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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

SKY Advertising is excited to present to Coldwell Banker CB Fort Collins a curated, 

multi-media marketing selection of offerings to bring ultra-high net worth buyer 

awareness to 9126 Gold Mine Rd.

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 

Loveland, Colorado.

Approaching the marketing strategy from these different directions will help us to 

saturate your market in the most effective way, bringing deserved recognition to this 

unique and exciting property.

National & Global 
Exposure  
9126 Gold Mine Rd

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



Digital 
Offerings



D I G I TA L

5skyad.com

Impressions 
Campaign

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 

affordable and measurable results that only a digital 

program can offer. Link directly to your property 

website, personal website or office website.

Impress locally. Impress globally.

CAMPAIGN OVERVIEW AND BUDGET

• Campaign: 9126 Gold Mine Rd

• Flight Dates: August 2023 - October 2023

• Impressions: 750,000

• 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

Minimum 3 month commitment

AUG

2023
OCT

2023
750,000

IMPRESSIONS
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Impressions 
Program 
Targeting Sites
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.

GEO TARGETING

We identify where potential buyers are found and use 

the information to identify the areas to geo-target. We 

can target locally to globally.
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Creative

SAMPLE BANNER ADS FOR 
IMPRESSIONS PROGRAM

We create and produce banner ads for your campaign 

that best reflect your property and company image. We 

assist with photo selection and editing as well as ad 

design and sizing.

Ad Units: 970x250, 728x90, 300x600, 300x250, or custom 

sizes.

BANNER PRODUCTION: $350



D I G I TA L

8skyad.com

Sample Banners 
For Impressions 
Programs As 
Th ey Appear On 
Sites
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Comprehensive 
Reporting For 
Your Customized 
Campaign
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 effectiveness of your 

targeting and to adjust it

• 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 effectiveness.

IMPRESSIONS PROGRAM SAMPLE REPORT
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Digital Event 
Targeting

GEOFENCE REACHES YOUR 
AUDIENCE ON THE MOVE

• Event targeting - Target customers who attend 
specified events within a specific time frame.

• Custom audiences - Target customers that are within 
or have recently visited a specific Geo-Fenced 
location.

GEOFENCE SELECT LOCATIONS OR EVENTS 
AND THEN RETARGET THE AUDIENCE AFTER

TARGET SPECIFIC EVENTS AND 
LOCATIONS

• From $1500/month
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Comprehensive 
Digital

NATIVE DISPLAY

Native ads dynamically match the look, feel and visual context 

of the website or app where they are seen.They can run 

across all devices or be specified mobile only. Native ads can 

be either video or a dynamic picture.

HIGHER ENGAGEMENT:

•	 Native ads are viewed 53 percent more frequently than 
display ads, providing a higher CTR (60 percent).

•	 Native ads result in an 18 percent increase in purchase 
intent.

•	 Native ads can help lift a brand by up to 82 percent.

TARGETING OPTIONS INCLUDE:

•	 Behavioral – thousands of targeting categories 
including demographics, on-line and off-line behaviors, 
and interests.Keywords – target a list of up to 500 
keywords related to your business, and show Native 
ads on the web pages where they appear A.I.

•	 Targeting – Showing your display or video ads to 
people across all devices, using machine learning to 
target consumers based on who is engaging with the 
ad.

•	 Custom Audience Matching & Lookalike Audiences– target 
people on your list of emails, addresses, or phone 
numbers and show them native ads when they browse 
websites and apps.

•	 Cross Platform Targeting available from Mobile 
Conquesting.

•	 Native ads come in many forms, but all share the 
common goal of not “looking” like an ad.

•	 Native ads are proven to have higher levels of 
engagement than traditional non-native ads, and they 
get results.

NATIVE DISPLAY: FROM $1,500/MONTH
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Comprehensive 
Digital

SOCIAL MIRROR ADS

Social Mirror ads look like your social media display or video 

posts but appear on other websites and apps, linking back 

to the social media platform and your website, and run 

across all devices using our targeting strategies. 

We are “mirroring” the exact look of your social post as an 

ad that runs on thousands of websites and apps, targeted 

just to the people you want to reach across all devices.  

Social Mirror ads can be done with any organic or paid 

posts from your business account on these 8 social media 

platforms: Facebook, Instagram, Twitter, LinkedIn, TikTok, 

Pinterest, Snapchat, or YouTube.  

Ads can be display, video, OTT across connected TVs or 

carousel.

TARGETING ABILITIES: 

•	 Behavioral – Thousands of targeting categories 
including demographics, on-line and off-line 
behaviors, and interests.

•	 Keywords – Target a list of up to 500 keywords 
related to your business, and show ads on the 
web pages where they appear.

•	 A.I. Targeting – Show your display or video ads to 
people across all devices, using machine 
learning to target consumers based on who is 
engaging with the ad.

•	 Retargeting – Following people after they leave your 
website and showing them your Social Mirror ad, on 
other websites and apps they go to, across all 
devices.

•	 Custom Audience Matching – Target people on your 
list of emails, addresses, or phone numbers and 
show them Social Mirror ads when they browse 
websites and apps.

BEHAVIORAL CAMPAIGN: FROM $1,500/MONTH
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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

Net Worth > $13 Million

Household Income > $500K

20,000 Total Emails

CUSTOM EMAIL: $2,295
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EQ Living
Equestrian Living is tailored to the lifestyle led by their 

readers. They enjoy a shared pride in their homes, farms, and 

ranches—and of course their revered horses. They spend 

generously on travel, vacation homes, jewelry, automobiles, 

high-end fashion, and other luxury items. In its inaugural year 

EQ was recognized nationally when a panel of 26 judges at 

American Horse Publications selected it as the Overall Best 

Equestrian Magazine in America.

WEEKLY E-NEWSLETTER

A display banner ad of your property appears in 

the e-newsletter among editorial content.

•	 Subscribers: 39,000

BANNER + ADVERTORIAL: $1,350
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EQ Living
Equestrian Living is tailored to the lifestyle led by their 

readers. They enjoy a shared pride in their homes, farms, and 

ranches—and of course their revered horses. They spend 

generously on travel, vacation homes, jewelry, automobiles, 

high-end fashion, and other luxury items. In its inaugural year 

EQ was recognized nationally when a panel of 26 judges at 

American Horse Publications selected it as the Overall Best 

Equestrian Magazine in America.

FACEBOOK

Social Post

PRICE: $650

INSTAGRAM

Social Post

PRICE: $750
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Sponsored 
e-Blasts

EQUESTRIAN LIVING 
EXCLUSIVE SPONSORED 
E-BLASTS

Reach highly qualified Equestrians and Equestrian 

enthusiasts.  Enables advertiser  to tell their story, 

exclusively and can include videos, and slideshows. 

Advertiser provides the content.

•	 Reach: 33,000

$1,500 OR $1,175 WITH PRINT PURCHASE
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Featured Property

EQUESTRIAN LIVING
REAL ESTATE ONLINE 
FEATURED PROPERTY

• Highlighted in the real estate. section of the homepage

• Highlighted in the real estate. landing-page

• Listing appears in the slide at the top of the real estate  
page

• Listing appears as a picture block on real estate page 
which links to Full page of advertorial including a video 
or slideshow tour of the property with contact 
information and a direct link to the realtor

• One Facebook posting - for duration of listing - 
Facebook, Twitter, Instagram

FEATURED PROPERTY: $1,100 

3 MONTH RUN
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Equestrian 
e-Newsletters

HORSE & RIDER

Horse & Rider provides all you need for today’s Western 

horse life. Learn from top professional trainers, clinicians, 

and horse keeping experts. Experience Western life. 

Travel to Western destinations and scenic trails. Horse & 

Rider is your resource to live today’s Western horse life.

• Subscribers: 93,000

PRICE: $995
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Nob Hill Gazette
Nob Hill Gazette reaches the most affluent homes on the 

Peninsula & Silicon Valley reaching 7 of the top zip codes 

in the US.

•	 $20,025,000 Average Net Worth

•	 $2,170,000 Average Income

•	 57% Percentage of Female Readers

•	 41 Years Average Age

E-NEWSLETTER

ON THE MARKET

An exclusive promotional e-newsletter showcasing top 

residential listings with click-through to the property’s 

own websites. 

PRICE: $500 PER LISTING

San Francisco, Peninsula and Silicon Valley
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Land.com
The Land.com Network is the largest online marketplace 

for discovering, buying and selling rural real estate.

LANDS OF AMERICA

Lands of America is the premier rural real estate site with 

farms, ranches, country homes, mountain property for 

sale and more.

LAND AND FARM

A top-tier rural property marketplace, Land And Farm 

receives more than 2 million visits and 16 million page 

views monthly.

LAND WATCH

LandWatch is an online leader in rural properties and land 

for sale, including home sites for vacation, recreation or 

investment.
DEDICATED EMAILS

Create a custom message dedicated to your target 

customers that highlights your properties and business.

Drive demand and call the most-relevant prospects to 

action. 

PRICE:  $1,500

Featured on all 3 Land.com sites

PLATINUM FEATURED PROPETY
PRICE:  $750

Featured on all 3 Land.com sites

SIGNATURE LISTINGS

10Xs more Exposure

$125/ONE LISTING 

$330/3 LISTINGS 

$1200/12 LISTINGS
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NYTimes.com

FEATURED PROPERTY MODULE

Appear right below the fold on the Real Estate section 

front page as you sponsor one or more of the four spots 

available.

•	 Average CTR is between 0.36-0.55%

PRICE: $3,000/WEEK
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Th e Plaid Horse
TPH Readers are well-educated, have a high disposable 

income and a passion for the luxurious lifestyle.

With a large audience across multiple channels, digital 

advertising with the Plaid Horse will get you in front of 

high numbers in various demographics.

• Averaging 425K page views a month

• 590K new users this year –a 147% increase

• 155% year over year growth in page views

BLOG POST WITH EMAIL

Receive custom content which is posted on TPH Blog 

as well as deployed in an email to the subscriber 

community.

PRICE: $1,575

INSTAGRAM POSTS

Get in front of the TPH’s 80,200 followers.

PRICE: $675 PER POST
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The Wall Street 
Journal Online  
(WSJ.Com)

THE HOMEPAGE FEATURED 
LISTING

Module offers prominent positioning on the Mansion 

Global homepage and showcases listings regardless of 

region.

PRICE: $1,275/MONTH



Print 
Offerings
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The Wall Street 
Journal
The Wall Street Journal represents credibility and 

influence and continues to be the leading environment for 

luxury real estate clients to connect with the world’s most 

affluent 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: 644,424

•	 E-newspaper: 194,000

•	 Readership: 4,234,000

•	 Male / Female: 62% / 38%

•	 Average HHI: $404,217

•	 Average age: 50

PROPERTY PORTFOLIO: $2,355 

NATIONAL
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The New York 
Times

FEATURED LISTING

A new advertising opportunity in the Sunday Real Estate 

Section.

A featured listing section to promote individual properties.

PRICE

1X: $1,475 

2X: $1,180 

3X: $1,000
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Equestrian 
Living
Throughout history, the equestrian lifestyle has woven its 

way through our culture. From the magnifi cence of vast 

western ranches to elegant English hunt-country 

estates, horses are an integral element of modern 

fashion, style, and decor. Equestrian Living magazine 

encompasses the absolute best of these timeless 

traditions. Our readers are an affl uent group of very 

diverse people who have one thing in common —their 

love of the majestic horse. EQ Living delights them with 

luxurious features and breathtaking photography 

displayed within a beautiful, award-winning format.

•	 Circulation: 35,000

•	 98% look to EQ for Ranch/Farm/Home architectural 
design

•	 95% look to EQ for Real Estate

•	 Average net worth of over $6 million

•	 Average HHI: $335K

FULL PAGE: $2,000

HALF PAGE: $1,250
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Financial Times
The Financial Times showcases the finest residential 

properties on the market and provides sage advice to a 

discerning audience of high-end private owners, as well 

as investors, every Saturday in its stand-alone “House & 

Home” section. Targeting upscale readers who are 

passionate about home and living, this full-color 

supplement is the world’s only weekly property and 

lifestyle section, which is internationally focused and 

globally-distributed every weekend.

•	 Circulation: 214,131

•	 Geographic distribution: Global

•	 Readership: 1,993,418

•	 Male / Female ratio: 86% / 14%

•	 Average household income: $338,000

•	 Median age: 51

PROPERTY GALLERY: $1,250

The home of prime property: propertylistings.ft.com Follow us on Twitter @FTProperty

by Sir Henry Cole at a shilling a pop. The
image conjured by his friend John Hors-
ley was a crowd of adults, sweethearts
and children lifting glasses of wine in a
rustic arbour that could pass for the
veranda of a cottage orné. Many early
cards broadcast the promise of spring
flowers,admitted.Butgradually, fuelled
by engravings and photographs of arctic
scenes, and Christmas stories, we were
primedforsnowyChristmasfantasies.

America was in tandem. The earliest
known card from the 1840s shows a
church gable in a snowdrift, from a rus-
tic interior with a hearth, holly and
plum-pie. The only jarring note by
today’s standards is the slave bearing a
tray of goodies. This scene was pro-
jected on to American cottages under
virtually guaranteed blizzards in the
northern and mountainous states,
many decorated by German immi-
grants. “After the Revolution, Ameri-
cans didn’t care for the grand classical
houses of Europe,” says White. “Many

C ould you coo?” Frank
Sinatra asked Barbra Stre-
isand in their lush 1993
recording of George and Ira
Gershwin’s “I’ve Got a Crush

on You”. “I could coo”, she replied.
“Could you possibly care . . . ” he con-
tinued, meeting with “ooh, I could care”
and then he posed the big question:
“ . . . for a lovely cottage?” “ . . . ooh,
that cottage!” rejoindered Streisand
enthusiastically, before they harmo-
nised“ . . . thatwecouldshaaaare . . . ”

Despite the unlikelihood that Sinatra
and Streisand seriously contemplated a
two-up, two-down shack in the woods,
the mythology of living simply and
peaceably in the country is a constant
lure to city dwellers. And it’s especially
so at Christmas when we send cards by
the million showing cottages clad in
snow, lantern-lit leaded windows beam-
ingwarmthinthefallowstillofwinter.

Christmas is, after all, not just a
holiday from toil but a taking leave of
our senses: the fat man through the
chimney pot and flying reindeer are of
course real, children; but finding
cracker jokes funny is a stretch. And
through a desire to strip away the reality
of urban hustle, freeways and noise, a
cottage as a silent harbour from the cold

seems a return to Eden, intrinsic to our
seasonal mythology. But how long have
wecovetedthisbucolic idyll?Andwhere
did itcomefrom?

At the Weald and Downland Museum
near Singleton, West Sussex, is an
archaeologically precise reconstructed
13th-century dwelling of two rooms
formed by flint and lime mortar walls
with precisely zero windows, and thatch
through which hearth fumes must
filter. The experience once left
shivering generations smelling like
cold-smokedkippers.

Northern Europeans lived this way
for centuries, in dwellings so meagre
that they rarely exist any more, leading
us to forget what a cottage really was.
Three decades ago, a book by John
Woodford called The Truth About
Cottages starts its narrative in 1839
when the House of Lords connected
the dwellings of the rural labouring
classes with disease and early death.
They sent out commissioners who
beheld tumbledowns suffering rot,
draughts and open sewers. Not much
was done about it for decades, while the
definition of a cottage shifted. The hum-
blehadenteredhighfashion.

A new Yale University Press book
called Cottages Ornés: The Charms of the
Simple Life by Roger White explains
how, almost 300 years ago, cottages
were recast as polite architecture to
which we could all aspire. Well before
Queen Marie-Antoinette of France
feigned dairymaid, his story begins with
the development of Kew Gardens for

‘Winter Landscape’ (1869) by Charles Leaver—bridgemanart.com

do . . . but toeatanddrinkandmake lit-
tlebitso’ shrubberies.”

Smart cottages equated with Christ-
mas by 1828 when Harriet Rebecca King
publishedOakdale Cottage: Or, the Christ-
masHolidays in which “a bright fire was
blazing in the comfortable sitting room
of Oakdale Cottage, and the footman
was closing the last shutter, when
ArabellaDanvers,a lovely littlegirlof 10
years old, exclaimed: ‘Are you certain,
my dear mamma, that this is really and
indeed the shortest day of the whole
year?’ ” The reason she asks is that “it
has appeared to me very, very tedious”.
Which well describes the rest of this
sanctimonious book. Oh, well. We
weren’t yet ready for the cottage as a
spirited backdrop to scenes of sledding
andsnowballs.

The popularisation of Queen Char-
lotte’s Germanic Christmas trees in the
early Victorian age accompanied the
first Christmas cards, pioneered in 1843

Augusta, Princess of Wales during the
1730s. Here, architect William Kent
designed a hermitage called Merlin’s
Cave as three thatched cones of ostenta-
tious isolation.

Inspired by rustic loneliness, Queen
Charlotte (r 1760-1818) found a brick
cottage of her own in a corner of Kew by
1774. And, while her husband George III
lostAmerica,his mindand the throne, it
was she (not Prince Albert) who
imported the first English ornamental
Christmas tree at Windsor Castle’s
Queen’s Lodge in 1800. With royalty set-
ting the fashion, it was inevitable louche
financiers would follow. Thomas Love
Peacock’s 1817 novel Melincourt
describes in a rustic/pirate accent how
“every now and then came a queer zort
o’ chap dropped out o’ the sky like — a
vundholder he called un — and bought a
bit of ground vor a handful o’ peaper,
and built a cottage horny [for orné, of
course] . . . nothing in the world to
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Cold comfort
Property | The charm of cottage life has evolved from the reality of ameagre dwelling for rural

labourers to a secluded bucolic idyll celebrated in paintings and literature. By Jonathan Foyle

responded to English pattern books of
Gothic architecture and designs for
workers’ cottages, losing the thatch.”
Grant Wood’s painting “American
Gothic” illustrates the legacy.

Literature cemented the popular
imagination. Even as George Eliot’s cot-
tage-dwelling Silas Marner of 1861
found a dead body in the snow and the
new life of a baby at his hearth while his
village of Raveloe celebrated Christmas,
Charles Dickens redefined Christmas
through humility and the simple con-
tentment of Bob Cratchit. A century on,
now more of the world’s population has
come to live in cities than in the forests,
plains and valleys, the western Christ-
mas cottage myth has pervaded. How
best to fulfil the fantasy of a Christmas
cottage today? “Rent one,” says histo-
rian Anna Keay, director of the charity
LandmarkTrust.Andquick.

“Landmark Trust properties let like
hotcakes for Christmas. We’ll be well
over 90 per cent full this year, with even
our smallest and most remote buildings
long since snapped up.” She attributes
the appeal to social seclusion, and a
rejection of modern commercial pres-
sures. “Being with friends and family in
a timeless rural setting with an open fire
— and no WiFi — feels somehow perfect
for Christmas. The more commercial
everything gets, the more we need to
escape it. The mega-wattage of the
shopping mall makes us ache for a
secluded building with leaded panes
and oak floorboards that creak as you
cross themonChristmasmorning.”

A cottage as a silent harbour
from the cold seems a return
to Eden, intrinsic to our
seasonalmythology Queen Charlotte’s Kew cottage

Royal Botanical Gardens, Kew

Own the dream

Study in style
Homework
is no chore
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The romantic ideal is alive in Scotland. Two bucolic idylls, both for sale, have the
bonus that they are part of holiday lettings businesses. Alice Troy-Donovan

Mary’s Cottages, Elgol, Isle of Skye,
UK, £1.25m
Four self-catering thatched cottages
and a five-bedroom owners’ house on
2.6 acres in the secluded fishing village
of Elgol. struttandparker.com

Glencoe Mountain Cottages,
Glencoe, Argyll, UK, £625,000
A six-bedroom house and two semi-
detached three-bedroom cottages,
nestled among the Glencoe
Mountains. struttandparker.com
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HEBA SALEH — CAIRO

Suspected Islamist militants killed atleast 235 people and wounded morethan 100 others in a bomb and gunattackonamosque inEgypt’snorthernSinai region during Friday prayers,statetelevisionsaid.

The assault on al-Rawdah mosque wasthe deadliest militant attack against anEgyptian target and first large jihadiassault on Muslims in the north Africanstate.
The attackers drove up to the mosquein four off-road vehicles, detonated abomb and then shot escaping worship-pers, news agencies said. The website ofAl-Ahram, a state-owned Egyptiannewspaper, reported that witnesses saidother explosive devices were also used.It quoted health officials saying 30

ambulances had been sent to the scene.No group has claimed responsibilityfor theattack,but Isis fightershavebeenactive in northern Sinai, where theyhave killed hundreds of policemen andsoldiers. The militants have also tar-geted members of the Coptic commu-nity, prompting a Christian exodus fromtheregion.
Egypt lacks the Sunni-Shia divide thatIsis and other groups have exploited incountries such as Iraq where attacks onmosques by extremists from rival sectsare frequent. Egyptian Muslims areoverwhelminglySunni.

The mosque is in Bir al-Abed, west ofthe north Sinai port of Arish, in an areathat has seen relatively little violence,unlike the eastern parts that border theGaza Strip and Israel. It was used bySufis, members of a mystical form ofIslam that Isis accuses of practising her-

esy and has targeted before. Millions ofEgyptians are members of Sufi ordersthat form part of the Islamic tradition inthecountry.
President Abdel Fattah al-Sisi con-vened an emergency security meetingand his government declared three daysofmourning.
“Justice will be served against allthose who participated, contributed,supported, funded, or instigated thiscowardlyattack,”hesaid.
A former army chief who came topower after a popularly backed 2013coup toppled an Islamist president, MrSisi has previously vowed to defeat themilitants. But attacks by extremistgroupshave increased.

President Donald Trump of the UScalled the attack on the mosque a “hor-rible and cowardly terrorist attack” in apostonTwitter.

Mosque attackers kill 235 indeadliestjihadi assault on anEgyptian target
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Russia admitted this week that thetwo-road southern town of Argayashwas enveloped in cloud of radiationfrom a nearby nuclear plant. Localpoliticians spent weeks denying therewas a leak after it was detected inSeptember. But it is 76 years sinceradiation began seeping out of the1940s plant; radiation-related deathshave blighted generations, say citizens,and despite several accidents therewere never any alerts or evacuations.Analysis i PAGE 3

Denials and distrust underRussia’s radiation cloud
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Alzheimer’sAfflictedMontyPythonstar helps launchFTSeasonalAppeal

Terry Jones, who has a rare form of Alzheimer’s, at home in London this week Tom Jamieson

TOBIAS BUCK AND GUY CHAZANBERLIN

Angela Merkel’s chances of avoidingnew elections and returning for a fourthterm as Germany’s chancellor werestrengthened yesterday after hercentre-left rivalagreedtoenter intocoa-lition talks, reversing a long-held pledgenot torejoina“grandcoalition”.Martin Schulz, the leader of the SocialDemocratic party, who as recently asMonday advocated a rerun of Septem-ber’s vote, said he was now ready tonegotiate with Ms Merkel’s conservativebloc. But he insisted that a decision onreturning as her junior coalition partnerwouldhavetobeputtoSPDmembers.The SPD’s shift was agreed in an eight-hour meeting of party leaders thatlasted into the early morning yesterday.Officialssaid itcouldbreakthedeadlockcaused when the liberal Free Democratswalked out of coalition talks with MsMerkel’s Christian Democrat/CSU blocandthesmallerGreens.
Mr Schulz has come under growingpressure to reverse his stance, includingfrom within his own party, following theFDP move, which plunged Germanyintoarareboutofpoliticaluncertainty.Mr Schulz said he had received callsfrom “European friends” concerned atthe turn of events in Germany. “Iassured all of them that the SPD is very

well aware of its responsibility to Ger-manyand . . . alsotoEurope,”hesaid.Investors responded with relief, withthe euro rallying 0.75 per cent to $1.194immediatelyafterhisannouncementMr Schulz said there would be “noth-ing automatic, in any direction”, a signalthat the party was weighing bothanother grand coalition and support fora Merkel-led minority government, anunprecedented option that is neverthe-lessbeingopenlydiscussed inBerlin.Although September’s elections leftMs Merkel’s bloc as the biggest in theBundestag, her party emerged weak-ened, with no easy path towards a gov-erning majority. With the far-left DieLinke and rightwing Alternative forGermany, making its parliament debut,shunned by establishment parties, thecentrehasstruggledtoagreeterms.Mr Schulz said Frank-Walter Stein-meier, Germany’s president, madea “dramatic appeal” for coalition talksduring a closed-door meeting on Thurs-day and party leaders were now inagreement to “follow an invitation fromthe president”. Mr Steinmeier has calledleaders in for meetings next week, cul-minating in a gathering on Thursdaythat will include Ms Merkel, Mr SchulzandHorstSeehofer, leaderof theCSU.Whirlwindweek page 2
UrsulaWeidenfeld page 11

Schulz reversal
raisesMerkel’s
survival hopes
3 SPD chief ready to join coalition talks3Rare bout of German unease recedes
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himof language’
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Circulation/ 
Distribution/ 
Reach  
2023

Media Circulation

Digital
Million Impressions*
Digtal Banner Program 750,000
Targeting - Equestrian
Comprehensive Digital
Behavioral Campaign 300,000
Native Campaign 300,000
Geofencing - Event and Location
Target specific events and locations 60,000
Smart Solutions Eblast
Custom Email 40,000
Nob Hill Gazette
OTM On the Market eNewsletter 6,500
Equestrian
Horse & Rider - monthly 93,000
EQ Living 
Banner + Advertorial 39,000
Exclusive Sponsored E-Blasts 33,000
Featured Property
Social Post
Social Post
The Plaid Horse
Blog Post + Email 85,000
Instagram Posts 80,200
Land.com
Platinum Featured Propety
Dedicated Emails - targeted* 5,000
Signature Listings
NYTimes.com Property Module
NYTimes.com Property Module 55,000
WSJ.com
Mansion Global Homepage Featured Listing Module 164,000

Print
The Wall Street Journal
Property Portfolio 644,424
The New York Times
Featured Listing 762,536
Equestrian Living
Full Page or Half Page 35,000
Financial Times
Property Gallery 210,457

GRAND TOTAL 3,663,117
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Proposed Media 
Schedule & Pricing 
2023

Media Ad Description  August  September October  Media Total 

Digital
Million Impressions*
Million Impressions Digtal Banner Program 1,195.00$       1,195.00$       1,195.00$       3,585.00$             
Million Impressions Targeting - Equestrian
Comprehensive Digital
Social Mirror Behavioral Campaign 1,500.00$       1,500.00$       1,500.00$       4,500.00$             
Native Display Native Campaign 1,500.00$       1,500.00$       1,500.00$       4,500.00$             
Geofencing - Event and Location
Geofencing - Event and Location Target specific events and locations 1,500.00$       1,500.00$             
Smart Solutions Eblast
Smart Solutions Eblast Custom Email 2,295.00$       2,295.00$             
Nob Hill Gazette
Nob Hill Gazette San Francisco, Penin    OTM On the Market eNewsletter 500.00$          500.00$                
Equestrian
Horse & Rider Horse & Rider - monthly 995.00$          995.00$                
EQ Living 
EQ Living Enewsletter Banner + Advertorial 1,350.00$       1,350.00$             
EQ Living Sponsored E-Blast Exclusive Sponsored E-Blasts 1,175.00$       1,175.00$             
EQ Living Real Estate Online Featured Property 1,100.00$             
EQ Living Facebook Social Post 650.00$          650.00$                
EQ Living Instagram Social Post 750.00$          750.00$                
The Plaid Horse
Blog Post + Email Blog Post + Email 1,575.00$       1,575.00$             
Instagram Posts Instagram Posts 675.00$          675.00$                
Land.com
Platinum Featured Propety Featured on all 3 Land.com sites 750.00$          750.00$                
Dedicated Emails - targeted* Dedicated Emails - targeted* 1,500.00$       1,500.00$             
Signature Listings $125/one listing $330/3 listings $12  330.00$                
NYTimes.com Property Module
NYTimes.com Property Module NYTimes.com Property Module 3,000.00$       3,000.00$             
WSJ.com
Mansion Global Homepage Featured  Mansion Global Homepage Featured  1,275.00$       1,275.00$             

Print
The Wall Street Journal
The Wall Street Journal - National Property Portfolio 2,355.00$       2,355.00$             
The New York Times
The New York Times Featured Listing 1,180.00$       1,180.00$       2,360.00$             
Equestrian Living
Equestrian Living Full Page or Half Page 2,000.00$       2,000.00$             
Financial Times
Financial Times Property Gallery 1,250.00$       1,250.00$             

TOTAL 39,970.00$           
*After 6 months the Impressions Program may be adjusted after evaluation of budget and strategy
Pricing Subject to Change

$1,100

$330


