their jet, you become part of 
their lifestyle – a clear message that your brand is targeted to their needs and tastes.

SIZE COLOR COST  

Full Page Full Color $19,500
½ Page Full Color $12,000

2015 RATES



Franchisee Advertising Program

N E W  YO R K

R i c h a R d  L e F R a kR e d e F i n i n g  R e a L  e s tat e R O B e R t  d e  n i R O
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a p R i l / m aY  2 0 1 4Haute Living
Haute Living is the only magazine that allows advertisers to reach those living in a home worth 
more than $3 million in New York City, Miami/Palm Beach, Los Angeles/Orange County, and 
Silicon Valley/San Francisco. Additionally, the publication is delivered directly to the private jet 
traveler, with the magazines placed on board 7,500 private jet fl ights per month. Haute Living is 
for those who demand – and have the means to experience – the most luxurious choices in life.

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

700,000 readers per edition

7,500 copies are placed aboard private jet flights every month

The average Haute Living reader has a net worth of $25.2 million
 DISTRIBUTION MATERIALS
ISSUE DATE DUE

Feb/Mar February 1 January 6
Apr/May April 1 March 3
June/July June 1 May 2
Aug/Sept August 1 July 2
Oct/Nov October 1 September 2
Dec/Jan December 1 November 3

2015 CLOSING DATES

REGION SIZE COLOR COST

All Four Markets Full Page Full Color $10,750
Two Markets Full Page Full Color $5,375
One Market Full Page Full Color $3,775

2015 RATES

Town & Country
Whether they’re choosing their primary residence or picking out a place to escape to near the water 
or on the golf course, every home is a castle for the Town & Country reader. With the means to make 
their dreams come true and the desire to live life exactly how and where they want Town & Country 
readers are the fi rst choice for real estate developers looking to show exclusive properties.

SIZE COLOR COST

Full Page (1x) Full Color $14,500
 Page (1x) Full Color $6,000

2015 RATES

 ISSUE CLOSING DATE ON SALE DATE

February Nov 11, 2014 January 6, 2015

March Dec 17, 2014 February 10, 2015

April January 27, 2015 March 10, 2015

May February 27, 17, 2015* April 14, 2015

June/July April 3, 2015 May 19, 2015

August May 20, 2015 July 7, 2015

September June 25, 2015 August 11, 2015

October July 30, 2015 September 15, 2015

November August 14, 27, 2015* October 13, 2015

2015 CLOSING DATES

* Special Issues

CIRCULATION & DEMOGRAPHIC: TOTAL REACH

Total Readers:  625,000 
Male/Female Skew:  27% Male / 73% Female 
Median Age:  55.2
Median HHI:  $164,000
Average HHI:  $314,983

Average Net Worth:  $1.5 Million

November 2014

Plus: 18 Epic Weddings

How a Fashion Muse Became a Modern-Day  Mona Lisa 

of the Most      seductive  WoMen in  history

20
StephanieSeymour

     Te FourArtists to CoLLECt rIGHt  noW!Masterpieces

Money

 the ARt   issue

  Te Inside Guide   to the World’s  Hottest, Most Controversial   Market 
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