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HIGH QUALITY ADVERTISING AT YOUR FINGERTIPS

Better Homes and Gardens 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 digital products and print publications on the following pages and call 
Sky Advertising to create your own marketing plan to fi t your budget.

Placing High Quality Advertising in Top Publications and Web Sites:

• Call or Email Phil Kaminowitz at Sky Advertising to discuss your advertising needs. 

• Phil will work with you to design a high quality ad following brand guidelines. 

• 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
phil@skyad.com
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WHY DIGITAL?

• People spend 24 hours per week online consuming media

• Up to 10 hours per day connected to a screen

• Up to 5 hours per day on their mobile devices

• 90% of home buyers use the Internet as a primary part of the search process

KEY WAYS TO REACH PEOPLE
Banner Ads

• Prime national and local websites

• Premium editorial environment to enhance listings and personal brand

• Guaranteed impressions and guaranteed click-throughs

• Highly Cost Effective

• Minimal waste with zip code level targeting

• Ability to adjust plans in real time based on performance, creative change or client need

• Good for high profi le listings support, traffi c generation and brand building

• Minimum commitment – 3 months
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 1 MILLION IMPRESSIONS

The One Million Impressions program is a customized banner advertising program with guaranteed impressions and click-throughs. 

With beautifully detailed property photos, your listing can be customized to showcase your property’s unique selling features, allowing you 

to target by country, region, state, city, high income zip or postal code and lifestyle. 

Get the most out of your marketing dollars with affordable and measurable results that only a digital program can offer. Link directly to your 

property website, personal website or offi ce website. Detailed analytic reports on advertising performance provided monthly.

Impress locally. Impress globally.

Custom programs available.

Reach the right buyers

Many more websites available for local and global targeting.

3 month minimum purchase. One time Banner generation fee : $300 

A SIMPLE PROPERTY/DEVELOPMENT FOCUSED PROGRAM TARGETING PREMIUM
LOCAL AND GLOBAL WHITE LISTED WEBSITES AT A FRACTION OF THE DIRECT COST.

TYPICAL COSTS

PRIME WEBSITES • GUARANTEED CLICK-THROUGHS • LOW CPM

CUSTOMIZABLE. AFFORDABLE. MEASURABLE.

2,000,000 IMPRESSIONS $3,975 PER MONTH 2,000 GUARANTEED CLICK-THROUGHS

1,000,000 IMPRESSIONS $2,200 PER MONTH 1,000 GUARANTEED CLICK-THROUGHS

500,000 IMPRESSIONS $1,450 PER MONTH 500 GUARANTEED CLICK-THROUGHS

250,000 IMPRESSIONS $1,075 PER MONTH 250 GUARANTEED CLICK-THROUGHS
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• Target by Geography

• Target by Lifestyle

• Re-Target

 1 MILLION IMPRESSIONS

Reach the right buyers

TargetingTARGET BY GEOGRAPHY

TARGET BY LIFESTYLE

Golf Wine & Vineyard

Beach/Waterfront Equestrian

Farm & Ranch Waterfront Living
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• Completely Turnkey

• Select

• Platform

• Monthly Spend

• Geography

• Targeting Preferences

• Banners – sites

• AdWords – keywords

• Facebook – targeting criteria

• Ad Creatives provided for approval

• Campaign Planning

• Launch Report

• Monthly Delivery Reports

 1 MILLION IMPRESSIONS

THE PROCESS ENSURE EFFICIENCY

• Receive detailed reports

• Impressions

• Click-through rates

• Geo-target delivery

• Adjust the program to OPTIMIZE

(websites, content and ad units)
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PRIME WEBSITES • GUARANTEED CLICK-THROUGHS • LOW CPM

PAID SEARCH / SOCIAL MEDIA

PAID SEARCH

Reach people who are “in the moment”, actively searching for property

• Guaranteed click-throughs

• Ability to adjust plans “in real time” based on performance, creative 

change or client need

• Good for long term brand and lead management

• Minimum commitment – 6 months

• Highly engaged audience

• Guaranteed click-throughs

• Drive traffi c to Facebook page or direct to listings

• Minimal waste with zip code level targeting

• Micro targeting based on age, high income zip or postal code, lifestyle

• Flexibility to adjust plans in real time

• Good for traffi c generation and brand building

• Minimum commitment – 3 months

SOCIAL MEDIA
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ADDITIONAL DIGITAL PRODUCTS

Facebook has restricted many targeting options for Real Estate 

advertising, but there are still many ways to take advantage of 

Facebook’s unmatched data engine.  From custom page set-

ups, content strategy, content creation, and promotion, we can 

put together a cost-effective program to put your key properties 

in front of qualifi ed customers across Facebook, Instagram and 

WhatsApp.

From $500 per month (3 month minimum)

With over 10 million monthly page views, JamesEdition.com is 

the ideal marketplace for ultra-high net worth individuals. With 

users evenly spread through the Americas, EMEA and Asia, 

JamesEdition.com is a true global site to market luxury.

Display Upgrades and Listing Promotions

$250 to $650 per month

• Target consumers who are “in-market”, active in the Real Estate 

market, when they are searching and motivated to take action.

• No other medium can target as effectively.

• Pay only when people click through to your listing/site.

From $500 per month (6 month minimum)

GOOGLE ADWORDS

FACEBOOK

BUDGET, COMMITMENT AND TARGET GEOGRAPHY CAN AFFECT 
PRICING.

BUDGET, COMMITMENT AND TARGET GEOGRAPHY CAN AFFECT 
PRICING.

ROBBREPORT.COM
JAMESEDITION.COM

Real Estate Media Bar

Display ad on Real Estate Home Page

$950 for 30 days

WSJ.COM

PROPERTY UPGRADES
• Ensure better positioning of your property in the search results

• Upgraded properties appear before non-sponsored listing

$1,110 for ten 30 day upgrades

$1,950 for 25 thirty day upgrades

$5,265 for 100 thirty day upgrades

UPGRADES AVAILABLE FOR USE ONE YEAR FROM PURCHASE

MANSION GLOBAL TOP MARKET TILES
Showcase premier listings alongside regionally relevant editorial.

Available Markets: 

New York

London & UK

Los Angeles

Dubai

Miami

Sydney

San Francisco

$695 for 30 day static banner

MANSION GLOBAL HOMEPAGE HERO
With 3,000,000 affl uent unique visitors on Mansion Global, the 

Homepage Hero immediately entices readers as the fi rst listing 

seen on the Mansion Global homepage. It provides premium, full-

page visibility and the best opportunity for your listing to reach the 

most qualifi ed buyer.

$2,800 for 30 days
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ADDITIONAL DIGITAL PRODUCTS

JUWAI.COM
SINGLE PROPERTY FEATURED LISTING
• 3 month listing positions your property prominently above the Standard 

Listings on your country’s Property Search Page. Fully translated into 

basic Chinese.

$595

CHINA PROFESSIONAL 50 + AGENT PAGE
• Includes an annual Agent Page and 50 listings to use within a year. 

Plus 1 free Featured Property listing that puts your listing on the top of 

the search results for 1 month.

$1,650

JUWAI LUXE CHANNEL PROPERTY LISTING
• Connects you to UHNW (Ultra High Net Worth) Chinese consumers.

• For properties $2M+

$425 for 6 month listing

CREATIVE EDITORIAL & 
SOCIAL MEDIA POSTING
• Professionally crafted content written in close conjunction with your 

marketing team.

• Appears on the Juwai Home Page, and relevant country pages

• Boosted on Juwai Social Media Accounts including Wechat and 

Weibo.

$1,800 per article

GLOBAL NEW DEVELOPMENT 
PRE-CONSTRUCTION
$17,500

GLOBAL NEW DEVELOPMENTS 
POST-CONSTRUCTION
• 6 month multi-media promotions with agent/offi ce page, advertorial, 

ROS banners, fl oor plans, and more.

$2,300
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Two years ago, Boston chef and restaurateur Barbara

Lynch, 55, published an autobiography, titled “Out of 

Line: A Life of Playing With Fire.” Few chef memoirs det-

onate with the brutal honesty of Ms. Lynch’s life story. In 

blunt, South Boston-inflected prose, she described grow-

ing up in a Southie housing project where she survived a 

gruesome childhood rape. Her teenager years were de-

voted to petty crime. She conned her way into her first 

chef job and went on to build a collection of seven Boston 
Please turn to page M9

artisanal whiskey brand that is poised to go inter-

national, and Ms. Thomae built, and sold, a gour-

met yogurt juggernaut.
For each, home played a different, but central, 

role in the journey. 
Ms. Lynch’s new Gloucester, Mass., Tudor with 

acreage sets the stage for a new phase of her life. 

Ms. Thomae’s Boulder, Colo., ranch house represents 

one constant in a life marked by absorbing work 

and change. Mr. Zamanian restored his historic Lou-

isville, Ky., home, then used it as the launchpad to 

reinvent himself. 
Here’s a peek inside the homes of these culinary

pioneers.

the bottom gives off a warm glow. Mr. 

Slydell, a 68-year-old real-estate developer, 

paid about £70,000 for the cellar, or about 

$86,100, saying that it’s more than just a 

place to store wine. “It’s a great piece of 

art—that’s the best way to describe it.” 

The cellar is just one element of his “un-

ashamedly modern” five-bedroom, five-

bath home completed in 2017 in Chichester, 
Please turn to page M6

NIGEL SLYDELL CAN enjoy his wine 

throughout the day—without ever taking a 

sip.
His ultramodern 1,400-bottle cellar is 

visible through a glass hatch on the floor 

of his kitchen-dining area. Bottles are ac-

cessed via a spiral staircase that extends 8 

feet underground. An array of LED lights at 

BY BETH DECARBO

A Taste of Home
For each of these food and beverage entrepreneurs, home means something 

different: inspiration, comfort or the beginning of a new phase of life

This eclectic group of gastronomes—Barbara 

Lynch, Kaveh Zamanian and Koel Thomae—are in 

various stages of their entrepreneurial journey: Ms. 

Lynch built and still reigns over a longstanding res-

taurant empire, Mr. Zamanian recently launched an 

BY KATY MCLAUGHLIN

Kaveh Zamanian, founder of Rabbit Hole, his wife Heather 

Zamanian, and their dog Uri, in Louisville, Ky.

A New Castle in a 
Restaurant Empire

Chef Barbara Lynch, founder of Barbara Lynch Collective, 

in her Gloucester, Mass., kitchen. 

Koel Thomae, founder of Noosa Yoghurt, right, with husband 

Tait Rees, and daughter Matilda, in Boulder.

Paid $832,000 in 2011

Spent $350,000 on renovations

 Current  value about $1.2 million*

BARBARA LYNCH COLLECTIVE 

• 7 restaurants

• $20 million annual revenue

• 230 employees

RABBIT HOLE 
• $15 million annual revenue

• 20,000 barrels produced a year

• 50 employees

NOOSA YOGHURT 

• $220 million in 2017 sales 

(Ms. Thomae sold her remaining 

stake in 2018 and left Noosa.)
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Paid $1.65 million in 2016

Current value about $1.7 million*

SOURCE: ZILLOW

SOURCE: SANDY GULICK, KENTUCKY SELECT PROPERTIES

SOURCE: NICK DUNCAN, LIV SOTHEBY’S INTERNATIONAL REALTY BOULDER

Ultramodern designs and sleek displays elevate

wine cellars and tasting rooms into works of art

The view into Nigel Slydell’s 1,400-bottle wine cellar at his Chichester, England, home.
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Paid $415,000 in 2006

 Spent $525,000 on renovations

 Current value about  $1.2 million* 
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Koel Thomae, the 46-year-old entrepreneur who 

launched the Noosa Yoghurt brand, sat in the kitchen of 

her central Boulder home and described the ways in which 

her life has changed since 2006. From a mere idea for a 

product, she found partners, launched a dairy company, 

grew it into a national brand, took on investors, hit $220 

million in annual sales, and last year, when the company 

sold, left. She also married, had a daughter, and became 

something of a rock star in specialty food circles. The one 
Please turn to page M9

The House That 
Yogurt Built

Whiskey
Distilled Here

When Kaveh Zamanian, 54, moved from Chicago to his

wife Heather Zamanian’s hometown of Louisville, Ky., in 

2008, it took just a few years for the Iranian-born clini-

cal psychologist to turn himself into a local.

He enrolled his three kids in school, cultivated an ap-

preciation for the local whiskey and, in 2011, bought a 

historic home off Cherokee Park, a 409-acre urban green 

space designed by landscaping pioneer, Frederick Law 

Olmsted. The house, for which the couple paid $832,000 
Please turn to page M8

MANSIONIt’s All Black 
And White
A minimalist 

kitchen that puts 
art first. M4

Clint Black
Mom’s red sauce 

fed the singer’s 
country soul. M10

HOMES | MARKETS | PEOPLE | REDOS | SALES

FOOD & WINE
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2020 RATES — COLOR RESIDENTIAL ADS

ZONE COLOR RATE/INCH 3 INCH 4INCH 6INCH 1/8 INCH 1/4PAGE 1/2 PAGE FULL PAGE

National $630.36 $1,891.08 $2,521.44 $3,782.16 $9,455.40 $18,280.44 $33,409.08 $62,216.53

Eastern $517.19 $1,551.57 $2,068.76 $3,103.14 $7,760.88 $15,004.37 $27,421.78 $51,066.59

Northeast $254.78 $764.34 $1,019.12 $1,528.68 $3,821.76 $7,388.74 $13,503.55 $25,147.18

New York $240.05 $720.15 $960.20 $1,440.30 $3,600.72 $6,961.39 $12,722.54 $23,692.74

New England $140.29 $420.87 $561.16 $841.74 $2,104.38 $4,068.47 $7,435.48 $13,846.82

Wash/Balt $88.13 $264.39 $352.52 $528.78 $1,321.92 $2,555.71 $4,670.78 $8,698.23

Southern $181.03 $543.09 $724.12 $1,086.18 $2,715.48 $5,249.93 $9,594.70 $17,867.86

S. Atlantic $105.70 $317.10 $422.80 $634.20 $1,585.44 $3,065.18 $5,601.89 $10,432.20

Florida $107.23 $321.69 $428.92 $643.38 $1,608.48 $3,109.73 $5,683.30 $10,583.80

Midwest $401.68 $1,205.04 $1,606.72 $2,410.08 $6,025.14 $11,648.60 $21,288.83 $39,645.42

Chicago $106.10 $318.30 $424.40 $636.60 $1,591.56 $3,077.02 $5,623.51 $10,472.46

Detroit $69.22 $207.66 $276.88 $415.32 $1,038.24 $2,007.26 $3,668.45 $6,831.62

St. Louis $71.60 $214.80 $286.40 $429.60 $1,074.06 $2,076.52 $3,795.01 $7,067.31

Ohio $87.29 $261.87 $349.16 $523.74 $1,309.32 $2,531.35 $4,626.26 $8,615.33

Western $292.80 $878.40 $1,171.20 $1,756.80 $4,392.00 $8,491.20 $15,518.40 $28,899.36

So. Calif. $164.92 $494.76 $659.68 $989.52 $2,473.74 $4,782.56 $8,740.55 $16,277.21

No. Calif. $122.10 $366.30 $488.40 $732.36 $1,831.50 $3,540.90 $6,471.30 $12,051.27

Pacifi c NW $86.24 $258.72 $344.96 $517.44 $1,293.66 $2,501.08 $4,570.93 $8,512.28

Rocky Mtns $76.16 $228.48 $304.64 $456.96 $1,142.46 $2,208.76 $4,036.69 $7,517.39

Arizona $68.38 $205.14 $273.52 $410.28 $1,025.64 $1,982.90 $3,623.93 $6,748.71

Southwest $136.12 $408.36 $544.48 $816.72 $2,041.74 $3,947.36 $7,214.15 $13,434.65

Texas $92.89 $278.67 $371.56 $557.34 $1,393.38 $2,693.87 $4,923.28 $9,168.44

Black and white ads 20% less

CIRCUL ATION: 1 ,100,000

RE ADERSHIP: 4.5 MILLION

MALE /FEMALE SKEW: 66% / 34%

MEDIAN AGE: 50

AVERAGE HHI – US: 347,000

THE WALL STREET JOURNAL

DEMOGRAPHICS
The Wall Street Journal 

represents credibility and to 

be the leading environment 

for luxury real estate 

clients to connect with 

the world’s most affl uent 

home-buying audience.  

The WSJ’s ‘Mansion’ 

section provides you with 

an unprecedented ability to 

strengthen your brand, expand visibility and deliver your message.



DEMOGRAPHICS

DEMOGRAPHICS

SUNDAY CIRCUL ATION: 1 ,082 ,993

RE ADERSHIP: 4,400,000

GENDER SKEW: 51% MALE , 49% FEMALE

AVERAGE INCOME: $359,826 

MEDIAN AGE: 50

THE NEW YORK TIMES

FRIDAY MAIN NEWS
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. The Main News section provides extensive coverage 

of the leading events and issues of the day, global and national. 

It features the editorial page and Op-Ed articles contributed by 

leaders in every fi eld. Daily, the Main News section is the most 

well-read section and it sets the agenda for the most important 

news of the day.

THE NEW YORK TIMES MAGAZINE
Published weekly, the New York Times Magazine features in-depth 
narratives, trendy stories, and opinionated essays by some of today’s 
most infl uential and entertaining writers.

FRIDAY MAIN NEWS 2020 RATES

SIZE COST

1 Column (1.8” W x 3” H) $465

Deadline: 4 days before publication date.

Other sizes available. Please email phil@skyad.com for a quote.

SUNDAY MAGAZINE 2020 RATES

SIZE COLOR COST

Full Page Full Color $29,500

CIRCUL ATION: 472,551

RE ADERSHIP: 2 ,500,000

GENDER SKEW: 59% MALE , 41% FEMALE

AVERAGE HHI:  $398,385

MEDIAN AGE: 51+
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Howwill we live in the 2020s?
Part one | From eco-refits to

privatised neighbourhoods

and flat-pack dwellingsmade

to order,Aleksandra

Wisniewska identifies the

trends shaping the future
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Follow us on Instagram @ft_houseandhome

Eight legs goodWhy gardeners should learn to love spiders — JANE PERRONE PAGES 16& 17

Illustration: Joe Boyd

Eco-homeswill
becomesymbolsofstatus1

Corporateswill
runneighbourhoods2

Howwill we live in the 2020s?

World Markets
STOCK MARKETS

Oct 11 prev %chgS&P 500 2983.66 2938.13 1.55Nasdaq Composite 8086.58 7950.78 1.71Dow Jones Ind 26921.67 26496.67 1.60FTSEurofirst 300 1536.32 1506.84 1.96Euro Stoxx 50 3565.35 3493.96 2.04FTSE 100 7247.08 7186.36 0.84FTSE All-Share 3992.16 3938.33 1.37CAC 40 5665.48 5569.05 1.73Xetra Dax 12511.65 12164.20 2.86Nikkei 21798.87 21551.98 1.15Hang Seng 26308.44 25707.93 2.34MSCI World $ 2150.16 2137.62 0.59MSCI EM $ 996.50 993.01 0.35MSCI ACWI $ 514.07 511.21 0.56

CURRENCIES

Oct 11 prev
$ per € 1.104 1.101
$ per £ 1.269 1.228
£ per € 0.870 0.897
¥ per $ 108.585 107.950
¥ per £ 137.741 132.589
SFr per € 1.102 1.097
€ per $ 0.906 0.908

Oct 11 prev
£ per $ 0.788 0.814
€ per £ 1.149 1.115
¥ per € 119.834 118.890
£ index 76.257 75.994
SFr per £ 1.266 1.223

COMMODITIES

Oct 11 prev %chgOil WTI $ 54.29 53.55 1.38Oil Brent $ 60.09 59.10 1.68Gold $ 1494.80 1507.25 -0.83

INTEREST RATES

price yield chgUS Gov 10 yr 130.40 1.75 0.10UK Gov 10 yr 149.85 0.62 0.12Ger Gov 10 yr
-0.45 0.03Jpn Gov 10 yr 120.19 -0.18 0.03US Gov 30 yr 112.57 2.23 0.07Ger Gov 2 yr 100.94 -0.73 -0.01

price prev chgFed Funds Eff 2.04 2.13 -0.09US 3m Bills 1.68 1.69 -0.01Euro Libor 3m -0.44 -0.44 0.00UK 3m 0.77 0.76 0.01Prices are latest for edition Data provided by Morningstar

ANDREW ENGLAND — LONDONSIMEON KERR — DUBAI

Saudi Arabia has been holding talkswithHouthi rebels for the first time inmore than two years in a sign thatRiyadhwants to de-escalate hostilitiesin Yemen in the wake of last month’sattacksonitsoil facilities.

The “back-channel” negotiations beganafter the Iran-aligned Houthis announ-ced on September 20 that they would cease drone and missile attacks on thekingdom, people briefed on the talkssaid. Riyadh agreed to halt bombingraids on four Houthi-held cities, includ-ingYemen’scapitalSana’a, inresponse.Aweekearlier, theHouthisclaimedtohave launched the strikes that hit SaudiArabia’s biggest crude processing facil-ity and the Khurais oilfield, temporarily

knocking out half the output of theworld’s topoilexporter.
The US and Saudi Arabia blamed Iranfor the attack. Tehran denied anyinvolvement and backed the Houthiclaims that it was in self-defence forSaudi Arabia’s involvement in theYemenwar,where it leadsanArabcoali-tionfightingtherebels.

The conflict, which morphed into aproxy war between Saudi Arabia andIran, has been deadlocked and expertshave persistently said there is no mili-tarysolution.
A western diplomat said the missileand drone attacks on the Saudi oil facili-ties were key to the shift in Riyadh’sposition. “It’s very fragile but I thinkboth sides have an interest in it work-ing,” thediplomatsaid.

“If the Yemen war hadn’t existed, Iranwouldn’t have been able to distract

from its responsibility for the attacks.”Another factor in Riyadh’s shift hasbeen the weakening of its coalition afterthe United Arab Emirates announced inJuly that it was drawing down its trooppresence inYemen,people familiarwiththemattersaid.
The Saudi-led coalition intervened inYemen in 2015 after the Houthis oustedthe Yemeni government and seizedSana’a. The conflict has triggered whatthe UN describes as the world’s worsthumanitariancrisis.

“We are now in the last five minutes ofthe Yemen war,” said AbdulkhaleqAbdulla, a Dubai-based political com-mentator. “There has been a lot ofprogress inthetalks.”
Washington said yesterday it wassending additional forces to the regionto “assure and enhance” the defence ofSaudiArabia.

Riyadhholds talkswithHouthi rebelsin bid tobreak free ofYemendeadlock
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Rudy Giuliani, Donald Trump’s lawyer,has described Lev Parnas and IgorFruman as ‘clients’, though he declinedto detail how they met. But the pair’sindictment this week on charges ofviolating campaign finance laws shedslight on two denizens of North Miami’s‘Little Moscow’ milieu who wereMr Giuliani’s guides in his efforts todig dirt in Ukraine on Joe Biden,former vice-president and contenderfor the Democratic nomination.Analysis i PAGE 4

Arrests illuminate tangledpast of Giuliani associates
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Richard Ratcliffe, husband of British-Iranian aid worker Nazanin Zaghari-Ratcliffe, who is
jailed in Iran, with daughter Gabriella after her return to the UK to attend school—Daniel Leal-Olivas/AFP

SAM FLEMING, JIM BRUNSDENAND MEHREEN KHAN — BRUSSELSGEORGE PARKER — LONDON

Brussels will this weekend hold last-ditch Brexit negotiations with BorisJohnson’s team aimed at preventing theUK from crashing out of the EU after abreakthrough in talks between the twosidessparkedhopesofadeal.
EU diplomats gave a green light toramp up talks after Michel Barnier, theEU’s chief Brexit negotiator, told themthat the British prime minister hadshifted his position sharply on a series ofcentraldemandsfromtheEU.

Mr Barnier told EU27 diplomats thatthe UK accepted there could not be a“border across the island of Ireland”, insharp contrast to Britain’s previous pro-posals that entailed a new customs bor-der. He also said Mr Johnson had sig-nalled a willingness to scrap a mootedveto for the Northern Irish Assembly onregulatoryarrangements.
“Boris says he wants a deal and theysaid. “Barnier has got them to acceptcertain EU red lines and that thereforesolutions need to be worked aroundthem.”

The pound rose as much as 2 per centagainst the US dollar to break above$1.27 following the breakthrough, trad-ing at its highest level under Mr John-son’s premiership. It has increased more

than 3.5 per cent over the past two days.JPMorgan economist Malcolm Barrsaid: “For the first time, a UK exit fromthe EU on the basis of a withdrawalagreement within a matter of weeksnow looks the single most likely pathahead.”
The European Commission said “con-structive” talks between Stephen Bar-clay, the UK’s Brexit secretary, and MrBarnier had led to agreement to “inten-sifydiscussionsoverthecomingdays”.Diplomats said the two negotiatingteams would know by early next weekwhether a deal was possible. Time isperilously short if a new text is to beagreed in time for a critical EuropeanCouncilmeetingnextThursday.“Day by day it becomes more andmore of a stretch,” an EU officialsaid.“Timeisreallyrunningout.”Speaking yesterday, Mr Johnsonrefused to engage on whether NorthernIrelandwouldremain intheEUcustomsunionafterBrexit.

He said: “There is a joint feeling thatthere is a way forward that we can see apathway to a deal . . . That doesn’tmean it’s a done deal. There’s work to bedone.”
Analysis page 6
Editorial Comment page 8
TimHarford page 9
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will spread to home-shaming. “A more
sustainable ethical home will become a
statussymbol,”hesays. “Just installinga
shiny incredible new kitchen won’t do it
anymore.”

There is a business case for greener
homestoo,saysLiamBailey,globalhead
of research at Knight Frank. “If you’re
buying as an investment, it is important
to make sure the asset will suit the envi-
ronment. In a relatively low-return
world, you have to think of the cost of
management and maintenance because
itwill eat intoyourreturns.”

and prevention will vary. The biggest
opportunity to reduce emissions from
housing iswithnewbuilds,becausethey
are like a “blank canvas” says Tom Carr,
co-founder of Verto Homes, which
develops zero-carbon smart homes,
fully controlled by Amazon’s Alexa
voice-controlledtechnology.

Data will be crucial. Elecosoft, a soft-
ware company, has this year partnered
with the Swedish Housing Board to use
their estimating tool to put a cost on
building projects. At a click of a button,
users will be able to see the price differ-
ence between building materials and
their relative effects on climate change.
“This will make it much easier to build
in a greener way,” says John Ketteley,
Elecosoft’sexecutivechairman.

Many believe that, over the next 10
years, we will all become more willing to
change our behaviours. Last month,
what was likely the biggest single-day
climate protest in history was staged,
which, organisers say, drew in 4m peo-
ple in185countriesaroundtheglobe.

“Generations coming now won’t settle
for lower quality,” says Gillian Charles-
worth, chief executive of BRE Group,
which advises government, industry
and business on greener construction
methods. Children and young adults
wear their green credentials as a badge
of pride, she says, “putting pressure on
theirpeersandeventheirparents”.

David Mattin from TrendWatching, a
forecaster, says so-called flight-shaming

A s the decade closes, the glo-
bal property market is in a
state of flux. What will hap-
pen in the next 10 years?
The FT asked experts to

identify six trends that will change
property — and the way we live. Here,
we look at the first three, and talk to the
people already feeling the effects of
those forces. Part two of the series will
bepublishednextweek.

Saturday 12 October / Sunday 13 October 2019

Howwill we live in the 2020s?
Part one | From eco-refits to

privatised neighbourhoods

and flat-pack dwellingsmade

to order,Aleksandra

Wisniewska identifies the

trends shaping the future
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to recover the cost in the next 12 years.
“To get all those benefits you have to go
pretty big and deep in terms of disrup-
tionandcost.”

Everyone can make small changes.
Using tinted window film, shutting
blinds in the summer to keep heat out,
buying energy-efficient appliances and
planting trees are among those sug-
gested by Kathryn Brown, head of adap-
tation at the Committee on Climate
Change, which advises the UK govern-
ment. Over the next 10 years, she says,
householders must increase uptake of
the existing technology, such as heat
pumps and smart metres. “We have a
housing stock that in climate terms is
very damaging to the environment,”
says John Muellbauer, professor at Nuff-
ield College and the Institute for New
Economic Thinking. The UK’s is among
the least energy efficient in Europe, and
is responsible for nearly a quarter of the
country’sannualcarbonemissions.

Overall UK emissions are falling, but
those from housing are on the rise, says
Jonny Marshall, head of analysis at
Energy and Climate Intelligence Unit, a
think-tank. “If we are going to get back
on track to reach our carbon targets,
emissionsreallyneedtobetackled.”

Different places in the world experi-
ence climate change in different ways:
coastal areas face rising sea levels, for
example, while southern Europe and
the southern US will suffer an increase
of heatwaves and wildfires. Responses

Illustration: Joe Boyd

Eco-homeswill
becomesymbolsofstatus1

Green-home targets are tough. In the
UK, for example, one home will need to
be refurbished every minute if the gov-
ernment is to reach its emissions reduc-
tion targets for 2050. But for household-
ers, the cost of retrofitting homes
remainsstubbornlyhigh.

To retrofit his home to “net-zero”
standard cost Nigel Banks £100,000 —
and he works in the construction indus-
try so approached the project with con-
siderableexpertise.Banksrefurbished a
Victorian house near Leeds, installing
solar panels, an air-source heat pump
and mechanical ventilation system,
among other works such as re-roofing,
triple-glazing windows and replastering
walls.“Wedidn’tget toPassivhaus levels
[the gold standard in energy efficiency],
butwehavenet incomerather thanpay-
ingenergybills,”hesays.He isexpecting

Corporateswill
runneighbourhoods2

Joi Light, 35, lives in a low-rise apart-
ment building in Atlanta, Georgia. She
loves her landlord, but it is not a person
— it is a company. Cortland owns 11,000
apartments across the city and controls
everything, including the leases, the
maintenanceandthebills.

“It’s definitely exceeded my expecta-
tions,” says Light. She works full-time
and is a parent, she adds, which leaves
her no time to chase up an errant land-
lordoverproblemssuchasrepairs.

The rise of corporate landlords and
the “build-to-rent” (BTR) sector has
accelerated in the past 10 years, spread-
ing from the US, to mainland Europe

Continuedonpage2
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The last time Zaheer Ahmad Zindani
thought he could still see, he was 17 and
in a hospital bed, heavily drugged and
covered with shrapnel wounds from a
Taliban bomb.

He asked the doctor for a mirror.
“The doctor told me, ‘Son, you don’t

have eyes, how will you be able to see
your eyes?’” Mr. Zindani recalled. “I
raised my hand to feel my eyes — it was
the ashes after a fire has burned, and
nothing else.”

That was five years ago. He remem-
bers that even in those first moments,
when the reality of his blindness made
him howl with grief, another realization
took his breath away: His love for his
childhood sweetheart had already been
difficult because the girl’s family did not
see him as worthy. Now, it was surely
doomed.

“If I had lost my eyes and had her
hand, I would still be happy,” he said.
“But now I neither have eyes, nor her.”

Now, Mr. Zindani is one of the

founders of a march for peace that
reached Kabul, the Afghan capital, in
June after a slog of nearly 40 days and
400 miles from the south of the country
through summer heat and war-torn ter-
ritory.

He is protesting a war that has, so far,
swallowed his father, his uncle, his sis-
ter, his eyes and his love.

Like many Afghans, especially in the
countryside, he was not born with a last
name. Some later pick their own, and af-
ter he lost his eyes, he chose Zindani. It
means “imprisoned.”

Along the way, when the march would
stop at a village to rest, Mr. Zindani, now
22, tall and handsome, would find a cor-
ner and lie down for a while, losing him-
self in thought.

Sometimes he would stand up, feeling
his way around the mosque from col-
umn to column, following the voices to
get closer to the discussion. Other times
he would whisper the name of the fellow
traveler he is closest to, whose shoulder
he would hold onto during their long
march.

“Kitab? Hey, Kitab, where are you?”
Mr. Kitab, a father of three whose

birth name is Inamulhaq, joined the
march along the way. The name he
chose for himself means “book.” He can-
not read.

Mr. Zindani is also illiterate. But he is
a poet.

At home, he has 50 pages of original

poetry that he dictated to his siblings.
Their march passed through cities

and villages. But often, they would find
themselves in long stretches when it
was just them, the sky above, the as-
phalt beneath and the vastness of the
desert all around.

His hand on Mr. Kitab’s shoulder, Mr.
Zindani would recite poems.

Even after I died, my eyes did not shut
Waiting for you, I remained looking at
the door.

When Mr. Zindani tells his own story
of life and love, he evokes a series of im-
ages — beautiful in their detail, heart-
breaking for what he holds on to.
AFGHANISTAN, PAGE 4

War took it all from him
Zaheer Ahmad Zindani, 22, at a mosque in Ghazni City, Afghanistan, last month. He was blinded by a roadside bomb when he was 17.
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KABUL, AFGHANISTAN

After bomb stole his sight
and his future, he marches
for peace in Afghanistan

BY MUJIB MASHAL

Mr. Zindani, center, and his friend Kitab, who accompanied him on a 400-mile march to
the capital, Kabul, to call for peace in Afghanistan.

Stefan Herheim wants your attention.
When his productions fulfill his vision,

the viewers can’t ignore what’s happen-
ing, Mr. Herheim, one of opera’s most in-
novative stage directors, said.

“That’s a feeling I absolutely adore,
when the audience doesn’t just lean
back and agree, ‘This is lovely, this is
beautiful, this is happiness, this is ex-
actly what we expected.’”

What he expects is for them “not to be
bored,” he added in an interview after a
rehearsal for Debussy’s “Pelléas et
Mélisande” at the Glyndebourne Festi-
val here in Lewes, England; his much-
anticipated staging opened over the
weekend.

Bored, watching a Herheim show?
Never. Dazzled, yes. Bewildered, proba-
bly.

Over the past 15 years, he has become
celebrated for immensely complicated
stagings of works we thought we knew,
like “La Bohème,” “Parsifal” and “Les
Contes d’Hoffmann,” that are both bom-
bastic spectacles and intellectual disqui-
sitions.

They’re full of blinding coups de
théâtre — but replete, too, with playful
minutiae you might see only on your
fifth time around. They create glittering
collisions between a work, its history
and our expectations of it.

“Our idea of how ‘Carmen’ is sup-
posed to look or be sometimes over-
shadows the piece itself,” he said. “You
have to dig into it, and see: Oh, no, actu-
ally the tradition is wrong.”

“You have to put yourself in a time
machine,” he added, “and travel with the
work back in time — and then translate
it back.”

Born in Oslo, Mr. Herheim, 48, practi-
cally has opera in his blood. As a young 
HERHEIM, PAGE 2

Opera as dazzling and bewildering spectacle

Stefan Herheim has become celebrated for his immensely complicated stagings.
TOM JAMIESON FOR THE NEW YORK TIMES

LEWES, ENGLAND

Director creates collisions 
between a work, its history
and our expectations of it

BY DAVID ALLEN

The New York Times publishes opinion
from a wide range of perspectives in
hopes of promoting constructive debate
about consequential questions.

Arron Banks, a British financier who
helped bankroll the campaign for Brit-
ain to leave the European Union, has
long bragged about his “boozy six-hour
lunch” with the Russian ambassador
eight months before the vote.

Some also wondered about Mr.
Banks’s Russian-born wife and their
custom license plate, X MI5 SPY, after
the British intelligence agency MI5. But
Mr. Banks always laughed off questions
about his ties to the Kremlin.

Now, a leaked record of some of Mr.
Banks’s emails suggests that he and his
closest adviser had a more engaged re-
lationship with Russian diplomats than
he has disclosed.

While Mr. Banks was spending more
than 8 million British pounds, or $10.6
million at the exchange rate now, to pro-
mote a break with the European Union
— an outcome the Russians eagerly
hoped for — his contacts at the Russian
Embassy in London were opening the
door to at least three potentially lucra-
tive investment opportunities in Rus-
sian-owned gold or diamond mines.

One of Mr. Banks’s business partners,
and a fellow backer of Britain’s exit from
the European Union, or Brexit, took the
Russians up on at least one of the deals.

The extent of these business discus-
sions, which have not been previously
reported, raises new questions about
whether the Kremlin sought to reward
critical figures in the Brexit campaign.
Much as in Washington, where investi-
gations are underway into the possibil-
ity that Donald J. Trump’s campaign
may have cooperated with the Russians,
Britain is grappling with whether Mos-
cow tried to use its close ties with any
British citizens to promote Brexit.

In Washington, the investigators for
the special prosecutor, Robert S. Muel-
ler III, and Democrats on the House In-
telligence Committee have also ob-
tained records of Mr. Banks’s communi-
cations, including some with Russian di-
plomats and about Russian business
deals.

And they have taken a special interest
in close ties Mr. Banks and other Brexit
leaders built with the Trump campaign.

On Nov. 12, 2016, Mr. Banks met Presi-
dent-elect Trump in Trump Tower. Upon
his return to London, Mr. Banks had an-
other lunch with the Russian ambassa-
dor, and they discussed the Trump visit.

“From what we’ve seen, the parallels
between the Russian intervention in
Brexit and the Russian intervention in
the Trump campaign appear to be ex-
traordinary,” said Representative Adam 
BREXIT, PAGE 4

Russia offers
are linked 
to big backer
of Brexit
LONDON

Email record suggests
gold and diamond mines
were among the stakes

BY DAVID D. KIRKPATRICK
AND MATTHEW ROSENBERG

When Zimbabwe holds general elec-
tions on July 30, its first after the oust-
er of Robert Mugabe in November,
only four of the 23 presidential candi-
dates will be women. The opposition to
President Emmerson Mnangagwa is
marred by infighting between two
factions within the leading opposition
party, the Movement for Democratic
Change-Tsvangirai, which was founded
and led by the former prime minister
and trade union leader Morgan Rich-
ard Tsvangirai until his death from
cancer in February.

After Mr. Tsvangirai’s death, many
expected Thokozani Khupe, a former
deputy prime minister and a senior
leader of the opposition, to succeed
him. Ms. Khupe was upstaged by
Nelson Chamisa, a charismatic 40-

year-old former
minister whom Mr.
Tsvangirai had
appointed as a vice
president of the
party. Mr. Chamisa
assumed leadership
without a party vote.

Ms. Khupe has
challenged Mr.
Chamisa’s party
presidency. Violent
clashes between the
factions erupted at

Mr. Tsvangirai’s funeral; Ms. Khupe
was forced to hide in a grass-thatched
hut, which Mr. Chamisa’s supporters
threatened to burn down.

On May 22, when the Supreme Court
in Harare was adjudicating on a dis-
pute between Ms. Khupe and Mr.
Chamisa over the use of the party
name and symbols, a crowd of Mr.
Chamisa’s supporters shouted deroga-
tory slogans and sang vulgar songs to
shame Ms. Khupe and called her a
whore.

Along with weakening the opposi-
tion, the factionalism has also brought
to the fore an enduring malaise in
Zimbabwean polity: its fear of single,
independent women in the public
sphere. In physically threatening and
declaring Ms. Khupe a whore, Mr.
Chamisa’s supporters stoked the fear
of “unruly” African women, a fear that
is pervasive across political formations
and has roots in the early colonial
state.

As the urbanizing colony of Rhode-
sia drew rural African men into towns
and cities in the early 1930s, some
traditional leaders colluded with the
colonial state to introduce passes
restricting the movement of African
women in urban areas. African women 

Fearfulness
of women in
Zimbabwe
Panashe Chigumadzi

OPINION

As the country
prepares for
its first
election after
Mr. Mugabe’s
ouster, a
familiar
malaise has
returned.
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The last time Zaheer Ahmad Zindani
thought he could still see, he was 17 and
in a hospital bed, heavily drugged and
covered with shrapnel wounds from a

“The doctor told me, ‘Son, you don’t
have eyes, how will you be able to see

” Mr. Zindani recalled. “I
raised my hand to feel my eyes — it was
the ashes after a fire has burned, and

That was five years ago. He remem-
bers that even in those first moments,
when the reality of his blindness made
him howl with grief, another realization
took his breath away: His love for his
childhood sweetheart had already been
difficult because the girl’s family did not
see him as worthy. Now, it was surely

“If I had lost my eyes and had her
hand, I would still be happy,” he said.
“But now I neither have eyes, nor her.”

Now, Mr. Zindani is one of the

founders of a march for peace that
reached Kabul, the Afghan capital, in
June after a slog of nearly 40 days and
400 miles from the south of the country
through summer heat and war-torn ter-
ritory.

He is protesting a war that has, so far,
swallowed his father, his uncle, his sis-
ter, his eyes and his love.

Like many Afghans, especially in the
countryside, he was not born with a last
name. Some later pick their own, and af-
ter he lost his eyes, he chose Zindani. It
means “imprisoned.”

Along the way, when the march would
stop at a village to rest, Mr. Zindani, now
22, tall and handsome, would find a cor-
ner and lie down for a while, losing him-
self in thought.

Sometimes he would stand up, feeling
his way around the mosque from col-
umn to column, following the voices to
get closer to the discussion. Other times
he would whisper the name of the fellow
traveler he is closest to, whose shoulder
he would hold onto during their long
march.

“Kitab? Hey, Kitab, where are you?”
Mr. Kitab, a father of three whose

birth name is Inamulhaq, joined the
march along the way. The name he
chose for himself means “book.” He can-
not read.

Mr. Zindani is also illiterate. But he is
a poet.

At home, he has 50 pages of original

poetry that he dictated to his siblings.
Their march passed through cities

and villages. But often, they would find
themselves in long stretches when it
was just them, the sky above, the as-
phalt beneath and the vastness of the
desert all around.

His hand on Mr. Kitab’s shoulder, Mr.
Zindani would recite poems.

Even after I died, my eyes did not shut
Waiting for you, I remained looking at
the door.

When Mr. Zindani tells his own story
of life and love, he evokes a series of im-
ages — beautiful in their detail, heart-
breaking for what he holds on to.
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War took it all from him
Zaheer Ahmad Zindani, 22, at a mosque in Ghazni City, Afghanistan, last month. He was blinded by a roadside bomb when he was 17.
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After bomb stole his sight
and his future, he marches
for peace in Afghanistan

Mr. Zindani, center, and his friend Kitab, who accompanied him on a 400-mile march to
the capital, Kabul, to call for peace in Afghanistan.

Bored, watching a Herheim show?
Never. Dazzled, yes. Bewildered, proba-
bly.

Over the past 15 years, he has become
celebrated for immensely complicated
stagings of works we thought we knew,
like “La Bohème,” “Parsifal” and “Les
Contes d’Hoffmann,” that are both bom-
bastic spectacles and intellectual disqui-
sitions.

They’re full of blinding coups de
théâtre — but replete, too, with playful
minutiae you might see only on your
fifth time around. They create glittering
collisions between a work, its history
and our expectations of it.

“Our idea of how ‘Carmen’ is sup-
posed to look or be sometimes over-
shadows the piece itself,” he said. “You
have to dig into it, and see: Oh, no, actu-
ally the tradition is wrong.”

“You have to put yourself in a time
machine,” he added, “and travel with the
work back in time — and then translate
it back.”

Born in Oslo, Mr. Herheim, 48, practi-
cally has opera in his blood. As a young 
HERHEIMHERHEIMH , PAGE 2ERHEIM, PAGE 2ERHEIM

Opera as dazzling and bewildering spectacle

Stefan Herheim has become celebrated for his immensely complicated stagings.
TOM JAMIESON FOR THE NEW YORK TIMES

long bragged about his “boozy six-hour
lunch” with the Russian ambassador
eight months before the vote.

Some also wondered about Mr.
Banks’s Russian-born wife and their
custom license plate, X MI5 SPY, after
the British intelligence agency MI5. But
Mr. Banks always laughed off questions
about his ties to the Kremlin.

Now, a leaked record of some of Mr.
Banks’s emails suggests that he and his
closest adviser had a more engaged re-
lationship with Russian diplomats than
he has disclosed.

While Mr. Banks was spending more
than 8 million British pounds, or $10.6
million at the exchange rate now, to pro-
mote a break with the European Union
— an outcome the Russians eagerly
hoped for — his contacts at the Russian
Embassy in London were opening the
door to at least three potentially lucra-
tive investment opportunities in Rus-
sian-owned gold or diamond mines.

One of Mr. Banks’s business partners,
and a fellow backer of Britain’s exit from
the European Union, or Brexit, took the
Russians up on at least one of the deals.

The extent of these business discus-
sions, which have not been previously
reported, raises new questions about
whether the Kremlin sought to reward
critical figures in the Brexit campaign.
Much as in Washington, where investi-
gations are underway into the possibil-
ity that Donald J. Trump’s campaign
may have cooperated with the Russians,
Britain is grappling with whether Mos-
cow tried to use its close ties with any
British citizens to promote Brexit.

In Washington, the investigators for
the special prosecutor, Robert S. Muel-
ler III, and Democrats on the House In-
telligence Committee have also ob-
tained records of Mr. Banks’s communi-
cations, including some with Russian di-
plomats and about Russian business
deals.

And they have taken a special interest
in close ties Mr. Banks and other Brexit
leaders built with the Trump campaign.

On Nov. 12, 2016, Mr. Banks met Presi-
dent-elect Trump in Trump Tower. Upon
his return to London, Mr. Banks had an-
other lunch with the Russian ambassa-
dor, and they discussed the Trump visit.

“From what we’ve seen, the parallels
between the Russian intervention in
Brexit and the Russian intervention in
the Trump campaign appear to be ex-
traordinary,” said Representative Adam 
BREXIT, PAGE 4REXIT, PAGE 4REXIT
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them back $6,500 more.It was an almost inconceivableamount of money for someone whoearned just a few dollars a day pickingcoffee beans back home. But he wasn’tweighing the benefits of a higher-payingjob. He was fleeing violence and what hesaid was near-certain death at the handsof local gangs.
“There’s no other option,” Mr. Cruzsaid. “The first thought I had was, ‘I justneed to get out of here at whatevercost.’”

The stretch of southwest borderwhere he intended to cross has becomethe center of the raging battle over theTrump administration’s immigrationcrackdown. One clear consequence ofthe tightening American border and thegrowing perils getting there is that moreand more desperate families are turningto increasingly sophisticated smugglingoperations to get relatives into theUnited States.
Mr. Cruz’s story provides an unusual-ly detailed anatomy of the price of thejourney. The money paid for a networkof drivers who concealed him in tractor-trailers and minibuses, a series ofhouses where he hid out, handlers tiedto criminal organizations who arrangedhis passage, and bribes for Mexican po-lice officers to look the other way as hepassed.

Even with his family’s payment, heslept amid filth and vermin. He watched

Shortly before dawn one Sunday lastAugust, a driver in an S.U.V. picked upChristopher Cruz at a stash house in thisborder city near the Gulf of Mexico. The22-year-old from El Salvador was gladto leave the one-story building, wheresmugglers kept bundles of cocaine andmarijuana alongside their human cargo,but he was anxious about what layahead.
The driver deposited Mr. Cruz at an il-legal crossing point on the edge of theRio Grande. A smuggler took a smart-phone photograph to confirm his iden-tity and sent it using WhatsApp to adriver waiting to pick him up on theother side of the frontier when — if — hemade it across.

The nearly 2,000-mile trip had al-ready cost Mr. Cruz’s family more than$6,000 and gotten him within sight ofBrownsville, Tex. The remaining 500miles to Houston — terrain prowled bythe United States Border Patrol as wellas the state and local police — would set

guides abandon some migrants whocould not keep up and guards prod oth-ers to become drug mules. Sometimesthe smugglers identified him by a nu-meric code, other times by an assumedname. But as often as not, they simplycalled him “the package,” to be movedfor profit like an illicit good.For Mr. Cruz, it was worth it. “Theycan build as many walls as they want,”

he said, referring to American officials.“They can send as many soldiers to theborder as they want, but a people’s needand desire for a better life is stronger.”President Trump and his supportershave called for greater vigilance alongthe border to keep out people like Mr.Cruz, a low-skilled worker who followedin the path of other family members whoMIGRANT, PAGE 6

A Border Patrol checkpoint north of McAllen, Tex., in a band of territory where officers have grown more aggressive in their search for unauthorized immigrants.
CHANG W. LEE/THE NEW YORK TIMESThe cost of an illegal U.S. entry

As Christopher Cruz made his way to the American border, his smugglers sometimes
identified him by a numeric code or an assumed name or simply as “the package.”

CHRISTOPHER LEE FOR THE NEW YORK TIMES

MATAMOROS, MEXICO

Bribes and shakedowns, days spent without food and, always, the fear
BY NICHOLAS KULISH

The other day at the newly opened Lo-han Beach House, families played on thebeach alongside topless women along-side the religiously covered up, while ashirtless and ripped Romanian manwith several teardrops tattooed on hisface and the image of a person doing co-caine inked on his abs danced near thebar. None of these people who had paiddozens of euros to recline on a thick Lo-han-branded towel harassed, or evenseemed to notice, Lindsay Lohan her-self, in a red swimsuit and her trusty redbaseball hat with the word “RUSSIA,”who had just taken a seat directly ocean-side.
Parked along a healthy stretch of the

Kalo Livadi beach, the beach club, whichincludes a restaurant, a bar and a foot-ball field’s worth of sand, is a serenesprawl of wood decks, lush canopies andoverstuffed chaise longues. On the lazy,winding ride there — all of the cabs inMykonos seem to cost 35 euros and ar-rive no sooner than 30 minutes afterthey’re called — the driver describedthe club as a genuine island success.Among his passengers, he said, thedestination is approaching the popular-ity of even the vaunted Nammos beachclub, despite having opened only a fewweeks ago, with a marketing campaignapparently limited to a recycled clipfrom a 2011 film the artist RichardPhillips made of Ms. Lohan swimmingin a pool.
Ms. Lohan’s assistant Nichola is a tallblond woman who wouldn’t be out ofplace on the set of “Westworld.” She hadconfused Ms. Lohan’s 6 p.m. interviewwith The New York Times with anotherinterview, scheduled for the same day,with The Sunday Times, a British news-paper. And that appointment had al-LOHAN, PAGE 2

Out of sight, but still in the game
MYKONOS, GREECE

Lindsay Lohan is puttingher past behind her, exceptthat she’s still making films
BY GABRIELLE BLUESTONE

The bar at Lohan Beach House in Mykonos, Greece. Lindsay Lohan said she designed
the club down to its playlists. “There’s a business side to my life now,” she said.

MARCO ARGUELLO FOR THE NEW YORK TIMES

The New York Times publishes opinionfrom a wide range of perspectives inhopes of promoting constructive debateabout consequential questions.

Soon after a United States Army convoycrossed Poland’s border into Lithuaniaduring a major military exercise lastmonth, two very strange things hap-pened.
First, four Army Stryker armored ve-hicles collided, sending 15 soldiers to thehospital with minor injuries. But hourslater, an anti-American blog claimed achild was killed and posted a photo of theaccident. Lithuanian media quickly de-nounced the blog post as a doctoredfake, designed to turn public opinionagainst the Americans and their Baltically.

The bloggers had borrowed a pagefrom the playbook of Russia’s so-calledhybrid warfare, which American offi-cials say increasingly combines the abil-ity to manipulate events using a mix ofsubterfuge, cyberattacks and informa-tion warfare with conventional militarymight.
The military exercise, which involved18,000 American and allied troops, of-fers a window into how Army command-ers are countering not just Russiantroops and tanks, but also twistedtruths. The exercise occurred as Presi-dent Trump is sidling up to Moscow bybad-mouthing NATO, calling for Russiato be readmitted into the Group of 7 in-dustrialized nations and planning asummit meeting with PresidentVladimir V. Putin of Russia this month.American commanders say they aretuning out Mr. Trump’s comments —strengthening ties to allied armies, in-creasing the number of troops and spiesdevoted to Russia, and embracing De-fense Secretary Jim Mattis’s newest de-fense strategy that focuses more on po-tential threats from Russia and Chinaand less on terrorism.

“The Russians are actively seeking todivide our alliance, and we must not al-low that to happen,” Dan Coats, the di-rector of national intelligence, warnedseparately in a speech in France the dayafter the June 7 accident in Lithuania.Over the past year, the United Statesand its NATO allies completed posi-tioning about 4,500 soldiers in the threeBaltic States and Poland, and have sta-tioned several thousand other armoredtroops mostly in Eastern Europe as a de-terrent to Russian aggression.In Brussels, allied defense ministersmet recently in advance of a NATO sum-mit meeting this month and approved aplan to ensure that by 2020, at least30,000 troops, plus additional attackplanes and warships, can respond to ag-gressions within 30 days.These tensions are part of an expand-MILITARY, PAGE 5

On ground
and online,
a counter
to Russia
ORZYSZ, POLAND

U.S. military strengthensties with NATO to thwart might and disinformation
BY ERIC SCHMITT

PARIS I consider it a credit to myindependence of spirit that despitebeing married to a journalist whocovers soccer and raising severalyoung soccer fanatics, I’ve managed toabsorb practically nothing about thesport. I can sit alongside them as theyhoot and moan at players on TV, thenstill ask, after an hour, “Wait, are Spainthe red ones?” (Similarly, when Iplayed softball as a kid, I’d forgetwhether I’d just batted and run to firstbase or whether I was the first base-man.)
Despite this, I’ve come to appreciatesoccer, and especially this year’s WorldCup. It’s partly the free babysitting.While my husband is in Russia for fiveweeks covering the tournament, I’verelaxed our usual screen-time rules

and let my kids
watch every match
until bedtime. (I
recently expanded
this to include the
extensive pregame
and postgame com-
mentaries.) It has
been years — four, tobe precise — since I’ve had this muchfree time.

My affection for the World Cup isn’tpurely selfish; I also think it’s good forkids. I’d heard that a few desperatefans jump off buildings when theirteam loses a key match — hardly thekind of loyalty I want to inspire in myoffspring. In fact, my husband calcu-lates that there are fewer suicides inthe month that a European country’snational team plays in a World Cup,thanks to a generalized feeling of com-munity and togetherness. (There’s nopent-up spike in suicides after thatmonth, either.) Even losing unitespeople, because they join in a high-stakes drama whose outcome theyknow is, ultimately, inconsequential.“It’s a very safe escape from thingsthat really matter, which is almosteverything else in life,” he said.That “everything else” currentlyincludes the dangerous nationalismtaking root in Europe and the UnitedStates, by which immigrants and otherforeigners are dehumanized andscapegoated, and leaders claim thatcertain countries are intrinsicallyworse. The World Cup, by contrast,offers an alternative, positive andtolerant form of nationalism in whichyou can cheer on your own countrywithout denigrating people from else-where.
Indeed, watching the World Cupalmost always means identifying with 

World Cup
and lessons 
in parenting
Pamela Druckerman
Contributing Writer

OPINION

It’s been four
years since
I’ve had this
much free
time.

DRUCKERMAN, PAGE 17
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How the news should sound. A daily audio report on demand.Hosted by Michael Barbaro.
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THE NEW YORK TIMES
INTERNATIONAL EDITION

The New York Times International Edition is a leading 
international source for opinion leaders and decision-makers 
around the globe. With dedicated newsrooms in Paris, London, 
Hong Kong and New York; and journalists reporting from all 
corners of the globe, its informative, inspiring and intelligent 
coverage of the world makes it required reading in 130 countries 
around the world.

CIRCUL ATION: 169,744

AVERAGE HHI:  $367,700

MEDIAN AGE: 55

DISTRIBUTION: EUROPE, ASIA , PACIFIC

DEMOGRAPHICS

2020 RATES

SIZE COLOR COST

Minimum ad size
2 1/16” W x 3” H Black & White $938

Minimum ad size
2 1/16” W x 3” H Full Color $1,250

Many other ad sizes are available. Please email or call for a price 
quote. NYTIE Real Estate ads run every Friday.

2020 CLOSING DATES

ISSUE PUBLICATION 
DATE MATERIALS DUE

Weekly Friday Monday (week of)

FULL- COLOR EVENT WRAPS 

In addition to cooperative advertising opportunities within the 
New York Times International Edition, our program includes 
full-color wraps that are distributed at some of the world’s most 
prestigious events, including the Cannes Film Festival, Frieze 
Art Fair, Wimbledon Tennis, the Monaco Yacht Show, and many 
others. These event wraps are placed around thousands of 
copies of the New York Times International Edition, which are 
then distributed in hotel rooms and onsite at the events.

INDIVIDUAL 4-PAGE WRAP: $10.35 each

MINIMUM ORDER: 3,000 wraps
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THE SUNDAY TIMES
OF LONDON

The Sunday Times is one of the largest-selling British national 
Sunday newspapers. Established over 200 years ago, The 
Sunday Times is one of the most trusted commercial news 
brands in the United Kingdom and continues to lead the market 
with quality journalism. HOME is the pre-eminent, award-winning 
national property supplement of The Sunday Times; advertisers, 
including estate agents, developers, retailers, architects and 
designers, use HOME to drive enquiries to their teams and help 
readers to make the best decision on how to spend their money.

DEMOGRAPHICS

GEOGRAPHIC DISTRIBUTION: UK

CIRCUL ATION: 655,103

RE ADERSHIP: 1 ,752 ,000

GENDER SKEW: 53% MALE , 47% FEMALE

RE AD BY UK BUSINESS ELITE: 48%

AVERAGE AGE: 49

NUMBER OF LISTINGS PER PAGE: 6 OR 9

2020 HOME DIGITAL OFFER

ISSUE SIZE PRICE

Weekly (Sunday) 970x250, 320x50, 
728x90, 30x250 $2,850 per Sunday

100% SOV (desktop, tablet, and mobile)

2020 HOME PRINT OFFER

SIZE COLOR COST

Full Page Color $9,350

Half Page Color $4,950

Quarter Page Color $3,300



Founded by RMS Media Group in 2006, Ocean Home is the 
leading luxury coastal lifestyle magazine.  Published bi-monthly, 
the magazine captures the essence of Ocean Home living, 
featuring the best architects, interior designers, landscape 
architects, real estate experts and luxury travel destinations in 
the United States and around the world.

From high-end developments in the Caribbean to private 
beachfront estates in California, Ocean Home not only unveils 
dream homes of the top coastal communities but also reveals the 
best vacation escapes, trending designs for ocean homes, and 
the key players in the next generation of luxury oceanfront living.  
Ocean Home magazine is available in print and digital editions.

AVERAGE AGE: 51

GENDER SKEW: 49% MALE , 51% FEMALE

AVERAGE HHI:  $2,400,000

AVERAGE NET WORTH: $9,600,000

AVERAGE PRIMARY RESIDENCE VALUE: $3,300,000

OCEAN HOME

DEMOGRAPHICS

2020 CLOSING DATES

ISSUE DISTRIBUTION 
DATE

MATERIALS 
DUE

April/May Mar 15, 2019 Jan 12, 2019

June/July July 15, 2019 Mar 14, 2019

August/September Sept 15, 2019 May 9, 2019

October/November Nov 15, 2019 July 11, 2019

December/January 2019 Dec 15, 2019 Sep 19, 2019

Feb 2019/Mar 2019 Jan 15, 2019 Nov 20, 2019

2020 RATES*

PAGE SIZE COLOR COST

Spread Full Color $4,150

Full Page Full Color $2,750

Rates for 1x

DISTRIBUTION: 70,000

RE ADERSHIP: 195,000

GEOGRAPHIC BRE AKDOWN:
US Coastal Areas- 29% Northeast, 
35% Southeast, 28% West, Canada, Caribbean



TOWN & COUNTRY

Whether they’re choosing their primary residence or picking out a 

place to escape to near the water or on a 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.

CIRCULATION/DEMOGRAPHICS

RE ADERSHIP: 625,000

MALE/FEMALE SKEW: 27% / 73%

MEDIAN AGE: 55.2

AVERAGE HHI:  $314,983

AVERAGE NET WORTH: $1 .5 MILLION

2020 RATES

RATE PER INSERTION

Full Page 1x $15,300

Full Page 3x $14,900

Full Page 6x $14,500

2020 CLOSING DATES

ISSUE CLOSING DATE ON-SALE DATE

April Jan 25 Mar 6

May Feb 22 April 10

June/Summer Apr 3 May 22

September June 21 Aug 7

October Aug 7 Sept 18

November sept 4 Oct 16

Dec/Jan Oct 2 Nov 20
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LUXU RY  W I T H O U T  C O M P RO M I S E

APRIL 2019

TheCalifornia Issue
A window on the cars, wine, food, art, and people that define the dream

Apr_Cover.indd   1 3/1/19   11:32 AM

California Issue
A window on the cars, wine, food, art, and people that define the dream

JUNE 2019

LUXURY WITHOUT COMPROMISE

AUTOS • STYLE

• W
ATC

H
E

S
•

A
V

IA
T

IO
N

•
JE

W
ELRY

•CIGARS•DESIGN•ART•CULIN
ARY

•
W

IN
E

•
M

A
R

IN
E

•
T

EC
H

• SPIR
ITS • TRAVEL •

Bestof theBest

31st ANNUAL

BOTB_Cover.indd   1

6/7/19   10:26 AM

JUNE 2019

NN••AARR

LUXU RY  W I T H O U T  C O M P RO M I S E

SEPTEMBER 2019
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in Style
How to live well . . . 

without going overboard
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Robb Report is the leading voice in global luxury.  Widely regarded 

as the single most infl uential journal of living life to the fullest, Robb 

Report covers the newest in what matters most to its discerning 

and sophisticated audience.

2020 RATES

SIZE COLOR COST

2 Page Spread Full Color $20,275

Full Page Full Color $10,595

1/2 Page Full Color $5,895

2020 CLOSING DATES

ISSUE AD DUE ON SALE

Mar Jan 17 Mar 3

April Feb 21 Apr 7

May Mar 20 May 5

June Apr 17 Jun 2

July May 22 Jul 7

Aug June 19 Aug 4

Sept July 17 Sept 1

Oct Aug 21 Oct 6

Nov Sept 18 Nov 3

Dec Oct 16 Dec 1

Jan Nov 22 Jan 7, 2021

Feb Dec 20 Feb 4, 2021

DEMOGRAPHICS

MEDIAN AGE: 44

GENDER SKEW: 78% MALE , 22% FEMALE

AVERAGE HHI:  $554,000

AVERAGE HNW: $3,100,000



HAUTE LIVING

MARKET  DISTRIBUTION

MIAMI 35,000

NEW YORK 35,000

LOS ANGELES 35,000

DEMOGRAPHICS

AVERAGE AGE: 50

GENDER SKEW: 56% MALE , 44% FEMALE

The primary element of the Haute Living brand is the

sophistication and unique leadership we offer to our affl uent 

audience.  Haute Living incorporates elite lifestyle reporting 

throughout distinguished, market-specifi c publications in Miami, 

New York, Los Angeles & San Francisco. Through their celebrated 

regional publications, Haute Living captures the hearts and minds 

of the world’s most infl uential consumers in the most affl uent 

destinations, and act as both guide and signpost in their stellar 

lifestyle. Haute Living characterizes the cultivation of luxury living.

2020 CLOSING DATES

Published bi-monthly.
Closing dates are 30 days before issue date. 

Example: February 1 for March/April.

2020 RATES PER MARKET

SIZE COLOR COST

Full Page, One City Full Color $4,100

Full Page, Two Cities Full Color $5,900

Full Page, Three Cities Full Color $7,000



ARCHITECTURAL DIGEST

Published monthly, Architectural Digest is a modern icon of 

architecture and design. More about the art of architecture than 

commerce, AD has far more cachet than a mere “house book,” 

inspiring decisions as well as feeding fantasies. Advertisements 

within directly inspire their affl uent audience to pursue and source 

their dream homes. Special issues focus on cities, country homes 

and global architecture.

DEMOGRAPHICS
MEDIAN AGE: 52

MEDIAN HHI:  $168,517

GENDER SKEW: 50% MALE, 50% FEMALE

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



CONDÉ NAST TRAVELER

DEMOGRAPHICS
MEDIAN AGE: 55

MEDIAN HHI:  $166,685

GENDER SKEW: 58% MALE , 42% FEMALE

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

Published monthly, Condé Nast Traveler features articles 

written by writers who do not accept free travel and accommodations 

— writers for other travel publications do. Because of the 

magazine’s objectivity and fascinating editorial content, they have 

earned the loyalty of the most frequent and affl uent travelers in 

the world — individuals who 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 more than one 

award. 

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



GQ

For more than 50 years, GQ has been the premier men’s magazine, 

providing defi nitive coverage of style and culture. With its unique 

and powerful design, work from the fi nest photographers and a 

stable of award-winning writers, GQ reaches millions of leading 

men each month.

DEMOGRAPHICS
MEDIAN AGE: 37

MEDIAN HHI:  $76,590

GENDER SKEW: 75% MALE , 25% FEMALE

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



WIRED

WIRED makes sense of a world in constant transformation. WIRED 

tells an ongoing adventure story—the invention of the future. The 

WIRED conversation illuminates how technology is changing every 

aspect of our lives—from culture to business, science to design. 

The breakthroughs and innovations they cover lead to new ways of 

thinking, new connections, and new industries, introducing you to 

the people, companies and ideas that matter.

DEMOGRAPHICS
MEDIAN AGE: 45

MEDIAN HHI:  $148,810

GENDER SKEW: 65% MALE , 35% FEMALE

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



VOGUE

DEMOGRAPHICS
MEDIAN AGE: 39

MEDIAN HHI:  $153,537

GENDER SKEW: 25% MALE , 75% FEMALE

The foundation of Vogue’s leadership and authority is the brand’s 

unique role as a cultural barometer for a global audience. Vogue 

places fashion in the context of culture and the world we live in — 

how we dress, live and socialize; what we eat, listen to and watch; 

who leads and inspires us. Vogue immerses itself in fashion, always 

leading readers to what will happen next. Vogue defi nes the culture 

of fashion and is thought-provoking, relevant and always infl uential.

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



VANITY FAIR

DEMOGRAPHICS
MEDIAN AGE: 46

MEDIAN HHI:  $168,663

GENDER SKEW: 28% MALE , 72% FEMALE

Published monthly, Vanity Fair has been highly infl uential and 

often quoted for numerous decades. Thought-provoking as well 

as style-making, it covers every aspect of modern life, from world 

affairs and business to architecture and society. This culture-

defi ning publication reaches affl uent opinion leaders in positions 

to purchase multiple high-end homes, typically on more than one 

continent. Vanity Fair readers are the perfect audience for even 

your highest priced estate.

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



THE NEW YORKER

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

DEMOGRAPHICS
MEDIAN AGE: 48

MEDIAN HHI:  $165,202

GENDER SKEW: 55% MALE , 45% FEMALE

The New Yorker has made many artists and writers household 

names. Its short stories are masterpieces, its reporting award 

winning, and its cartoons legendary. Each week, millions of high 

achievers turn to its mix of arts, architecture and design, business, 

politics, and science to be informed on all that matters, including 

their future dream homes. The New Yorker is the authority on 

practically everything, including future dream homes.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



GOLF DIGEST

DEMOGRAPHICS
MEDIAN AGE: 54

MEDIAN HHI:  $158,164

GENDER SKEW: 76% MALE , 24% FEMALE

Golf Digest is the #1 most widely-read golf publication in the world 

and the authority on how to play, what to play and where to play. 

Golf Digest’s aim is to enhance the enjoyment of all facets of the 

game–making its readers better players, smarter consumers and 

more discerning travelers, while also offering the kind of informative 

and provocative stories that fuel the unending conversation that 

is golf. Golf Digest’s mantra is THINK YOUNG/PLAY HARD, a 

philosophy that defi nes both their reader and editorial alike, and is 

what differentiates Golf Digest from the competition. Golf Digest – 

It’s not just about swing speed – it’s a way of life.

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



BON APPÉTIT

DEMOGRAPHICS
MEDIAN AGE: 52

MEDIAN HHI:  $164,745

GENDER SKEW: 41% MALE , 59% FEMALE

bon appétit focuses on what’s current and stylish, while still giving 

readers valuable cooking tools and tips. The only food lifestyle 

publication on the market, bon appétit offers “life through the lens 

of food” — cooking in, dining out, culture, travel, entertainment, 

shopping and design. 

MORE THAN 60 LOCAL AND FEEDER 
MARKET REGIONS AVAILABLE .  

EMAIL OR CALL FOR THE REGION 
LIST WITH PRICING, CIRCULATION, 

DISTRIBUTION MAPS, ETC.

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17



MODERN LUXURY

Modern Luxury, knows that community, more than ever, defi nes 

who we are.  And city by city, they make living well an art form.  

Modern Luxury is the largest local luxury media company, delivering 

the most affl uent audiences in the most prominent cities in the US.  

They bring luxury closer to home, because they live there too.

DEMOGRAPHICS
MEDIAN AGE: 47

MEDIAN HHI:  $389,540

AVERAGE NET WORTH: $2,213 ,920

GENDER SKEW: 41% MALE , 59% FEMALE

Choose from over 70 markets including 
Manhattan, Chicago City/North Suburbs/ 

Los Angeles/ West L.A., 
San Francisco City/North Bay, 

South Florida, and 
Washington D.C. Metro.

FULL PAGE ADVERTISEMENT

PRICING STARTS 
AT $2 ,140 PER REGION

2020 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

January October 11 October 16

February November 12 November 15

March December 10 December 13

April January 13 January 16

May February 11 February 14

June March 13 March 18

July April 13 April 16

August May 12 May 15

September June 12 June 17

October July 13 July 16

November August 11 August 14

December September 14 September 17
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PHIL KAMINOWITZ
Senior Vice President

212-677-2713
philip@skyad.com

PAULA DAVIDSON 
Senior Account Executive

212-677-2671
paula@skyad.com

SARA HELENI
Account Executive

212-674-2402
sara@skyad.com

JIMMY CINTRÓN
Account Executive

212-677-0083
jimmy@skyad.com

LET’S DO 
GREAT THINGS TOGETHER


