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NATIONAL & GLOBAL EXPOSURE  
2023 MARKETING PLAN

SKY Advertising is excited to present to Coldwell Banker Global Luxury 

Wellesley a curated, multi-media marketing selection of offerings to reach high 

net worth buyers and sellers.

Your strategic blueprint is composed of select print media to cast a wide net 

and digital products that are highly targeted to individuals looking for high-end 

living in Wellesley, MA.

Approaching the marketing strategy from these different directions will help us 

to saturate your market in the most effective way.

JANINE JONES
Executive Vice President

212-677-2714 
janine@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
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»CUSTOMIZABLE.
AFFORDABLE. 
MEASURABLE.

The 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, county or city and 
lifestyle.

Get the most out of your marketing dollars with 
aff ordable and measurable results that only a digital 
program can off er. Link directly to your property 
website, personal website or offi  ce website.

» IMPRESS LOCALLY. IMPRESS GLOBALLY.

CAMPAIGN OVERVIEW 
AND BUDGET

Campaign: 2023 Marketing Plan

Flight Dates: January 2023 - December 2023

Impressions: 3,000,000
Clicks through to the website of your choice.

250K Impressions per month:  $1,195

500K Impressions per month: $1,625

1 Million Impressions per month: $2,450

Three Month Minimum

250K Impressions per month:  $1,195

500K Impressions per month: $1,625

1 Million Impressions per month: $2,450

Three Month Minimum

IMPRESSIONS CAMPAIGN

Minimum 3 month commitment

JAN

2023
DEC

20233,000,000
IMPRESSIONS



» DIGITAL

SKYAD.COM

6

Many more websites available for local to global targeting.

We identify the best sites to feature your property, and your ads appear only on your approved sites. The number 
of prominent, respected and relevant sites available is exceptional. We take care of the research to provide hand-
selected and white-listed sites most relevant to your campaign.

We identify where potential buyers are found and use the information to identify the areas to geo-
target. We can target locally to globally.

»GEO TARGETING

IMPRESSIONS PROGRAM TARGETING SITES
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We create and produce banner ads for your campaign that best refl ect your property and company image. We 
assist with photo selection and editing as well as ad design and sizing.

Ad Units: 920x250, 728x90, 300x600, 300x250, or custom sizes.

Banner Production: $350

CREATIVE - SAMPLE BANNER ADS FOR 
IMPRESSIONS PROGRAM
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SAMPLE BANNERS FOR IMPRESSIONS 
PROGRAMS AS THEY APPEAR ON SITES
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We project the number of impressions (number of times the ad appears on each site) during your campaign.•
The number of impressions are broken down by number and site for the duration of the campaign.•
The delivery by site is broken down into delivered impressions, clicks and click-through rate. This allows 
you to see on what sites your ads are performing well and where there needs to be improvement. With this 
information we are able to adjust the campaign for maximum eff ectiveness. 

•

» IMPRESSIONS PROGRAM SAMPLE REPORT

After the launch, we give you complete and comprehensive reporting for the duration of your campaign. We can 
also give 30 day reports for you to evaluate the eff ectiveness of your targeting and to adjust it

COMPREHENSIVE REPORTING FOR YOUR 
CUSTOMIZED CAMPAIGN
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After researching, we have put together an integrated program that targets a high-net-worth audience 
across the targeted zip codes (02467, 02460, 02459, 02461, 02458, 02492, 02494, 02482, 02116, 02117, 
02199, 02119, 02118, 02108, 02114).  Due to real estate related targeting restrictions, we must target by radius 
and cannot target zip codes directly. Therefore, we have targeted a five-mile radius around 235 Gould St in 
Needham and 2.5-mile radius around 72 E Concord Street in Boston. This provides coverage of all target zip 
codes with minimal spillover.

The program, with a projected start date of January 1st will run for twelve months and deliver an estimated 
3,000,000 impressions.

This will include:

•	A site-specific segment of premium  news and business/finance focused websites (e.g. WSJ.com, 
FoxBusiness.com, Bloomberg.com, etc.)

•	A site-specific segment of premium local news websites (e.g. Boston.com, WickedLocal.com, etc.)

•	An In-Market segment that will allow us to show banners to adults actively searching for residential 
real estate and living in the targeted zip codes.

•	A Demographic segment that will allow us to target homeowners living in the targeted markets.

	» SITE SPECIFIC
This segment consists of premium global business/finance websites such as WSJ.com, Boston.com 
Bloomberg.com and more to extend the overall reach of the program.

	» BEHAVIORAL TARGETING
We can target people on behavior first based on their online behavior (sites visited, content consumed and 
search activity). Since this segment targets behavior first, the banners could end up showing on any site 
across the web.

To ensure that the banners are seen in a premium environment, we have created a “whitelist” of sites. Ads 
will only show to people who have met our targeting criteria (behavior, income, and geo-target) on one of 
these sites. The site list includes top news, business, finance, sports, politics and tech sites.

IMPRESSIONS SCHEDULING
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	»  MEASUREMENT
Key metrics (KPI’s) that will be tracked include impressions, clicks, click through rate (CTR), and (if tracking 
codes are installed on the landing page) Sessions, Pages Per Session, Average Time Spent, Conversions.

	» REPORTING
We will provide monthly reporting that will summarize the KPI’s (Key Performance Indicators) and provide 
optimization recommendations.
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GEOFENCE REACHES YOUR AUDIENCE ON THE MOVE

DIGITAL EVENT TARGETING

• Event targeting - Target customers who attend specifi ed events within a specifi c time frame.

• Custom audiences - Target customers that are within or have recently visited a specifi c Geo-Fenced 

location.

»GEOFENCE SELECT LOCATIONS OR EVENTS AND THEN 
RETARGET THE AUDIENCE AFTER.

»TIER 3
• Investment: $1,325

• Monthly Impressions: 66,890

»TIER 2
• Investment: $2,575

• Monthly Impressions 133,780

»TIER 1
• Investment: $3,750

• Monthly Impressions 200,670
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CROSS MEDIA OPTIMIZATION

»SEARCH ENGINE AND SOCIAL
PROPRIETARY ALGORITHMS GO BEYOND A SINGLE 

PLATFORM

Take the guesswork out of budget al locations: our proprietary 

machine learning doesn’t make decisions based off  emotions 

or best guesses only data informed logic

Enhance your customer journey: to ensure your customers can 

always fi nd you

Tactics optimization: goal-based, Dynamic, Machine Learning 

Algorithms

Campaign optimization: proprietary patent pending algorithm 
that shifts budgets based on performance and pacing

SEARCH

• Google, Bing, Yahoo, Multi Publisher

SOCIAL

• Facebook, Instagram, Multi Tactic

SOCIAL RETARGETING

• Retarget Audiences on Facebook

»THE BENEFITS OF ONE UNIFIED 
BUDGET

Simplifi es your spending to drive more leads

EXPAND YOUR APPROACH

Easier allocation of your advertising budget keeps you from 
overspending on one channel, allowing you to confi dently 
diversify your spend and automatically adjust with changes in 
the market

STAY BALANCED

EA power user on one channel, but a novice at the next? Our 
technology balances your marketing mix across search, social, 
and targeted display so you’re earning leads all throughout the 
customer buying cycle.

FLEXIBILITY = RESULTS

A fl uid budget lets customers fi nd you where they already are. 
We let one channel’s performance inform another, creating 
more impactful lead driving campaigns across the board.

$4,500/MONTH 25 MILE RADIUS
$4,875/MONTH 5 MILE RADIUS

Crossmedia
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CROSS MEDIA OPTIMIZATION

	»GEO TARGETING
•	25 miles radius from 71 Central St , Wellesley, MA 

02482

Marketing Objective

CONTACTS

Recommended Investment with Initial Allocation by 

Channel*

Recommended Investment with Initial Allocation by 

Channel*

$4,500 $11,250 $34,500
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CROSS MEDIA OPTIMIZATION

	»GEO TARGETING
•	5 miles radius from 71 Central St , Wellesley, MA 02482

Marketing Objective

CONTACTS

Recommended Investment with Initial Allocation by 

Channel*

Recommended Investment with Initial Allocation by 

Channel*

$2,000 $4,875 $11,000
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SMART SOLUTIONS EBLAST

Our team of email experts make your message stand 
out from your competition with compelling subject 
lines, engaging copy, powerful images and strategic 
deployment scheduling. Our campaigns are 100% 
responsive, meaning your message is optimized for all 
devices and email platforms in order to expand your 
reach and foster engagement with customers.

TARGETING
Use high-quality data to reach new customers

DELIVERABILITY
Make it to more customer’s inboxes every time.

Audience

Select High Income Zip Codes

02467, 02460, 02459, 02461, 02458, 02492, 02494, 
02482, 02116, 02117, 02199, 02119, 02118, 02108, 02114

Household Income > $250K

21,874 Total Emails

CUSTOM EBLAST AND FOLLOW UP EMAIL: 
$2,195
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LINKEDIN.COM

LinkedIn has over 600 million members, and 40% of 
them visit the professional social network each day. 
It’s an opportunity to reach your target audience 
when they’re most engaged. 

Marketers can engage with a community of 
professionals, including infl uencers, decision-makers, 
and executives, driving actions that are relevant to 
your business. 

You can target an audience based on location, 
company, industry, age, gender, education, job 
experience, job title, and more.

We have put together an integrated program 
that provides targets a C Level and Senior Level 
Management audience living in the Boston 
metropolitan area on LinkedIn.com  

The program is scheduled to start on January 1st 
and run for three months and deliver up to 70,000 
impressions.

Estimated Monthly Deliveries:

• Impressions: 7,600 -23,500

• Clicks: 30 -110

The plan targeting includes:

• Company Size: 51-200 employees, 201-500 
employees, 501-1000 employees, 1001-5000 
employees, 5001-10,000 employees, 10,001+ 
employees.

• Job Titles:  Chief Executive Offi  cer, Deputy Chief 
Executive Offi  cer, Group Chief Executive Offi  cer, 
Group Managing Director, Senior Vice President, 
Head of Business Development, Managing Director, 
Chief Marketing Offi  cer, Interim Chief Executive 
Offi  cer, Acting Chief Executive Offi  cer, Deputy Chief 
Financial Offi  cer, Acting Chief Financial Offi  cer, 
Group Financial Controller, Financial Controller, 
Chief Financial Offi  cer, Financial Director, Partner, 
Regional Chief Financial Offi  cer, Chief Financial 
Offi  cer Operations, Chief Operations Manager, 
Chief Operating Financial Offi  cer, Vice President 
Operations, Chief Sales Marketing Offi  cer, Head 
of Marketing, Head of Sales, Chief Operating 
Offi  cer, Sales Director, Vice President of Sales, 
Vice President Marketing, Marketing Director, 

Chief Revenue Offi  cer, Managing Partner, Chief 
Technology Offi  cer, Managing Consultant, Principal 
Managing Partner, Interim Chief Technology Offi  cer, 
Chief Information Offi  cer, Senior Software Engineer, 
Director of Sales Marketing, Director of Sales And 
Business Development, Area Sales Director, Vice 
President of Global Sales, Global Sales Director, 
Vice President of Business Development, Director of 
Business Development.

• Years of Experience: 10+

Measurement

Key metrics (KPI’s) that will be tracked include 
impressions, clicks, click through rate (CTR), and (if 
tracking codes are installed on the landing page) 
Sessions, Pages Per Session, Average Time Spent, 
Conversions.

Reporting

We will provide monthly reporting that will 
summarize the KPI’s (Key Performance Indicators) 
and provide optimization recommendations.

LINKEDIN CAMPAIGN: $2,200/MONTH
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The Wall Street Journal represents credibility and 
infl uence and continues to be the leading environment 
for luxury real estate clients to connect with the world’s 
most affl  uent home-buying audience. With new and 
exciting content alignment opportunities in “Mansion” 
WSJ’s luxury real estate section, we are able to further 
strengthen our brand, expand visibility and deliver our 
message with more resounding results than ever before.

• Circulation: 786,294
• Readership: 4,500,000
• Male / Female: 62% / 38%
• Average HHI: $278,000
• Average age: 50

2 X 7 NEW ENGLAND: $695
BUY 8 GET 6 FREE

THE WALL STREET JOURNAL
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MARCH 2018  BOSTONMAGAZINE.COM

WAS CHEERS
A RIP-OFF?

SPRING 
FASHION PREVIEW

FIVE ALUMS TAKE ON HARVARD: 
IS THE COLLEGE BROKEN?

HOW TO SHOP LIKE 
CHEF KEN ORINGER

GREAT 
DEALS

The Last 

GOING, GOING… ALMOST 
ALL GONE. WHERE TO FIND 

A STEAL IN BOSTON’S 
RED-HOT REAL ESTATE MARKET.

R

EA
L E S TA

T
E2018

No other magazine covers what it means to be a 
Bostonian better than Boston magazine. For over 
50 years Boston magazine has been the city’s 
concierge and informer.  Every issue of Boston 
magazine features a front of book Home & Property 
department, a reader’s go-to source for luxury home 
design inspiration and real estate news. Additionally, 
the back of each issue includes a Distinctive 
Properties department showcasing a collection of 
property listings and top agent information.

• Boston magazine readers
• 84% homeowners 
• 92% attended college
• 68% sit on board of directors/trustee members 

for community/philanthropic organizations
• 71% married

• Circulation: 75,000

• Average issue audience: 487,500 

• Average age: 48

• Female: 59%

• Average household income: $216,000

• Average net worth: $1,603,000

FULL PAGE
MARCH: TOP PLACES TO LIVE
SEPTEMBER: TOP SCHOOLS
Global

The St. Regis Residences, Boston

Take in the dramatic harbor and 
city views from your beautifully 
appointed residence. Indulge in 

signature amenities and personalized 
butler service that anticipates and 

appreciates your every expectation. 
Enjoy a walk or dinner out 

in Boston’s most spectacular 
neighborhood. � is is living as you 
wish. � is is living at � e St. Regis 

Residences, Boston. srresidencesboston.com

BOSTON MAGAZINE
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“Reckoning and
Reclaiming” es-
chews Hallow-
een pageantry
and brings pain-
ful history to life
at the Peabody
Essex Museum.
SundayArts, N1.

Cellphone data
reveal how seg-
regated Bosto-
nians are in their
movements.
Ideas, K1.

Sunday: Breezy, warmer.
High: 63-68. Low: 49-54.

Monday: Sunny, pleasant.

Complete report, A28.

Deaths, A19-27.

Boo-tiful

VOL . 3 0 0 , NO . 1 2 3

*
Suggested retail price

$6.00

Sometimes, a leap of faith can feel like
a fool’s errand when you’re the first to take
that step.
The courage to lean into hope, to trust

your vision, to believe in yourself when
you are reaching for
dreams no one dared
let themselves have is
hard to muster in a
world that is flat on
your freedom and end-
lessly orbiting for ev-
eryone else.
I am in awe of the

folk who tend to the
tenacity and grow the
strength required to

resist the erasure of opportunity that so of-
ten exists for Black folk, for all marginal-
ized people who have been willfully kept
from roles of power.
Kim Janey never believed she’d see a

Black mayor in the city of Boston, let alone
hold the position herself. She couldn’t
imagine it. And then Marty Walsh was
called to Washington, and the seat was
passed on to the City Council president:
Janey. Everything changed. For her and

OSTERHELDT, Page A12

A BEAUTIFUL
RESISTANCE

BY JESS BIDGOOD | GLOBE STAFF

T
ULSA, Okla. — OnMay 31, 2020, six days after the murder of George Floyd, a
welding inspector named Thomas Ryan Knight went to his first protest, a Black
LivesMatter demonstration.
Knight, a wry father of five who goes by Ryan and has the seal of the Choctaw

Nation tattooed on his right wrist, wanted to show his support for Black Ameri-
cans, to be one more body in the sea of millions taking to the streets across the
country to protest racism and police brutality.

It was hot but clear as he and his girlfriend joined the crowd, whichmarched through
a part of the city that was the site of a racist massacre a century ago, and followed it onto
Interstate 244West, grinding traffic in all three lanes to a halt on the overpass of a high-
way that long ago cleaved this historic Black neighborhood in two.
But once he got up to the highway, Knight didn’t feel comfortable, decided it was time

to go, andmade his way toward the shoulder.
That’s where his memory ends.
While the drivers of the stopped vehicles seethed over the demonstration, a red pickup

truck with a hulking, empty horse trailer pushed into the crowd as its driver placed a
handgun on the dashboard, witnesses said, and protesters banged on its hood and threw

HARM'S WAY, Page A14

IN HARM’SWAY

0 2 4 61
Death involved

3 5

Injuries and death

COMINGMONDAY:

A grisly blueprint of terror
Charlottesville car attack four years ago
foreshadowed a summer of violence in 2020.

COMING TUESDAY:

Putting the law on the
driver’s side
In Iowa and elsewhere, Republicans push bills
granting some legal immunity to motorists
who hit protesters.

Demonstrators around the country have been injured and killed
by vehicle rammings, but there’s been precious little justice.
And new laws couldmake accountability even scarcer.

More people are voting in neighborhoods such as
JAMAICA PLAIN and ROSLINDALE, and they’re voting

heavily progressive.

SOUTH BOSTON, DORCHESTER, ANDWEST
ROXBURY, home to some of the city’s most conservative
voters, and predominantly white, can still carry their
preferred candidate, in this case Essaibi George.

Black and brown communities will hold great clout in the
election: IN THE 49 PRECINCTSMADE UP OFMORE
THAN 90% PEOPLE OF COLOR, voters in September’s
preliminary went with other candidates, specifically the

two Black women.

Above, a protester stood in front of a
pickup truck hauling a trailer on I-244
in Tulsa, Okla., in May 2020. The truck
later drove through protesters,
injuring several, including one man
who nowmust use a wheelchair.

MIKE SIMONS/TULSA WORLD/FILE

By Kay Lazar
GLOBE STAFF

Throughout the pandemic, Vermont has been a
beacon for the country, with its highest-in-the-na-
tion COVID-19 vaccination rate, and often one of
the lowest infection rates, too. On several days last
summer, the state reported close to zero new
COVID cases.
But since August, Vermont has been grappling

with an alarming spike, often topping 200 new
cases per day. The unexpected turn has triggered a
sharp debate — at least by Vermont’s polite stan-
dards — over how forcefully to respond. The surge
has leveled off in recent days but the case count re-
mains high, tied with Maine for the most per capi-
ta in New England.
Infectious disease experts suspect that Ver-

mont, in a way, may be a victim of its own success,
leaving it more vulnerable to infections now, espe-
cially compared to states that didn’t blaze as im-
pressive an early path.

VERMONT, Page A2

Vermont surge
testing reach of
virus strategies
Waning power of vaccines
may account for rising
numbers of infections

fghijkl
O c t o b e r 3 1 , 2 0 2 1

The 2021 race for mayor of Boston be-
gan just over a year ago with a progressive
city councilor promising a new vision, chal-
lenging a popular but more moderate in-
cumbent in what could have been framed
as a referendum between old Boston and
the new.
The dynamics of the race may have

changed, but in many ways the narrative of

old and new remains — with a historic
showdown just two days away.
City Councilor Michelle Wu represents

the new politically progressive movement,
an energized constituency that has grown
up over the last decade and calls for bold
action to address climate change, open up
free and accessible public transit, and ad-
dress the affordable housing crisis with
controversial proposals such as rent con-
trol.
And Councilor Annissa Essaibi George,

the other mayoral hopeful, embodies in
BOSTON, Page A10

AS THE DAY OF DECISION DAWNS,
A CITY POISED FOR CHANGE

Making
history,
dreaming
of more
Jeneé Osterheldt

By Milton J. Valencia, Meghan E. Irons,
Stephanie Ebbert, Danny McDonald, Em-
ma Platoff, Elizabeth Koh, and Andrew Ry-
an of the Globe staff.

BOSTON�S BEST VIEWS
PanoramicWater and City Views from Every Residence

55 New Construction Luxury Condos
in the Heart of Downtown Boston

2 to 4 Bedrooms | $3MM+
Immediate Occupancy

617.227.2080 | TheSudburyCondos.com

The Boston Globe, New England’s largest 
news organization provides news, analysis and 
information about community events, sports 
and entertainment. The Globe provides in-depth 
coverage of the daily news around the world and 
throughout the nation and is a trusted source for 
the most up to date information.magazine features 
a front of book Home & Property department, 
a reader’s go-to source for luxury home design 
inspiration and real estate news. Additionally, the 
back of each issue includes a Distinctive Properties 
department showcasing a collection of property 
listings and top agent information.

»BOSTON GLOBE SUNDAY 
ADDRESS SECTION

With the friendliness of a wise neighbor, Address 
off ers expert tips on buying, selling, design, home 
repair, and gardening, and the latest on the housing 
and rental markets. Plus, check out the recent sales 
to give you that edge at the bargaining table. Also 
look for the special expanded Spring and Fall House 
Hunt sections.

• Sunday Readership: 750,910
• Average HHI: $113,000
• Male 47% / Female 53%

37% of Sunday Globe readers have a net worth of 
$1,000,000

QUARTER PAGE: $900
APRIL 16 SPRING HOUSE HUNT
SEPTEMBER 17 FALL HOUSE HUNT

MAGAZINE ADVERTORIAL
APRIL 23 FACES OF REAL ESTATE
NOVEMBER 5 WOMEN IN REAL ESTATE

BOSTON GLOBE
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Inspire A�  uent Buyers

With over 60 local and feeder market regions available 
with exclusive rates, you can reach these high-income, 
luxury buyers when they’re inspired to buy.

Inspire the decisions and feed the fantasies of your 
potential buyers with a full-page, full-color ad in 
Architectural Digest.

FULL PAGE, COLOR
BOSTON METRO: $2350
$2,210 3X RATE

• Circulation Per Region:  up to 16,000

• Readership Per Region: up to 117,390

• Median Household Income: $134,318

• Median Age: 54

• Male / Female: 46% / 54%

ARCHITECTURAL DIGEST REGIONAL PAGES



Circulation/Distribution/Reach



ADVERTISING
BRANDING
MARKETING

NEW YORK 477 Madison Ave, New York, Ny 10022, 212- 677-2500 
PHILADELPHIA 1700 Market Street, Philadelphia, PA 19103 , 215- 365-4040

2525

CIRCULATION/DISTRIBUTION/REACH 2023

SKYAD.COM

Media Circulation

Digital
Million Impressions*
Digtal Banner Program 3,000,000
Targeting - Boston Metro
Cross Media Optimization
25 Mile Radius 352,116
LinkedIn
Digital Banner program 282,000
Geofencing - Event and Location
Target specific events and locations 200,670
Smart Solutions Eblast
Custom Email 174,992

Print
The Wall Street Journal
2 x 7 - 14 Ads 559,412
Boston Globe
Quarter page 1,501,820
Magazine Advertorial 1,501,820
Boston Magazine
Full Page 150,000
Conde Nast Magazines Regional Pages
Full Page 42,000

GRAND TOTAL 7,764,830

  



Schedule and Pricing
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