
  

 

 
 
 

 
AGENDA & Notice of Regular Destination Newport Committee Meeting 

The Destination Newport Committee of the City of Newport will hold a regular meeting, beginning at 
2:00 p.m., Thursday, June 12, 2014, Conference Room A, City Hall, 169 SW Coast Hwy., Newport, 
Oregon  97365.  A copy of the meeting agenda follows. 
 
The meeting location is accessible to persons with disabilities.  A request for an interpreter for the 
hearing impaired, or for other accommodations for persons with disabilities, should be made at least 48 
hours in advance of the meeting to Peggy Hawker, City Recorder (541) 574-0613. 
 
The Committee reserves the right to add or delete items as needed and to discuss any other business 
deemed necessary at the time of the meeting. 

 
DESTINATION NEWPORT COMMITTEE 

Thursday, June 12, 2014, 2:00 P.M. 
A G E N D A  

I. Call to Order 

II. Additions/Deletions to the Agenda 

III. Consent Calendar 

a. Minutes –May 15, 2014, meeting minutes review and approve  

b. Review of Accts., May 2014 

IV. Development of Focus for Advertising for FY 2014-15 

V. Public Comment 

VI. Media Consideration at 3 PM 

a. On Display-Mike Maloney 

b. CBS Outdoors-Leigh Deinert 

c. Concierge to Go-Marti Staprans 

d. KGAL-Richard Eads 

e. KFIR-Joe Van Ras 

f. KEZI- Randy Joss 

g. Portland Guide- 

h. Seattle Magizine- Frankie O’Rourke 

i. Northwest Travel Magazine-Tim Park 

j. Driftworks Video Production-Michael Blakeley 

k. Comcast Spotlight-Cindy Hansen 

VII. Other 

VIII. Discussion and Action 

IX. Adjournment 



Draft 
Destination Newport Committee 

May 15, 2014 
2:01 P.M. 

Newport, Oregon 
 

 
CALL TO ORDER 
 
The May 15, 2014, meeting of the Destination Newport Committee was called to order at approximately 
2:01 P.M. In attendance were John Clark, Judy Kuhl, Steve Beck, Lil Patrick and Lorna Davis. Also in 
attendance were Cindy Breves, Executive Assistant. Visitors included, Randy Joss, Mike Maloney, 
Jamie Rand, Leigh Deinert, Marty Staprons. 
 
INTRODUCTIONS 
 
Introductions were made. 
 
CONSENT CALENDAR 
 
The consent calendar consisted of the following items: 

A. Minutes of the April 17, 2014, meeting; 
B. Review of Account, April 2014 

 
MOTION was made by Clark, seconded by Beck, to approve the consent calendar, as amended. The 
motion carried unanimously in a voice vote. 
 
MEDIA CONSIDERATIONS 
 
Mike Maloney of OnDisplay presented his proposed outdoor advertising and Lloyd Center for the next 
fiscal year. He review data on social strategy and previous advertising DNC has done with On Display. 
In the proposed outdoor advertising for 2014-15 fiscal year offer five options. The first option is what we 
now have the skyscraper on 4th St. in Portland. The second was two billboards one on I-84 and the 
other on I-5. The third option was eastside and westside comb. The fourth was the wall on the side of 
the home of the Portland Trail Blazers. The last option was for the Lloyd center in the food court area. 
All option were the same price of $9,000 per four week run except option four which was $13,000 for a 
four week run. For details on each option see packet.   
 
Marty Staprons updated the committee on the advertising we did with them this past year and 
highlighted a few added features.  
 
Leigh Deinert of CBS Outdoors presented the Woodburn location which we are currently advertising on 
and two other locations in Washington that are open for a limited time at a reduced rate. 
 
Randy Voss from KEZI updated the committee on the advertising that is currently running. He will 
provide a proposal for the 2014-15 fiscal year at the next meeting.  
 
Committee Reviewed Kgal proposal and decided to decide on it at the meeting in June after the 
committee had knew the focus for spending for the 2014-15 fiscal year.  
 
The Grothause 18 wheeler proposal was discussed and the committee had legal issues with advertising 
on a truck that the city has no idea what is in the truck. The committee feels the liability to the city is too 
great.   



 
Portland guide will be discussed at the June meeting.  
 
OTHER 
 
Jamie Rand of the News-times review several art selections for upcoming ads. The group gave him 
direction on the art work they wanted.  
 
DISCUSSION AND ACTION 
 
Media representatives departed, and the committee then discussed at length each of the media 
requests placed before them at this meeting, and the following was determined. 
 
The committee decided to pass on the CBS Outdoor new locations in Washington. 
 
Bring back the OnDisplay option 1 for the June meeting for discussion and decision.  
 
MOTION was made by Kuhl, seconded by Clark, to approve Eugene Emeralds of 9,500 for Package 
#2 out of this fiscal year. The motion carried unanimously in a voice vote. 
 
The committee discussed the June meeting agenda. It was decided to meet as a committee at 2 PM to 
discuss the focus for the advertising dollars for the fiscal year 2014-15. The committee will then meet 
with advertisers at 3 PM. Davis reviewed the advertising that the committee has done this year. She 
will provide a spreadsheet of advertising and the dates they end.  
 
Next meeting will be June 19, 2014. 
 
ADJOURNMENT 
 
Having no further business, the meeting adjourned at approximately 3:58 P.M. 
 
 

 



The merging of many traffic 
patterns at this site make for a 
slow crawl passing this great 
board throughout the day.  
 
This board is a can’t miss for 
airlines or any advertiser trying 
to catch the eye of the 
business traveler as they must 
pass this to get to Portland 
International Airport.  
 
Massive traffic counts, 
particulary during Portland’s 
slow PM commute, make this a 
great anchor unit for any 
campaign. 

Perfectly Placed! 14’ x 48’ 

Reads to:  

 I-84 on-ramp                            
from I-5 South 

INTERSTATE 
84 

PDX-129 
central east 



Thank you for your business and for the opportunity to earn the City of Newport’s business in 
2014/2015.  Attached are the photo information sheets of the billboards that I believe will work well to 
promote visiting Newport with overnight stays.  Below I will list out the annual rate for each location 
including production as well as note if the location is renewal.  I have also including an overall map of 
the locations so the committee can see the coverage and reach possible with CBS Outdoor. 
 
Grande Ronde 17613B- renewal- $15,950 – with new vinyl 
Newberg 17505A –renewal $15,950 – with new vinyl 
Woodburn 06305A- existing location.  Available starting 8/25- $47,800 with new vinyl 
 
Wood Village 06449A – available 8/25 - $20,500 
Albany 000159 – available 8/25- $17,250  
Eugene 1-5 digital – available in July upon completion $39,000 unlimited copy change-outs (great way to 
promote events and unique activities) 
Eugene- Beltline-0E-0B1762 – available 7/7 -$27,000 
Springfield I-105 1788C.D - available 7/14- $20,500 
Creswell 17539A- available immediately - $16,600 
Sutherlin 0A2003 -available immediately - $14,000 
Roseburg 17597A -available 7/21 -$20,500 
Canyonville 17601A- available immediately- $20,500 
Rogue River 06428A- available immediately- $17,250 
Klamath Falls 0A1766 –available immediately -$4,000 
Winston 0A1653- available immediately - $5,000 
Florence 17589A- available immediately- $11,550 
 
All quoted annual rates include initial production and installation.  Any copy change-outs will be billed at 
$3.75 per square foot.  I look forward to meeting with the committee and reviewing the options.  We do 
reserve space upon receipt of signed paperwork and inventory may change.  I appreciate the 
opportunity to earn your business.  Have a great day. 
 
 
 
 
Leigh Deinert 
Account Representative 
CBS Outdoor 
541-953-0979 
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http://www.cbsoutdoor.com/
http://www.facebook.com/CBSOutdoor
http://twitter.com/#!/cbsoutdoor
https://www.youtube.com/user/CBSOutdoorUSA
https://www.cbsoutdoor.com/my/_layouts/CBS.MyCBSOutdoor/FBA/Login.aspx?ReturnUrl=/my/_layouts/Authenticate.aspx?Source=/my/_layouts/CBS.MyCBSOutdoor/UI/CustomRedirect.aspx?Dest=Dashboard&Source=/my/_l


NORTH WEST NON-METRO - Grand Ronde, Or #176138
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NORTH WEST NON-METRO - Newberg, Or #17505A
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Production Material: Vinyl

This location is illuminated.
Latitude: 45.3 Longitude: -122.984962
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Adults 18+ Weekly Impressions: 86,279
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http://maps.google.com/?cbll=45.29984,-122.98470900000001&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Woodburn, Or #06305A

NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 45.231167 Longitude: -122.810696

W/L 1-5 .32 MI 5/0 EXIT 278 EH E RD E N I Facing N - 12'x44'
Adults 18+ Weekly Impressions: 281,138

~CBS
OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=45.231301,-122.810066&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Wood Village, Or #06449A

Production Material: Vinyl
This location is illuminated.

Latitude: 45.540272 Longitude: -122.422653
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Adults 18+ Weekly Impressions: 188,774
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http://maps.google.com/?cbll=45.540121,-122.422908&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Albany, Or #000159
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NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 44.680396 Longitude: -123.055437

W/L 1-5 1.4 MI SIO EXIT 238 JEFFERSON
Adults 18+ Weekly Impressions: 204,536

1 Facing N - 14'x48'
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OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=44.68042,-123.054844&cbp=12,20.09,,0,5&layer=c


Northwest: 541.607.9355 
 

135 Silver Lane, Suite 230, Eugene OR 97404 

OREGON – Eugene #0E/0B1762 

www.cbsoutdoor.com 

S/L BELTLINE 380 FT W/O NW EXP WAY E * EOI 52,020 * DEC 21.2 

eCBS
OUTDOOR



Northwest: 541.607.9355 

 

135 Silver Lane, Suite 230, Eugene OR 97404 

OREGON – Springfield #17688C/D 

www.cbsoutdoor.com 

N/L I-105 400 FT E/O EXIT 5 PIONEER E * 12X48 * 18+IMP 134,767 

~CBS
OUTDOOR



NORTH WEST NON-METRO - Creswell, Or #17539A
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NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 43.910736 Longitude: -123.013878

WIL 1-5 .51 MI 5/0 EXIT 182 CRESWELL 5 1 Facing 5 - 14'x48'
Adults 18+ Weekly Impressions: 89,262
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OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=43.910644,-123.013462&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Sutherlin, Or #OA2003
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Production Material: Vinyl

This location is illuminated.
Latitude: 43.365492 Longitude: -123.328544

ElL 1-5 900 FT 5/0 EXIT 135 5UTHERL N 5 I Facing 5 - 12'x44'
Adults 18+ Weekly Impressions: 74,953

~CBS
OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=43.365427,-123.32831099999998&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Roseburg, Or #17597A
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NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 43.240775 Longitude: -123.361053

W/L 1-5 .5 MI 5/0 EXIT 127 EDE BOWER 5 I Facing 5 - 12'x4S'
Adults 18+ Weekly Impressions: 79,104

~CBS
OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=43.240828,-123.3605&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Canyonville, Or #17601A
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NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 42.92266 Longitude: -123.27852

W/L 1-5 700 F 5/0 EXIT 98 CANYONVILLE 5 I Facing 5 - 14'x48'
Adults 18+ Weekly Impressions: 49,997

~CBS
OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=42.922922,-123.27821699999998&cbp=12,20.09,,0,5&layer=c




NORTH WEST NON-METRO - Klamath Falls, Or #OA1766
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NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 42.282909 Longitude: -121.813397

ElL HWY 97 20 FT 5/0 COVE PO NT RD 5 I Facing 5 - 10'x40'
Adults 18+ Weekly Impressions: 29,783

~CBS
OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=42.283004,-121.813874&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Winston, Or #OA1653
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NOTES:
Production Material: Vinyl

This location is not illuminated.
Latitude: 43.118802 Longitude: -123.424155

51 HWY 42 600 FT W/O NW BRANTLEY DR E I Facing E - 10'x24'
Adults 18+ Weekly Impressions: 15,043
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OUTDOOR 135 Silver Lane, Suite 230· Eugene· OR· 97404· (541) 607-9355· WWW.CBSOUTDOOR.COM ?'J, ' Out o(Home

~Ratmgs

http://maps.google.com/?cbll=43.118963,-123.42408999999998&cbp=12,20.09,,0,5&layer=c


NORTH WEST NON-METRO - Florence, Or #17589A
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NOTES:
Production Material: Vinyl

This location is illuminated.
Latitude: 43.970538 Longitude: -124.106407

W/L HWY 101 180 FT N/O 4TH ST 5 I Facing S - 12'x24'
Adults 18+ Weekly Impressions: 28,627
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~Ratmgs

http://maps.google.com/?cbll=43.97038,-124.10624200000001&cbp=12,20.09,,0,5&layer=c


 SPRINGFIELD  I-5  LED / STATIC  BOARD 

Expected completion late July 2014 

 

 

Sign location shown in modified photo below:  14’ x 48’ LED panel 

 

2012 northbound DEC = 47,265 (using 24 hour display and car load factor of 1.38) 



Icon # Unit Location Description Media Market

1 06428A E/L I-5 .33 MI S/O EXIT 48 ROGUE RIVER S Bulletins North West 
Non-Metro

2 06449A N/L I-84 .21 MI W/O EXIT 16 238TH DR E Bulletins North West 
Non-Metro

3 17613B N/L HWY 18 310 FT W/O FORD RD E Bulletins North West 
Non-Metro

4 17505A W/L HWY 99 45 FT S/O 2ND WAY N Bulletins North West 
Non-Metro

5 06305A W/L I-5 .32 MI S/O EXIT 278 EHLEN RD NE  N Bulletins North West 
Non-Metro

6 000159 W/L I-5 1.4 MI S/O EXIT 238 JEFFERSON N Bulletins North West 
Non-Metro

7 0B1762 S/L BELTLINE 380 FT W/O NW EXP WAY E Posters North West 
Non-Metro

8 17688C N/L I-105 400 FT E/O EXIT 5 PIONEER E Posters North West 
Non-Metro

9 17539A W/L I-5 .51 MI S/O EXIT 182 CRESWELL S Bulletins North West 
Non-Metro

10 0A2003 E/L I-5 900 FT S/O EXIT 135 SUTHERLIN S Bulletins North West 
Non-Metro

11 17597A W/L I-5 .5 MI S/O EXIT 127 EDENBOWER S Bulletins North West 
Non-Metro

These locations are not on hold, this list is for proposal purposes only. For availabilities contact your sales representative.

CBS Location Map



12 17601A W/L I-5 700 FT S/O EXIT 98 CANYONVILLE S Bulletins North West 
Non-Metro

13 0A1766 E/L HWY 97 20 FT S/O COVE POINT RD S Bulletins North West 
Non-Metro

14 0A1653 S/L HWY 42 600 FT W/O NW BRANTLEY DR E Bulletins North West 
Non-Metro

15 17589A W/L HWY 101 180 FT N/O 4TH ST S Bulletins North West 
Non-Metro

These locations are not on hold, this list is for proposal purposes only. For availabilities contact your sales representative.

CBS Location Map



        
 

Eads Broadcasting Corporation 

P.O. Box 749   Albany, OR  97321 

(541) 926-8683 / 451-5425    FAX: (541) 451-5429 

E-Mail: Charlie@kgal.com       Cell:  (541) 990-6055 
 

 

Summer Advertising proposal to Destination Newport 

April 26, 2014 

 

 
Objective:  Keep Newport top of mind all through the key summer months 

 

Start Date:  June 1, 2014                       End Date: Labor Day Weekend, 2014 

 

Stations & Sites:   KGAL 1580AM,  KSHO 920AM,  www.kgal.com   www.ksho.net 

                                     The Action Stream-  www.willamettevalleysports.com 

 

Ad Copy:  Thirty and Sixty second ads professionally produced and approved by the  

         Destination Newport Committee.   These ads would be available for your  

          Use on other stations if desired.   

 

Schedule:  93 days coverage.    Ads placed to cover all dayparts every day.   There would  

     Be a minimum of 3000 plays over the 5 stations (2 broadcast & 3 Internet). 

 

Investment: Normal combo pricing for this full campaign would be $12,000.   I am  

   offering this summer saturation campaign for $5000 to be billed as follows: 

    June- $1666.67    July- $1666.67     August- $1666.66 

 

Accountability: In additional to pre-approval of all ad copy, the committee will be  

     provided with days and times of all ads via mail, email or regular mail.   

 

Respectfully submitted, 

 

 

 

 

Richard C. Eads 

Owner/General Manager 

 

mailto:Charlie@kgal.com
http://www.kgal.com/
http://www.ksho.net/
http://www.willamettevalleysports.com/


2014-15 Custom Proposals  
for Destination Newport 

No one reaches Affluent VISITORS better than 
PORTLAND GUIDE, Discover Oregon 
Travelers have extra spending power! 

 
 

Option A:  2 of 4 Quarterly issues (ie: Summer 2014 & Spring 2015?) 
1/2 page color ads in 2 of 4 Quarterly issues 
$3,610 2X 1/2 page color gross rate 
- 78% CONFIDENTIAL Discount! 
= $800 Net for each Quarter   

X 2 Quarterly issues 
= $1,600 Total for 1.00 total ad pages in 200,000 Print copies over 6 months  
+ online e-Mag & free iPad App for 2 Seasons**  
 
 
Option B:  3 of 4 Quarterly issues (ie: Summer & Fall 2014 + Spring 2015?) 

1/2 page color ads in 3 of 4 Quarterly issues 
$3,335 3X 1/2 page color gross rate 
- 82% CONFIDENTIAL Discount! 
= $600 Net for each Quarter  

X 3 Quarterly issues 
= $1,800 Total for 1.50 total ad pages in 300,000 Print copies over 9 months  
+ online e-Mag & free iPad App for 3 Seasons** 
  
PLUS… COMPLIMENTARY NEWPORT E-BROCHURE!! 
 
** BOTH Digital editions include Interactive client features such as Video/Audio clip, Photo 
Slideshow, 360 Virtual Tour + automatic Hotlinks to YOUR Website etc.   
 
 
 

Each Quarterly Ad secures Bonus Coverage in ALL 3 Editions: 

w Photo, Edit & Events in Oregon Coast Roadtrips section 
w ALSO, Listing with LINK on our Web Site:  www.theportlandguide.com 
w AND, Quarterly Distribution Copies, if desired 
 

 

PORTLAND GUIDE, Discover Oregon is the best of BOTH Worlds: 

w More Print in more Locations upon arrival  
w Most cutting-edge Digital editions PRE-trip 
w 65 years in publication & ranked the #1 free iPad App for Portland Travel! 



2014-15 Custom Proposals  
for Destination Newport 

No one reaches Affluent RESIDENTS better than 
Portland’s Performing Arts— 

Show-goers have extra spending power! 
 
 
 

Option 1:  4 Programs (of approx. 35 each season) 
1/2 page color ads  
$1,575 6X 1/2 page color gross rate 
- 50% CUSTOM Discount! 
= $785 Net each   

X 4 Programs 
= $3,140 Total for 2.00 total ad pages (Print Circulations & Dates vary per show)  
+ online e-Mag & free iPad App**  
 
 
Option 2:  6 Programs 

1/2 page color ads 
$1,575 6X 1/2 page color gross rate 
- 65% CONFIDENTIAL Discount! 
= $550 Net each  

X 6 Programs 
= $3,300 Total for 3.00 total ad pages (Print Circulations & Dates vary per show)  
+ online e-Mag & free iPad App** 
  
 
** BOTH Digital editions include Interactive client features such as Video/Audio clip, Photo 

Slideshow, 360 Virtual Tour + automatic Hotlinks to YOUR Website etc.   

 

 

(Portland Performing Arts includes Oregon Symphony, Portland Opera, Broadway 

Across America Portland, Oregon Ballet Theatre & Portland Jazz Festival) 
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Average age: years old 
Female Male 
Average household income: 
Average net worth: 

of our readers visit a website after seeing 
an ad in the magazine 

of our audience took a domestic trip in the 
last 

of our readers read the last 

of our readers spend 
with each issue 

own secondary or vacation residence  
spend dining out 

attend a concert/dance/ballet/live theatre in the last 
went to a museum in the last months 

THE 24 BEST MEXICAN RESTAURANTS

SMART. SAVVY. ESSENTIAL MAY 2014

seattle
magazine
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eSS':'fl Li<l I

43
64% 36%

159M
50%

$210K

93%
12 months

82%
Issues
70%

CIU ISI\G TilE Cel\ST, E \STEIl\
\\ \SIII \CTO\ &. ORECO\+BEST ROUTES, ROADSIDE CAFES & PLACES TO STAY

22%
42%
81%
69%

$250+

12

4 out of 4

.5 to 1.5 hours

12 months

The most subscribed-to city publication in Washington!
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Circulation Growth Over Time

Seattle Magazine
Circulation: 56,339
Readership: 270,000

Seattlemag.com
Unique Visitors:
180,000+/month
Page Views:
800,000+/month

Seattle magazine has seen growth in net circulation and
subscriptions year over year:

60% increase in subscriptions since 2012

17% increase in newsstand sales since 2012

Time/Period
March 2012
March 2013
March 2014

Circulation
43,729
51,147
56,339

Subscriptions
22,227
29,965
35,157

Social Media
Twitter
Current Followers: 49,600+

Facebook
Current Followers: 10,800+

Source: eve Audit Statement, 2072 -2074



Seattle Magazine: 8 full pages $40,000 
• Your full page rate: $5,000* (reg. $6,925) 
• 8 Issues: Aug (with coast cover story), 

Sept, Oct, Nov, Mar, Apr, May, June 

Seattle Magazine: 8 half pages $28,000 
• Your half page rate: $3,500* (reg. $4,670) 
• 8 Issues: Aug (with coast cover story), 

Sept, Oct, Nov, Mar, Apr, May, June 
 

Note: Travel themes and/or cover stories 
in August, October, December, May issues 

SeattleMag.com:  6-months 
$2,490   
• Your rate: $415* (reg. $825) 
• 6 months: Sept, Oct, Nov, 

Mar, Apr, May 
• Above the Fold Leaderboard 

(728x90) or Tile 1 (300x250) 

*Secure low rate of $5,000/full or 
$3,500/half when you sign up for Aug 
issue with Coast section 

*Pay 50% less on web ads when 
booking print schedule 

Frankie O’Rourke 
Frankie.orourke@tigeroak.com 
206-452-2993 (desk) 
413-775-3843 (cell) 

Print Options:

seattle
magazine

S2:'./\/V·
eSS':'fl Li<l I

Web Options:

Contact:

mailto:Frankie.orourke@tigeroak.com


Media Kit 2014



our city

#7 in top 10 U.S. cities for jobs now – Monster.com, 2011

#1	
In cities for coffee, tech-savvy residents, intelligence & wireless coverage  
Travel + Leisure magazine, Oct 2011

Most charitable city Daily Beast, Dec 2011

Tech city in the U.S. Scientific American, 2011

4th 5th 6th 8th 9th 10th
greenest 
city in North 
America  
Siemens Corp. and 

the Economist 

Intelligence Unit, 

June 2011

most 
edgy city  
Sperling’s Best  

Places, 2011

most walkable 
city of the 50 
largest cities  
in the U.S.  
WalkScore.com,  

July 2011

MOST 
PHOTOGRAPHED 
CITY IN THE 
WORLD 
 
Cornell University, 2011

best 
American 
cities for 
families 
Parenting 

magazine, 

July 2011

favorite 
destination in 
the Travelers’ 
Choice 2011 
poll  
TripAdvisor, 2011

7th
Top 10 in U.S. 
cities for jobs 
now
Monster.com, 2011



Smart, savvy, and the 
essential resource, Seattle 
magazine keeps over 270,000 
readers connected to the best of 
Seattle every month; it's the most 
subscribed-to city publication in 
Washington State!

Seattle magazine is the only local 
magazine relevant to the city's 
active urbane-minded sophisticates; 
inspiring our readers to celebrate 
the creativity and culture of our 
community and inviting them to 
engage with their city.

The #1 subscribed-to city 
magazine in Washington State!

smart. savvy. essential.      september 2013 
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      “O
ur W

ild W
est rebellious streak m

eans w
e don’t feel the need to conform

.”

25 Kid-Friendly 
restaurants

seattlemag.com

Where to 

Shop 
NoW

Seattle’S Hot 
deSignerS
in Fashion and home dÉcor

reeFer madneSS
The marijuana 
Gold rush

cool 
couches

inside: 

PlUS: 
fall arts 
preview 

page 127

plus

Find 
the perFect 
pair oF Jeans
 
the year’s best 
sales and 
bargains

high-end labels 
For less

Seattle magazine is the authoritative voice for a vibrant, rapidly evolving city.
Editorial Mission

our editorial



Editorial Content
  Our regular editorial content includes: 

Eat and Drink Dining Guide
Dining editor Allison Scheff's smart take 
on the city’s hottest restaurants with 
reviews and dining perspective; cheap 
eats spots and local producers

Key Ingredient
A local gourmand cooks up something  
unique

Cook's Adventures
Forager Langdon Cook's column

Tasting Notes
The best in Washington wines & spirits

Fashion and Shopping Around
New shops, local goods and designers

Outdoors
Exploring our natural paradise 

Seattleite
Personality profiles

Parental Guidance
News your family can use

Flash + Talk
Tales and snapshots from our vibrant 
social and fundraising scene 

Spotlight
Focus on emerging local artists

Datebook & The Must-List
Arts and Culture editor Brangien Davis’s 
arts and events picks

Hot Topic
A newsy issue Seattle is buzzing about

GrAy Matters
Legendary local journalist Knute Berger 
sounds off on city politics, zeitgeist and 
development

Seattle magazine has been locally loved for 47+ years.   

100  seattlemag.com   MAY 2013

sunny   
         escapes
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let’s start with the bad news:  Seattle sees an average 
of 57 truly sunny days a year. It’s not your imagination or bad attitude. And while 
there are Seattleites who thrive in the shadows, presumably feasting on moss, 
and others who manage, Yoda-like, to extract a day’s worth of comfort from a 
two-minute sunbreak, the rest of us crave and require a serious solar infusion 
right about now. The answer: go east (mostly). To the golden Palouse and the 
baking desert, to sun-drenched vineyards and glittering lakes. Pack your bags, 
hop in your car because the sunny side of the street is closer than you think.

sunny   
         escapes

Long, hot days in May and June are business as usual on the east side of the stateT
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This page and 
opposite: The mise 
en place (see page 
86) prep area and 
the woodburning 
oven at The Whale 
Wins in Fremont 

What do vanilla French toast, wood-fired ovens, duck confit salad and the Pike Place fish-
throwing guys have in common? They all make eating in Seattle these days a special 
treat. To help you navigate all this bounty, our team dined day and night in the name of 
crafting a one-stop, round-the-clock resource for adventurous eaters. The result? Delicious 
destinations for breakfast, lunch and dinner (plus—bonus!—a late meal at the bar). We’ve also 
rounded up the year’s hottest local trends (hint: everything old is new again), mapped out 
where Seattle restaurateurs are building their empires and boldly named names on our second 
annual Food Establishment list, a who’s who of influential folks in the local food business. So pull 
up a chair and tuck in to the best year for eating yet.   BY ALLISON AUSTIN SCHEFF AND SARA DICKERMAN
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Engage with our 270,000 affluent and educated readers.
Our Readers

Established decision-makers
Female: 64%

Male: 36%

Average age: 43

Affluent
Average household income: $210,000

Average net worth: $1.59M

Average value of home: $645K

Well educated
94% have completed some college

78% have one or more college degrees

33% have graduate degrees

Invested in their home
92% are homeowners

22% own a secondary/vacation residence

Married
70% are married

15% are single, never married

10% divorced/separated

Loyal Readers
82% of our readers read the last 4 out of 4 
issues

70% of our readers spend ½ hour – 1 ½ hours 
with each issue

50% of our readers visit a website after seeing 
an ad in the magazine

 our readers' demographics

Source: Subscriber Study 2012
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red Wine of the Year 
Avennia 2010 Arnaut Syrah, Yakima Valley, Boushey Vineyard, $45
this wine rose to the top of its flight for its “beautiful nose” of ripe raspberry, cherry and spice, with a 
“vivacious” brightness and long finish. although it is winemaker (and this year’s Winemaker to Watch) Chris 
Peterson’s first vintage under the avennia label, based in Woodinville, he made the right choice in working 
with fruit—one of the earliest plantings of syrah in Washington—from last year’s Vineyard of the Year, Boushey 
Vineyard of Yakima Valley. Peterson (who made wine at DeLille Cellars for seven years) chose to use native 
airborne yeasts, rather than adding yeast to the wine, and bottled the wine without fining (adding an agent 
to make the wine clearer) or filtering, thus preserving more of the tiny bits of grape skins and lees that will 
continue to add body and flavor to the wine as it ages. He feels this method of minimal manipulation also lets 
the signature of place shine through, and creates “wine with a voice.” We hear it singing!

Winemaker Virginie Bourgue 
understood the concept of “wines 

of place” from an early age. In 
college, she studied viticulture 
and enology in avignon in her 

native France, and then received 
her master’s degree in enology in 

Champagne. she made wine for 
Bergevin Lane and at Cadaretta 

in Walla Walla, and had the 
chance to oversee the planting 
of new vineyards south of town 

for Cadaretta, before starting her 
own label, Lullaby Winery. Now 
she works with winegrowers in 

the Walla Walla aVa to not only 
source the best fruit, but also to 

make sure it is grown, pruned and 
harvested to her specifications. 

the results are in: Her wines have 
a restrained elegance that lets the 
fruit and minerality shine without 
being too fruity or too lean. this 

Viognier charmed our judges for its 
“rounded balance” and “long finish” 
with notes of lemon curd and white 
peach—all characteristics of a well-

made Walla Walla Viognier. Once 
a Seattle magazine Winemaker to 

Watch, Bourgue is now at her best.

White Wine of the Year 
Lullaby Viognier 2010, 

Walla Walla Valley, $35

86  seattlemag.com   august 2013

washington 
wine 

awards

8th AnnuAl

a taste of 
Place

There’s no longer serious debaTe abouT wheTher 
washingTon wines are among The besT in The 

world. so This year we Take a deep dive
To discover where all ThaT goodness comes 
from—showcasing wines ThaT besT illusTraTe 

The disTincT qualiTies of our varied and 
celebraTed winegrowing regions.

Wine AWArds 
mAnAger 

Anne nisbet

TexT by 
shAnnon borg

WiTh AddiTionAl 
reseArch by 
ClAire buss

porTrAiTs And 
sTill life  

hAyley young

sTyling 
CArlynne  
Morrison

We’re hearing more these days about “wines of place”—
wines that reflect the terroir of a certain vineyard in addition to a larger 
winegrowing region. in Washington, winegrowers overall are becoming 
known for hefty reds and lush whites that reflect the heat of the Wahluke 
slope or red mountain, for example, but also have a balancing acidity 
that comes from the shift from hot days to cool nights. 

but every hillside is unique, and that is partly what the system of 
American Viticultural Areas (AVAs) is all about: distinguishing a partic-
ular area—large or small—from surrounding areas by its climatic, geo-
graphical and other characteristics. These “appellations” also help wine-
growers set themselves apart in the marketplace. (That’s why a producer 
can’t call a sparkling wine “champagne” unless it is from the champagne 
region of france.) 

so what are the styles emerging in Washington? This is the focus of 
this year’s eighth annual Seattle magazine Washington Wine Awards—
highlighting wines from some of our state’s key AVAs, including co-
lumbia gorge, columbia Valley, horse heaven hills, lake chelan, puget 
sound, red mountain, Wahluke slope, Walla Walla and yakima Valley. 
The results enlighten all of us on what's being produced from some of 
the new—as well as some of the older—AVAs in Washington.

washington 
wine 

awards

8th AnnuAl

washington 
wine 

awards

8th AnnuAl
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emerging WinerY
Kerloo Cellars in Walla Walla
The call of the crane gives this winery, owned by ryan crane, its name. 
leaving a sales job in seattle, crane pursued his dream of owning 
his own winery in Walla Walla in 2006. he enrolled in the Walla Walla 
community college viticulture program, and started volunteering 
at wineries, such as forgeron cellars and Trust cellars, to learn the 
trade. he was hired by Justin Wylie of Va piano Vineyards, and started 
to make his own wine there. This is a pretty common story in Walla 
Walla, but crane has set himself apart with wines that impress for their 
elegance, balance and focus on varietal character—meaning he wants 
to make a “Tempranillo that tastes like a classic Tempranillo.” he makes 
wines he likes to drink, such as a cooler-climate Walla Walla syrah that 
pairs well with food, rather than a “fruit cocktail.” he’s gaining access 
to solid Washington vineyards (les collines and Va piano), and aims to 
create wines, mostly without blending, that represent a particular site. 

VineYard of the Year
Red Willow
As the yakima Valley AVA celebrates its 30th anniversary, one of the 
first vineyards to put yakima on the map turns 40. in 1973, red Willow’s 
mike sauer shifted from concord grapes to wine grapes and—with the 
guidance of Washington state University viticulturist Walter clore—
planted cabernet sauvignon, merlot and syrah—and later, working 
with david lake, some lesser known varieties such as Tempranillo and 
nebbiolo; it's one of the first sites to explore which grapes would grow 
best in Washington. sauer and winemakers who use his grapes have 
discovered the unique characteristics of this vineyard. columbia has 
made a red Willow syrah since 1980 that gets better and better, and 
cavatappi’s red Willow nebbiolo proves that this site can grow this 
persnickety italian variety and make a beautiful wine.

Winemaker to Watch
Chris Peterson, Avennia
chris peterson made stellar wines under the radar with chris Up-
church of delille for seven years, but moved into a new venture with 
partner and businessman marty Taucher. Woodinville-based Avennia 
sources the highest-quality fruit from winegrowers he’s built relation-
ships with—such as dick boushey in yakima Valley—to create intense, 
balanced red wines designed to highlight the place they were grown 
(including this year’s best red; see page 87). peterson often lets the 
natural yeasts in the grape and in the air work on the wine, and also 
doesn’t filter the wines, retaining all the complexity and ageability the 
fruit holds. its moniker inspired by the roman name for Avignon, the 
french center of old World winemaking, Avennia hopes to make old 
World–style wines with a new World energy and sense of place. 

Sommelier of the Year
Thomas Price at The Metropolitan Grill
pouring wine for a living—how hard can that be? Well, people like 
Thomas price, our sommelier of the year, and head sommelier at The 
metropolitan grill, make it look easy. but managing a wine list with 
1,800 selections and a cellar of 14,000 bottles is quite a job. pairing 
wines with the met’s super-premium steak menu, price gathers a range 
of whites and reds from all over the world, with local options that 
include 30 Washington merlots from stellar wineries such as l’ecole 
n° 41 and Woodward canyon. but what sets him apart was his extraor-
dinary effort in 2012 to finish his master sommelier degree from The 
court of master sommeliers. The advanced degree consists of passing 
three levels of testing (which took nine years), plus a blind tasting and 
service exam. he regularly “trained” with other students to hone his 
tasting skills and detailed knowledge of wine regions, famous vine-
yards, winemakers and wineries. 

From left: Grower Mike Sauer of 
Red Willow, Vineyard of the Year; 

Thomas Price of Metropolitan Grill, 
Sommelier of the Year; Ryan Crane 

of Kerloo Cellars, the year’s best 
Emerging Winery; and Avennia’s 

Chris Peterson, Winemaker to 
Watch. Photographed May 12, 2013 

at Gilbert Cellars in Yakima Valley

Our readers' average net worth: $1.59M

our readers
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golden triangle 
Coral Bracelet, 
$1,500 at isadora’s 
(downtown, 1601 First 
Ave.; 206.441.7711; 
isadoras.com)

eddie Borgo gold- 
plated brass cuff, 
$335 at Hitchcock 
Madrona (1406 34th 
Ave.; 206.838.7173; 
hitchcockmadrona.com)

Kimberly Baker’s Stingray cuff, 
$715 at Ship Song (Phinney 
ridge, 6421 Phinney Ave. n; 
206.852.1145; kimberlybaker.com)

elsa Peretti black 
Bone cuff, $495 
at tiffany & Co. 
(Pacific Place, 
Bellevue Square 
and university 
Village; tiffany.
com)

Mariella Pilato sterling 
silver and crystal cuff, 
$750 at Hitchcock 
Madrona

oFF tHe CuFF
WeaR a sTYle sTaTeMenT On YOuR sleeVe

TRENd wATCh: CHunKy BrACeletS



Our Consumers

Dining
81% drank wine in the last 30 days

56% drank beer in the last 30 days

42% spend $250 or more dining out

Jewelry
62% of our audience is planning on  
purchasing fine jewelry in the next  
12 months

Our readers plan to spend $6,120 on 
fine jewelry in the next 12 months 

Beauty
60% of our audience exercises at 
health clubs

53% of our audience visits a spa

Our readers plan to spend $2,470  
on cosmetic surgery in the next  
12 months

Auto
85% of our readers are more likely  
to drive a luxury automobile

63% of our readers plan to purchase/
lease a new automobile in the next  
12 months 

Home
31% are planning major remodeling/ 
renovation in the next 12 months and  
are planning to spend an average of 
$4,500

50% are planning to purchase a 
home theater/entertainment system 
in the next 12 months

55% plan to spend $5,640 on home  
furnishings in the next 12 months

Travel
93% of our audience took a domestic  
trip in the last 12 months

91% of our audience has a valid 
passport

51% of our audience has traveled to  
Europe in the last 3 years

Culture & Arts
81% attended a concert/dance/bal-
let/live theatre in the last 12 months

69% went to a museum in the last  
12 months

64% went to a charity event in the 
last 12 months

Source: Subscriber Study 2012

Flash
     TALK

82  seattlemag.com   september 2013

norDStroM 
DeSigner 
Preview

barneyS Party for 
the ParKinSon’S 
ProJeCt

MiChael CePreSS: 
aMeriCan DreaMing

Jonathan aDler Store oPening Party

Valentino

Oscar de la Renta

Nordstrom Designer Preview cochair 
Barb Maher with Vogue’s Lawren 

Howell and Nordstrom’s Todd Buntin

Barneys fashion director Tomoko 
Ogura and creative ambassador-at-
large Simon Doonan with Kingfi sh 
Café’s Laurel and Leslie Coaston

Hoorsenbuhs designer Kether 
Parker with Barneys store 
manager Barbara Kucharz

Michael 
Cepress’ 

fi rst 
women’s 

collection

It Gets Better Project founders Dan Savage and his husband, Terry Miller (third 
from left), Jonathan Adler, Traditional Home fi eld editor Linda Humphrey, 
author Simon Doonan (also Adler’s husband), Seattle magazine’s Rachel Hart, 
Out for Sustainability’s Gerod Rody and décor blogger Cassandra LaValle

Alexandra Hedin with 
Trophy Cupcakes’ 

Jennifer Shea

Clothing designer Michael 
Cepress with interior 
designers Susan Wheeler 
and Brian Paquette 

Terry Miller 
and Jonathan 
Skow
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Mighty Duck
When I was growing up, my dad hunted game birds in the fall. He’d pluck them, cook them and my sisters 
and I would eat them happily. And so, while my meat-eating habits are now generally seasonless, with the 
autumn weather comes a craving for pheasant, goose and duck. My favorite preparation of the latter is 
confi t, essentially duck cooked slowly in its own fat, a traditional technique from the Gascony region of 
France. And I’ve found the Duck confit At the coterie rooM ($26) to be an exceptional version of the 
classic. A duck hindquarter (leg and thigh) is slowly cooked in duck fat, and then bronzed in a hot oven to a 
crackling fi nish and served with seasonal accompaniments. Sometimes it’s good to be reminded of the old 
days. Belltown, 2137 Second Ave.; 206.956.8000; thecoterieroom.com allisoN austiN scheff

eat&Drink
 eDIteD bY ALLISoN AUStIN ScHeFF

FOOD WE LOVE

NOVEMBER 2013  seattlemag.com   163

Datebook
EDitED By BRaNgiEN DaVis

It’s probably not a ballet dancer’s lIfelong dream to be described as buggy, but in the case of Crystal 
Pite’s piece Emergence, it proves the highest compliment. the Vancouver B.C.–based choreographer—whose own 
contemporary dance company, Kidd Pivot, performs brilliant, edgy work—had swarm intelligence on the brain when 
she crafted the piece, originally for the National Ballet of Canada in 2009. the riveting, provocative work explores 
the bug-eat-bug world of the hive mind via fluttery, flicky movement—recognizable but slightly disturbing in the way 
of insects, which move so differently than humans yet still remind us of ourselves. Owen Belton’s industrial score, 
made with clicks, buzzes and scratchings from actual creepy crawlers, adds to the sense that we’re peering into a 
world beneath. in Kidd Pivot pieces, it’s sometimes hard to tell what gender the dancers are, thanks to androgynous 
costuming. But here, with the male dancers’ exposed torsos and females sporting strapless leotards, it’s vividly 
clear who’s who. Consequently, Pite says, “it’s the sexiest piece i’ve made.” 11/8–11/17. Times and prices vary. Pacific 
Northwest Ballet, 301 Mercer St.; 206.441.2424; pnb.org BRANGIEN DAVIS 

swarm 
welcome
Crystal Pite has Pacific  
Northwest Ballet all abuzz

DANCE

pite’s piece Emergence (here, 
performed by the national ballet of 
canada) makes its pnb premiere
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nerd report
asteroid mining
p. 26

loCal iCon
the liveliest catch
 p. 28

FeStivalS
last summer fl ings
p. 30

real eState
boomerangers
p. 38

 EDITED BY BRANGIEN DAVIS

nabe newS
snouts about
p. 34

Seattleite
art enabler
p. 40

parenting
toys for tots
p. 36

Essentials
Hopes are high for 
quarterback Russell 
Wilson. Can he keep 
his under-pressure 
cool long enough to 
take the ’Hawks to 
the Super Bowl?

not since 2001, when the Mariners turned western Washington into Brigadoon, has Seattle been this jazzed. Expectations 
for the 2013 Seahawks are so giddily off  the charts that Russell Wilson will be elected mayor of Seattle as soon as he 
authorizes the write-in campaign. Last year, Wilson proved that he’s the real deal among NFL quarterbacks. Now men and 
women want to have him over for a cookout. Kids want him to be their dad. Dogs want to fetch his cleats. Unlike the 
Seahawks’ 2005 season, which didn’t start with championship expectations, but ended in a Super Bowl appearance, this 
season begins with the belief—nay, the absolute conviction—that the Seahawks are preordained champions. Fittingly, the 
Seahawks’ home opener on September 15 is against their detested archrivals, the San Francisco 49ers, who did go to the 
Super Bowl last season. A dedicated group is urging ’Hawks fans to bring da noise louder than ever for this big game—
enough to set a new Guinness World Record for highest-decibel crowd roar at a sports stadium. That should be easily 
accomplished as soon as the PA announcer introduces mayor-in-waiting Russell Wilson. seahawks.com  JOHN LEVESQUE

bird 
watChing
THE SEAHAWKS HAVE 
SEATTLE SO EXCITED 
THAT FANS COULD JUST 
SCREAM (THEIR WAY TO 
A WORLD RECORD)

Connect with our powerful consumers.

 our readers' purchasing habits

Our readers



Our circulation

62% of our circulation
Affluent mailboxes

16% of our circulatioN
Gourmet groceries  
Bookstores  
Other retail outlets 
Over 900 newstands

12% of our circulation
Physicians  
Spas/salons  
Clubs

7% of our circulation 
Luxury hotels 
(Fairmont Olympic, Four Seasons,  
Hotel 1000, W Hotel, Kimpton Hotels)

Reach our audience of over 270,000 readers 
where they live, work and play.

Circulation: 56,339

source: circulation verification 
council (cvc) march 2013 edition
*4.025 READERS PER COPY

35,157
PAID SUBSCRIBERS

7,000
WAITING ROOMS

9,078
NEWSSTAND SALES

3,932
HOTELS + EVENTS

1,172
COMP + OFFICE



statistics current 
as of August 2013
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     “Is that som
eone laughing at you? N

o, it’s just sea lions gossiping on the next rock over.”

BEST WASHINGTON 
WINES OF 2013

SEATTLEMAG.COM

EASY 
ISLAND 
GETAWAYS

14 PLACES TO RELAX, 
REFRESH, RECHARGE

FUN AND GAMES AT 
NEW UPSCALE THEME 
RESTAURANTS 

HOW GARFIELD HIGH 
QUASHED 
STANDARDIZED TESTS

SIZZLING BARBECUES 
AND SMOKERS

PLUS: HOTTEST SPOTS 
FOR COOL COCKTAILS 

page 105

Print Digital
Web: seattlemag.com
Direct Engagement
180,000+ unique website visitors 
800,000+ page views per month

e-Newsletters
Immediate Response
over 35,000 e-newsletter 
subscribers weekly

Social Media
Create Buzz
Facebook fans & Twitter 
followers: over 50,000

Events

Special Events
Connect with Customers 
Face-to-Face
Sponsors reach over 5,000 
people 

Print Magazine
build brand awareness
270,000 total readership

Inside Seattle
promotional spotlight
promotional spotlight across multiple platforms:  
over 700,000 impressions

Print + Digital

Interact with our audience through several media platforms. 

Our media platforms

Trouble Viewing This Email?

October 18 - October 24, 2013

 SUBSCRIBE TODAY!

 

 

TRUNK SHOW

Carole
McClellan's
Not-To-Be-Missed
Sale
Our rock and rolliest fashion
designer is having a huge trunk
show and sale. It only happens
once every blue moon (or even
less seldom), so make it a point
to head to her Pioneer Square
loft before it's all over.

 NEW DESIGNER

This is Lu. Needs a Kickstart
Always wanted to be a fashion benefactor? Check out this local
Kickstarter campaign and get in on the ground floor of this innovative
new line.

 

CONTEST

Win a Nursery of Your (Sweet) Dreams
from Tottini and Friends
Enter to win a $6,000 nursery designed by Seattle's Pulp Design Studio,
wallpapered by Abnormal Anonymous and filled with mod furniture from
Tottini.

preview http://www.ecn5.com/ecn.communicator/main/content/preview....

1 of 2 10/24/13 12:28 PM

MUST CONNECT

 

WIN IT!
 
The Ultimate
BEER LOVER'S
PACKAGE
Over $500 in VIP festival
tickets, gift cards, growlers,
mugs and more!
 
Live
AT THE GIBSON
SHOWROOM
You can't buy tickets to this
exclusive event, but you can
enter to win "Great Times"
VIP seats courtesy of
Budweiser.
 

EVENTS
 
Friday, October 18:
35th Pilchuck Auction Gala
 
Friday, October 18:
Lifesavers & Legends
Dinner and Auction
 

 EASTSIDE

Nordstrom Expands Topshop to Bellevue
First it was Southcenter, then the downtown store, finally, it's Bellevue's
turn for a British invasion. Shop Topshop there starting late next week.

 FUTURE FILES

Endless Knot Warehouse Sale
One of the biggest sales of the year is rapidly approaching and it's one
that may not even be on your radar. See what all the buzz is about.

EDITOR'S PICK

Smell This:
New Perfume From

Portland

  
    

SIGN UP TO
RECEIVE OUR
NEWSLETTERS

    

 THE MUST LIST

 RESTAURANT INSIDER

 SHOPPPING AROUND

  SEATTLE HEALTH  
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September 26 – October 2, 2013  

 

MUST RUNWAY

Bellevue
Collection Fashion
Week
Bellevue – Thru 9/29, times
vary
Bellevue Square merchants,
Vogue and new this year, GQ,
come together for a fashion
extravaganza, including a men’s
fashion show, a curated-
by-Vogue runway show and a
hair show from Seven Salon.

 

  

 MUST HEAR

Mavis Staples at the Moore Theatre
Downtown – 9/27, 8 p.m.
A living lesson in stick-to-it-iveness, gospel and R&B singer Mavis
Staples has been performing for more than 60 years. She released her
13th album, One True Vine, with Jeff Tweedy of Wilco. If you haven’t
heard her yet, trust that this woman can sing the hell out of any song.

 

  

 MUST SEE

Seattle Dance Showcases
Capitol Hill – 9/27 - 9/29, times vary
Part of Velocity Dance Center’s big fall kickoff, this series presents
snippets from the best performance moments of the previous season
(including excerpts from work by Ezra Dickinson, Kate Wallich and Zoe
Scofield!), as well as a sneak preview of upcoming events.

 

 

 

 

 SUBSCRIBE TODAY!
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 MUST FERRY

Shiro Kashiba Reading
Bainbridge Island – 9/28, 3 p.m.
Northwest sushi pioneer Shiro Kashiba livens up the ferry ride to
Bainbridge Island by talking about his memoir, Shiro, as part of Kitsap
Regional Library's new on-board Ferry Tales program. Upon landing,
take the 10-minute walk to Intentional Table in Winslow for a sushi
tasting directed by Kashiba himself.

 

  

 MUST OOM-PAH

Kirkland Oktoberfest
Kirkland – 9/27 to 9/29, times vary
Grab your steins and head to Marina Lake Park for a schnitzel- and
bier-filled spree, where the music will be of the sing-and-dance-along
variety.

 

  

FROM OUR CONTENT PARTNERS
 Seattle’s Queen of Unpaid

Parking Tickets Reveals
Loopholes in the System

 
26 Signs You’re a
Seattle Mom

 
Seattle Symphony Picks
and Intriguing Program

  
 SIGN UP TO

RECEIVE OUR
NEWSLETTERS

 

  THE MUST LIST  
  RESTAURANT INSIDER  
  SHOPPPING AROUND  
  SEATTLE HEALTH  
 

 

 MUST CONNECT

  
 

 
WIN IT!

 
The Ultimate
BEER LOVER'S
PACKAGE
Over $500 in VIP festival
tickets, gift cards, growlers,
mugs and more!
 

EVENTS
 
Saturday, September 28:
Trophy Cupcakes & Party
Book Launch Celebration!
Enjoy bubbles, unlimited
cupcakes and a signed copy
of the fabulous new party
book from Jennifer Shea!
 
Thursday, October 10:
Bright Pink Power Hour:
Fashion Fall Comes to Life!
 
Thursday, October 10:
DIFFA GLAM Tablescapes
Party
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October 9 - October 15, 2013

 SUBSCRIBE TODAY!

 

 
CELEBRATE

Happy
Clamiversary,
Ivar’s
The iconic, pun-tastical empire
is celebrating 75 years of fish
and chips and chowder this fall
with turn-back-the-clock priced
specials, the release of its first
cookbook and a lavish
five-course Clamiversary Dinner
Oct. 24 at Ivar’s Salmon House
on Lake Union.

 EAT

Cafe Pettirosso Charms on Capitol Hill
Walking commuters stop in for breakfast bagels and coffees taken to go,
but it's even better to sit and relax for an hour over a plate of Red
Flannel hash, a tangle-up of roasted veggies dyed red from cubed beets,
all with a horseradish kick.

 

DRINK

What’s New on the Local Beer Scene
In Seattle, where breweries were once scattered hither and yon, a recent
spike in the brewery birth rate has spawned brewery districts—single
neighborhoods that support multiple breweries in close proximity—most
notably Ballard. Discover what all the brewhaha is all about.

preview http://www.ecn5.com/ecn.communicator/main/content/preview....
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MUST CONNECT

 

 DO

Wacky Modernist Cuisine Photos at
Pacific Science Center
One hundred large-format shots from Seattle entrepreneur Nathan
Myhrvold's book Modernist Cuisine (2011), which includes stunning
photos of food in the moment of being cooked at his Bellevue kitchen
laboratory will be on display at the Pacific Science Center this month.

 SAVE THE DATE

Join Us for Local Beer Aplenty at BREW
Seattle
Early bird tickets for Seattle magazine’s first-ever BREW Seattle, a beer
tasting festival on November 14 featuring more than 20 local breweries,
officially go on sale on Thursday, October 10.

 

EAT HERE NOW
Try the yummiest Vietnamese in town.

Ba Bar
CAPITOL HILL

Very good pho and irresistible noodle dishes at
Eric Banh's open-all-day eatery.

Pho Cyclo
MULTIPLE LOCATIONS

Delicious hot noodle soup to satisfy any craving.

  
 

SIGN UP TO
RECEIVE OUR
NEWSLETTERS
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Facebook & Twitter
Contests via social media
promotional spotlight across our 
social media platforms:  

10,300+ followers on Facebook

47,600+ followers on Twitter

Social Media 



Four Color  1X 4X 8X 12X

2 page spread $12,080 $10,268 $9,664 $9,060

Full Page $6,925 $5,886 $5,540 $5,194

2/3 $6,230 $5,296 $4,984 $4,673

1/2 $4,670 $3,970 $3,736 $3,503

1/3 $3,115 $2,648 $2,492 $2,336

1/6 $2,075 $1,764 $1,660 $1,556

Cover 2 $8,500

Cover 3 $8,100

Cover 4 $9,470

Print Rates
71% of our readers say advertising has 
influenced their decision on where to dine and 
shop. smart. savvy. essential.                                                                        june 2013 

perk up your patio

seattlemag.com

Flood watch 
How seattle’s 
climate is 
cHanging

First look 
Portraits of 
our native 
nations

Bringing 
Back seattle’s 
waterfront 
trolley
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Ways to 

savor 
summer

93 

hear it now! 
ultimate summer 

Playlist 

Plus
Hidden beacHes
best outdoor eats 

A fee of $150 will be charged if a file is received after 12:00 noon, two business days after 
Materials Close date.

  need something special?

  2014 retail rates (these rates are net)

Position Available Upon Request ad production rates

Guaranteed positions available 
for 15% premium of space charge. 

Preferred positions are on a 
space-available basis as deemed 
by publisher. Please check with 
your account executive.

Reprints
Inserts
Gatefolds
Cover Wrap
Poly Bags
Business Reply Cards

We can create your ad for you. 

The production charges (right) are mini-
mum rates for up to one hour of produc-
tion and two rounds of adjustments. 
Additional time spent will be billed at 
$125/hour in quarter-hour increments.

1/6 page: $250 
1/3 page: $250 
1/2 page: $500 
2/3 page: $500 
Full Page: $500

our magazine

50% of our readers visit a website after seeing an ad in the magazine.



Width height Bleed, Trim & Gutter

2 page spread 17.25" 11.375" *Bleed Specifications
Material intended to bleed 
must be furnished with a 
minimum of .25" image area 
beyond the trim (8.875" x 
11.375").

Trim Size
8.375" x 10.875" Live Area 

All type or graphics not 
intended to trim should be 
positioned .3125" from trim.

Gutter Safety
All copy should be placed 
.375" from either side of trim. 

Full page (non-bleed) 7.75" 10.25"

Full page (bleed)* 8.875" 11.375"

2/3 page (vertical) 4.625" 10.0"

1/2 page (horizontal) 7.75" 4.875"

1/2 page (vertical) 4.625" 7.25"

1/3 page (square) 4.625" 4.875"

1/3 page (vertical) 2.25" 10.0"

1/6 page (horizontal) 4.625" 2.3125"

1/6 page (vertical) 2.25" 4.875"

Digital Files
Ads should be supplied on a CD or via FTP or email as  
a high-res PDF (CMYK, 300 DPI, fonts embedded). 

All fonts should be converted to outlines or supplied. 

Please provide a color proof produced under SWOP 
specification (www.swop.org) when you submit new 
color ad material. We will do our best to match the proof 
that you supply, but due to CMYK magazine printing 
standards, we cannot guarantee color accuracy. 

We do not accept Film. 

If using large fields of black in a full-color ad,  
please use a 4-color build instead of 100% black. (i.e., C20/
M20/Y20/K100). 

Shipping Instructions 
CD: Please mail to: 
Tiger Oak Media
1417 1st Avenue #600
Seattle, WA 98101
ATTN: Ad Sales

EMAIL: Ads under 10MB can be sent via email to 
ads@tigeroak.com 

FTP: Ads up to 150 MB can be submitted via FTP. Files 
need to be compiled into one folder and stuffed or 
compressed. 

Please include the advertiser name in the folder name. 

In any web browser, go to: http://ads.tigeroak.com. 
When prompted, enter: 

	 Username: advertiser

	 Password: top207

And then follow the instructions for entering pertinent 
information and uploading files.

Full page

1/3 sq

1/2 H

1/6 V

2/3 V 1/3 v

1/6 H

1/2 V

Print Sizes & Specs

our magazine



TOP LEADERBOARD

TILE 1

TILE 2

POP-UP

Web Rates & Specs
SeattleMag.com is the destination for essential daily news on 
arts, events, style and city happenings!  Gain immediate access 
to our digital audience.   

Unique visitors: 
180,000+ / month

Page views:  
800,000+ / month 

Width Height Rates file information

Top Leaderboard

Tile 1

728px

300px

90px

250px
$825/month

FILE REQUIREMENTS:
RGB color • 72 dpi • Maximum file 
size: 50K

Accepted file types:
.jpg, .gif, .swf*, 3rd party tags

.SWF FILE REQUIREMENTS:
Must have the following in 
the ActionScript: on (release) 
{getURL(clickTag,”_blank”);}

Publish Settings:
Player: Flash 8
Script: ActionScript 2.0

Bottome Leaderboard

Tile 2

728px

300px

90px

250px
$390/month

Pop–up Ads:  
Ads seen once by each 
unique visitor to site.

550px 480px $1,000/week

Web Ad Built by Us + $100

  SEATTLEMAG.COM AD OPPORTUNITIES: minimum of 25,000+ MONTHLY IMPRESSIONS

Seattle magazine’s digital platforms are always on the pulse of what’s HOT!

our website



SHELTER

 shelter features include: 

SHELTER Opener 
Includes one single home object 
of our affection or a grouping of 
similar things we love.

Design Notes
Sound bites of what’s new and 
trending in home from 
furnishings, services, shops etc. 

Inner Space
Local interior designers showcase 
a cool space solution or creative 
décor idea.

Gatherings
Local party planning experts give 
inspiration for entertaining 

Outdoor Living
Welcoming living space 
inspiration for your own back 
yard. 

Collector
Showcasing a Seattleite’s art 
collection and tips on how to dis-
play art in the home

Seattle magazine’s SHELTER is the local source for 
inspiring ideas for your home and connecting you to local 
experts who can make them a reality. SHELTER appears in 
Seattle magazine, presenting interior design and 
architectural trends unique to the Puget Sound area.  

In every issue of SHELTER our editors offer home decor and 
space solutions that range from easy and accessible to luxe 
and aspirational.

4   N O R T H W E S T  H O M E   J U L Y  2 0 1 3 

AREA
DESIGNER JONATHAN ADLER BRINGS HIS POPULAR MODERNISM TO UNIVERSITY VILLAGE

insideandout

POP STAR
Finally! One of our favorite trendsetters, Jonathan Adler, has 
opened up a shop in our ’hood. His U Village locale (University 
Village, 2650 NE Village Lane; jonathanadler.com), opened in 
late June, is his 25th outpost in the country. “I hope Seattleites 
like me as much as I like them,” Adler says. “I am obsessed 
with Pacifi c Northwest Modernism. Seattle has a fab history 
of groovy rustic style. And I don’t mind a little Starbucks and a 
dash to the Pike Place Market.” ✽ Expect the store to be full of 
Adler’s iconic ceramic stylings, alongside funky design motifs 
on lighting, furnishings, accessories and décor. Adler expects 
that we’ll love his new Glass Menagerie accessories collection 
($78–$198). Made from recycled glass, the animal objets d’art 

(from barn owl to baboon) are crafty yet chic, and no two 
pieces are alike. For summer, look for outdoor pillows ($48–
$68) in new punchy patterns and colorful melamine plates and 
bowls ($10–$28) to animate your sunset soirees. “Summer is 
about getting outside and spending time with the people you 
love. And the summer weather in Seattle is legendary,” Adler 
says. ✽ And more than just a shop, the Seattle site promises 
complimentary in-home design consultations, upholstery and 
design-your-own programs that let the customer create custom 
rugs, pillows and throws, as well as bring in beloved fabrics for 
a one-of-a-kind creation. ✽ Jonathan, we defi nitely already like 
you, too. ✚ Alexis Chicoye

4 N O R T H W E S T  H O M E   J U L Y  2 0 1 3 

As with his recently opened 
Houston locale, shown here, 
Seattle’s new Jonathan Adler 
store will sport the designer’s 
signature spunky style 

PHOTOGRAPH BY HAYLEY YOUNG
6   N O R T H W E S T  H O M E   M A Y  2 0 1 3 

Designer Leah 
Steen in a kitchen 

transformed by 
a decorative-

painted floor. The 
dynamic geometric 
pattern, composed 

of Floral White 
and Bittersweet 

Chocolate shades, 
was inspired by a 

designer fabric

INNERspace 
INNOVATIVE IDEAS TO IMPROVE YOUR INTERIOR STYLE
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PhotoGrAPhY BY HAYLEY YOUNG
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Gold adds instant glam to any table, and you can use all of these gold accents through the entire holiday season. Chilewich 
placemats, $10 each, Stuhlbergs (Queen Anne, 1801 Queen Anne Ave. N; 206.352.2351; stuhlbergs.com). Gold charger, rental fee 

$3.25 each, gold linen hemstitch napkin, rental fee $3.50 each, Choice Linens (Georgetown, 4700 Ohio Ave. S, Suite E; 206.728.7731; 
choicelinens.com). Organic Shaped dinner ware, metallic rimmed, $24–$40, stemless gold-rimmed glasses, $23 for a set of four, 

and place cards, West Elm (South Lake Union, 2201 Westlake Ave.; 206.467.5798; westelm.com). Vintage frames, $75–$295, green 
red-wine glasses, $12 each, Susan Wheeler Home (Georgetown, 5515 Airport Way S; 360.402.5080; susanwheelerhome.1stdibs.

com). Vintage gold-rimmed wine glasses, $350 for a set of 12, Pacific Galleries (SoDo, 241 S Lander St., 206.292.3999; pacgal.com). 
Vintage flatware, $12 per piece, Watson Kennedy Fine Home (Downtown, 1022 First Ave., 206.652.8350, watsonkennedy.com). Floral 

arrangements, $40–$85, table runner, moss, Fleurish (by appointment, Capitol Hill, 1308 E Union St.; 206.322.1602; fleurish.com)

GATHERINGS 
INSPIRING IDEAS FOR 

ENTERTAINING AT HOME 

BY SHANNoN o’LEARY        PHoToGRAPHY BY ED SoZINHo 

Right Remake

1 2   N o r t h w e s t  h o m e   N o v e m b e r  2 0 1 3 

Right 
A 1960s Leschi Home’s Major Re-Do 
Includes A Brand-New View  

Architect Jed Miller’s uplifting design is on full 
display on the home’s lake-facing south side. The deck 
expansion was realized beautifully by “deck guy” Don 
Dawson. Marsha olch can slip from collecting organic 
herbs and vegetables in her gardens right into her 
new view-rich kitchen. (During summer, the couple 
can cull as much as 100 pounds of tomatoes.) The 
dramatically raised roofline allowed for the inclusion 
of window walls for the master suite, living room 
and kitchen, all topped by motorized tilt-out awning 
windows. The windows are fitted with screens wired 
to the security system so they can be safely left open 
during hot weather. Another tech-wise element are 
rain sensors that automatically close the windows 
and skylights when rain is detected. Inset: The home’s 
original south side was short on views and style

Right 
The

our shelter pages



 Subject to change

2014 Schedule
Issue Cover + Features Advertising Section Events Space Close

& Ad Builds
Provided

Ads
On Sale

Date

January Dining
SHELTER: Kitchens Parenting, Hawaii 11/15 11/21 12/26

February Work Life   
Charitable Events Guide,  
Casino Guide, Bridal Guide, Valentine's Day 
Guide, Vet & Pet Profiles

12/6 12/13 1/23

march
Real Estate 
Spring Arts
SHELTER: Organizing Solutions

Parenting, Hawaii, 
Neighborhood Guide 1/17 1/23 2/20

april

Best Restaurants 
14th Annual Best Restaurants
Best New Drinks
Fashion

EARTH DAY
’s

5KRUN
2/14 2/20 3/20

may Travel
SHELTER: Top Shops Idaho 3/21 3/27 4/24

June Summer/City Guide Attractions 4/18 4/24 5/22

july 14th Annual Top Doctors
SHELTER: Outdoor Living Doctor Profiles, Dentist Profiles 5/16 5/22 6/19

august Getaways
8th Annual Washington Wine Awards Auction of Washington Wine

   Red 
White&  
  Brew

6/20 6/26 7/24

september

Arts
7th Annual Seamless in Seattle 
Fashion & Shopping
SHELTER: AIA Home Tour

Hawaii 7/18 7/24 8/21

october  Travel Beer, Parenting, Women's Health, Fall 
Getaways 8/15 8/21 9/18

november

Dining
8th Annual People of the Year/ 
Most Influential
SHELTER: Small Spaces

Winter Sports, Idaho  9/19 9/25 10/23

december Luxury
14th Annual Best of/Year in Review Gift Guide, Dentist Profiles  10/17 10/23 11/20



Fashion Forecast: 
Rock the New 
Grunge Style 

Segregation: 
Seattle’s 
Ugly Past

Uncommon 
Local 
Spirits

HOT
TIX:

Spring 
Arts 

Preview PLUS: 
The Best 

Neighborhood
Restaurants 

SEATTLEMAG.COM

SMART. SAVVY. ESSENTIAL.                                                                               MARCH 2013 

15 Happiest 
Neighborhoods

WHERE WE 
LOVE TO 

LIVE, PLAY, 
EAT, DRINK, 

SHOP

59 TOP CITIES, TOWNS + ’HOODS 
How does yours stack up?

SMART STORAGE SOLUTIONS

INSIDE: 
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     “In a city celebrated for its charm

ing neighborhoods, it’s a tricky proposition selecting the best.”

SMART. SAVVY. ESSENTIAL.    
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18 MUST-TRY 
GOURMET GASTROPUBS

SEATTLEMAG.COM

OCTOBER 2013

BEST NEW LOCAL 

BEER
FOR YOUR HOME: 
Doors that Make 
an Entrance

A Deadly Twist on 
HALLOWEEN PARTIES

Into the Woods with the 
MUSHROOM HUNTER

Gluten-free Sipping: 
SEATTLE’S CIDER BOOM

SEATTLE MEN 
SURRENDER TO STYLE

page 122

WIN 
THE ULTIMATE 
BEER LOVER’S 

GIVEAWAY!
page 14

seattlemag.com
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Find a Doctor You

smart. savvy. essential.      july 2013 

414 top doctors

What Health Care Reform Means to You
The 6 Doctors to Avoid

Where to 
put 800 
tons of dirt

the Best 
acupuncturists 
and naturopaths

nW home: 
Well-dressed 
WindoWs

sunny 
restaurant 

patios
page 170

love
plus

and

Contact Us 

COVER PHOTO: HAYLEY YOUNG

JOHN KUEBER
Publisher, Pacific Northwest
206.452.2961
john.kueber@tigeroak.com

KIMBERLY JOHNSON
Associate Publisher
206.452.2969
kimberly.johnson@tigeroak.com

LISA LEE
Senior Account Executive
206.452.2976 
lisa.lee@tigeroak.com

KAREN COUTURE
Sales Representative (New York)
917.821.4429 
karen@couturemarketing.com

GARY MAIGRET
Account Executive
206.452.2985
gary.maigret@tigeroak.com

TIFFANY LEIGH
Account Executive
206.452.2956
tiffany.leigh@tigeroak.com

LOREN MALENCHEK
Sales Representative (Hawaii)
808.283.7122
loren@hawaii.rr.com

TREY MARSHALL
Sales Representative (New York)
646.498.0650 
trey@couturemarketing.com
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SMART. SAVVY. ESSENTIAL.      MAY 2013 
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        “Yoda-like, Seattleites can extract com
fort from

 a tw
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inute sunbreak.”

>> BEST WASHINGTON ROSÉS

TOP DÉCOR 
SHOPS

INSIDE: 

Catching up with the 
DUKE OF CHOWDER 

What’s Seattle Doing 
About GUN VIOLENCE?

The Birth of Seattle’s 
OUTDOORSY COOL

SUNNY
GETAWAYS

PLUS: BEST SPOTS 
FOR BRUNCH 

page 140

19
(close to home)

SPECIAL ADVERTISING 
SECTION:

IDAHO TRAVEL
(see page 129)

OUR TEAM



Central Coast Tourism Opportunity

Presented by 

Cindy Hanson

Account Executive

Comcast Spotlight

541-272-7657

Tourism Package for May - September

Targeting Eugene, Portland and/or the Valley



Precision Targeting is Your Advantage

Focus on Geography

Cable television allows you to target your advertising to specific zones where

coastal visitors live. Advertise only in a specific zone, across multiple zones or

throughout the entire valley, affordably.

Reach the Right People

Wherever your visitors are, we can help you find them based on gender, age,

income level and more. The excitement of television offers programming that

appeals to each demographic.

Targeted and Powerful



Invite Visitors from Eugene, the Valley and 

Portland to the Oregon Coast

TV delivers your story to the right people in a memorable and trusted way. 

Expand your tourism business by reaching into Eugene, the Valley and 

Portland with exposure on these high-profile networks: 



EUGENE METRO ZONE
Comcast Spotlight 

Cable Households: 

74,704

Effective Q3 2013

DISCLOSURES: The number of subscribing homes receiving advertisements on any cable network is an estimate and may vary by geographic areas and other factors. Any statement of (1) the number of subscribing homes receiving an advertisement and (2) audience estimates are 
based either on the NCC methodology which utilizes either Nielsen carriage & insertion Universe Estimates or adjusts internal carriage/insertion sub counts by the Nielsen full footprint Interconnect Universe Estimate. Zone estimates are generated by using Nielsen Interconnect 
Universe Estimates, adjusted on a pro rata basis by internal subscriber counts by zone. Nielsen Universe Estimates are derived: in Telephone Frame set-meter and diary-only markets, from a rolling average of the prior four major sweep periods of diary sample; in LPM and Area 
Probability set-meter markets, from a rolling average of the prior four periods of meter sample, when available. These 4 periods each consist of 4 weeks of meter sample that lie prior to the measurement cycles of February, May, July and November. Estimates may contain 
impressions outside the home DMA. [See also Nielsen ViP Report]. The number of homes capable of accessing VOD and interactive TV advertising content is an estimate and may vary by the number of homes actually subscribing to digital cable service and other factors. Current 
Nielsen audience reporting methodology does not provide the ability to adjust audience estimates for HD simulcast programming for non-insertion. The company may not have the capability to insert on HD simulcast networks or to enable interactive overlays on HD simulcast 
networks. Audience estimates for HD programming have not been adjusted for non-insertion. The information provided will be periodically updated by the Company. For more information please contact your Advertising Sales Executive.
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5
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EugeneEugeneEugeneEugeneEugene

AlbanyAlbanyAlbanyAlbanyAlbany

BrownsvilleBrownsvilleBrownsvilleBrownsvilleBrownsville

CoburgCoburgCoburgCoburgCoburg

CorvallisCorvallisCorvallisCorvallisCorvallis

Cottage GroveCottage GroveCottage GroveCottage GroveCottage Grove

CreswellCreswellCreswellCreswellCreswell

DrainDrainDrainDrainDrain
ElktonElktonElktonElktonElkton

HalseyHalseyHalseyHalseyHalsey

HarrisburgHarrisburgHarrisburgHarrisburgHarrisburg

JunctionJunctionJunctionJunctionJunction

LebanonLebanonLebanonLebanonLebanon

LowellLowellLowellLowellLowell

MonroeMonroeMonroeMonroeMonroe

OaklandOaklandOaklandOaklandOakland

OakridgeOakridgeOakridgeOakridgeOakridge

PhilomathPhilomathPhilomathPhilomathPhilomath

SodavilleSodavilleSodavilleSodavilleSodaville
South LebanonSouth LebanonSouth LebanonSouth LebanonSouth Lebanon

SutherlinSutherlinSutherlinSutherlinSutherlin

Sweet HomeSweet HomeSweet HomeSweet HomeSweet Home

TangentTangentTangentTangentTangent

VenetaVenetaVenetaVenetaVeneta

WestfirWestfirWestfirWestfirWestfir

YoncallaYoncallaYoncallaYoncallaYoncalla

Area Square Miles:  3,585

97413

97488

97454

97478

97466

97448

97408

97401
97404

97402
97437

97487

97435

97405
97455

97426

97424

97499

97452

97431

97463

97492

Eugene 97401

Eugene 97402

Eugene 97403

Eugene 97404

Eugene 97405

Eugene 97408

Blue River 97413

Cottage Grove/Curtin 97424

Creswell 97426

Dexter 97431

Drain 97435

Elmira 97437

Harrisburg 97446

Junction City 97448

Lowell 97452

Marcola 97454

Pleasant Hill 97455

Oakridge 97463

Springfield 97477

Springfield 97478

Veneta 97487

Vida 97488

Walterville/Leaburg 97489

Westfir 97492

Yoncalla 97499

EUGENE METRO



SALEM ZONE

Area Square Miles:  319

SALEM

Amity 97101

Salem 97301

Salem 97302

Salem/Keizer 97303

Salem 97304

Salem 97305

Salem 97306

Salem 97317

PO Box: State Govt 97310

PO Box: State Govt 97312

518

22

213

214

219

221

99W

99W

5

SalemSalemSalemSalemSalem

AmityAmityAmityAmityAmity

AumsvilleAumsvilleAumsvilleAumsvilleAumsville

BrooksBrooksBrooksBrooksBrooks

DallasDallasDallasDallasDallas

DaytonDaytonDaytonDaytonDayton

EolaEolaEolaEolaEola Four CornersFour CornersFour CornersFour CornersFour Corners

GervaisGervaisGervaisGervaisGervais

HayesvilleHayesvilleHayesvilleHayesvilleHayesville

HubbardHubbardHubbardHubbardHubbard

IndependenceIndependenceIndependenceIndependenceIndependence

KeizerKeizerKeizerKeizerKeizer

Labish VillageLabish VillageLabish VillageLabish VillageLabish Village

McMinnvilleMcMinnvilleMcMinnvilleMcMinnvilleMcMinnville

MarionMarionMarionMarionMarion

MonmouthMonmouthMonmouthMonmouthMonmouth

Mount AngelMount AngelMount AngelMount AngelMount Angel

RickreallRickreallRickreallRickreallRickreall

St. PaulSt. PaulSt. PaulSt. PaulSt. Paul

SilvertonSilvertonSilvertonSilvertonSilverton

StaytonStaytonStaytonStaytonStayton

SublimitySublimitySublimitySublimitySublimity

TurnerTurnerTurnerTurnerTurner

WoodburnWoodburnWoodburnWoodburnWoodburn

97101 97304
97303

97305

97301

97317

97306

97302

Comcast Spotlight 

Cable Households: 

53,178

Effective Q4 2012

DISCLOSURES: The number of subscribing homes receiving advertisements on any cable network is an estimate and may vary by geographic areas and other factors. Any statement of (1) the number of subscribing homes receiving an advertisement and (2) 
audience estimates are based either on the NCC methodology which utilizes either Nielsen carriage & insertion Universe Estimates or adjusts internal carriage/insertion sub counts by the Nielsen full footprint Interconnect Universe Estimate. Zone estimates 
are generated by using Nielsen Interconnect Universe Estimates, adjusted on a pro rata basis by internal subscriber counts by zone. Nielsen Universe Estimates are derived: in Telephone Frame set-meter and diary-only markets, from a rolling average of the 
prior four major sweep periods of diary sample; in LPM and Area Probability set-meter markets, from a rolling average of the prior four periods of meter sample, when available. These 4 periods each consist of 4 weeks of meter sample that lie prior to the 
measurement cycles of February, May, July and November. Estimates may contain impressions outside the home DMA. [See also Nielsen ViP Report]. The number of homes capable of accessing VOD and interactive TV advertising content is an estimate and 
may vary by the number of homes actually subscribing to digital cable service and other factors. Current Nielsen audience reporting methodology does not provide the ability to adjust audience estimates for HD simulcast programming for non-insertion. The 
company may not have the capability to insert on HD simulcast networks or to enable interactive overlays on HD simulcast networks. Audience estimates for HD programming have not been adjusted for non-insertion. The information provided will be 
periodically updated by the Company. For more information please contact your Advertising Sales Executive.



Area Square Miles:  1,126

CORVALLIS ZONE

CORVALLIS

Albany 97321

Albany 97322

Corvallis/Adair Village 97330

Corvallis 97333

Foster 97345

Lebanon 97355

Philomath 97370

Sweet Home 97386

Tangent 97389

PO Box: OSU 97331

97814

5

36

5

99e

18

214

223

226

228

34

99W

99W

99e

5

5

CorvallisCorvallisCorvallisCorvallisCorvallis

AlbanyAlbanyAlbanyAlbanyAlbany

LebanonLebanonLebanonLebanonLebanon

97386

97355

97345

97322

97370

97333

97330
97321

97389

Comcast Spotlight 

Cable Households: 

37,143

Effective Q4 2012

DISCLOSURES: The number of subscribing homes receiving advertisements on any cable network is an estimate and may vary by geographic areas and other factors. Any statement of (1) the number of subscribing homes receiving an advertisement and (2) 
audience estimates are based either on the NCC methodology which utilizes either Nielsen carriage & insertion Universe Estimates or adjusts internal carriage/insertion sub counts by the Nielsen full footprint Interconnect Universe Estimate. Zone estimates 
are generated by using Nielsen Interconnect Universe Estimates, adjusted on a pro rata basis by internal subscriber counts by zone. Nielsen Universe Estimates are derived: in Telephone Frame set-meter and diary-only markets, from a rolling average of the 
prior four major sweep periods of diary sample; in LPM and Area Probability set-meter markets, from a rolling average of the prior four periods of meter sample, when available. These 4 periods each consist of 4 weeks of meter sample that lie prior to the 
measurement cycles of February, May, July and November. Estimates may contain impressions outside the home DMA. [See also Nielsen ViP Report]. The number of homes capable of accessing VOD and interactive TV advertising content is an estimate and 
may vary by the number of homes actually subscribing to digital cable service and other factors. Current Nielsen audience reporting methodology does not provide the ability to adjust audience estimates for HD simulcast programming for non-insertion. The 
company may not have the capability to insert on HD simulcast networks or to enable interactive overlays on HD simulcast networks. Audience estimates for HD programming have not been adjusted for non-insertion. The information provided will be 
periodically updated by the Company. For more information please contact your Advertising Sales Executive.



PORTLAND SKYLINE ZONE PORTLAND SKYLINE

Beaverton 97005

Beaverton 97006

Happy Valley 97015

Columbia City 97018

Gladstone 97027

Lake Oswego 97035

Oregon City 97045

Saint Helens 97051

Warren 97053

Deer Island 97054

Scappoose 97056

West Linn 97068

Happy Valley 97086

Damascas 97089

Portland 97201

Portland 97204

Portland 97205

Portland 97209

Portland 97210

Portland 97219

Portland 97221

Milwaukie 97222

Portland 97223

Portland 97225

Portland 97229

Portland 97231

Portland 97239

Johnson City 97267

Area Square Miles:  544

Red ZIPs are shared with another zone.

84

205

84

205TigardTigardTigardTigardTigard

OregonOregonOregonOregonOregon
West LinnWest LinnWest LinnWest LinnWest Linn

MilwaukieMilwaukieMilwaukieMilwaukieMilwaukie

OatfieldOatfieldOatfieldOatfieldOatfield

PortlandPortlandPortlandPortlandPortland

BeavertonBeavertonBeavertonBeavertonBeaverton

GreshamGreshamGreshamGreshamGresham

HillsboroHillsboroHillsboroHillsboroHillsboro

VancouverVancouverVancouverVancouverVancouver

97054

97051

97053

97056

97231

97229

97006
97005

97045

97089
97086

267

219

Comcast Spotlight 

Cable Households: 

117,604

Effective Q4 2012

DISCLOSURES: The number of subscribing homes receiving advertisements on any cable network is an estimate and may vary by geographic areas and other factors. Any statement of (1) the number of subscribing homes receiving an advertisement and (2) 
audience estimates are based either on the NCC methodology which utilizes either Nielsen carriage & insertion Universe Estimates or adjusts internal carriage/insertion sub counts by the Nielsen full footprint Interconnect Universe Estimate. Zone estimates 
are generated by using Nielsen Interconnect Universe Estimates, adjusted on a pro rata basis by internal subscriber counts by zone. Nielsen Universe Estimates are derived: in Telephone Frame set-meter and diary-only markets, from a rolling average of the 
prior four major sweep periods of diary sample; in LPM and Area Probability set-meter markets, from a rolling average of the prior four periods of meter sample, when available. These 4 periods each consist of 4 weeks of meter sample that lie prior to the 
measurement cycles of February, May, July and November. Estimates may contain impressions outside the home DMA. [See also Nielsen ViP Report]. The number of homes capable of accessing VOD and interactive TV advertising content is an estimate and 
may vary by the number of homes actually subscribing to digital cable service and other factors. Current Nielsen audience reporting methodology does not provide the ability to adjust audience estimates for HD simulcast programming for non-insertion. The 
company may not have the capability to insert on HD simulcast networks or to enable interactive overlays on HD simulcast networks. Audience estimates for HD programming have not been adjusted for non-insertion. The information provided will be 
periodically updated by the Company. For more information please contact your Advertising Sales Executive.



84

205

84

205

GreshamGreshamGreshamGreshamGresham

TroutdaleTroutdaleTroutdaleTroutdaleTroutdalePortlandPortlandPortlandPortlandPortland

BeavertonBeavertonBeavertonBeavertonBeaverton

GreshamGreshamGreshamGreshamGresham

HillsboroHillsboroHillsboroHillsboroHillsboro

VancouverVancouverVancouverVancouverVancouver

97231

97019

97009
9708997086

97080

227
217

211

218

212

213214

024220
230

233

206
202 215

216

236

060030

EAST PORTLAND ZONE

Area Square Miles:  458

EAST PORTLAND

Boring 97009

Corbett 97019

Fairview 97024

Gresham 97030

Troudale/Wood Village 97060

Gresham 97080

Happy Valley/Clackamas 97086

Damascas 97089

Portland 97202

Portland 97203

Portland 97206

Portland 97211

Portland 97212

Portland 97213

Portland 97214

Portland 97215

Portland 97216

Portland 97217

Portland 97218

Portland 97220

Portland 97227

Portland 97230

Portland 97231

Portland 97232

Portland 97233

Portland 97236

Happy Valley 97266

Red ZIPs are shared with another zone.

Comcast Spotlight 

Cable Households: 

136,466

Effective Q4 2012

DISCLOSURES: The number of subscribing homes receiving advertisements on any cable network is an estimate and may vary by geographic areas and other factors. Any statement of (1) the number of subscribing homes receiving an advertisement and (2) 
audience estimates are based either on the NCC methodology which utilizes either Nielsen carriage & insertion Universe Estimates or adjusts internal carriage/insertion sub counts by the Nielsen full footprint Interconnect Universe Estimate. Zone estimates 
are generated by using Nielsen Interconnect Universe Estimates, adjusted on a pro rata basis by internal subscriber counts by zone. Nielsen Universe Estimates are derived: in Telephone Frame set-meter and diary-only markets, from a rolling average of the 
prior four major sweep periods of diary sample; in LPM and Area Probability set-meter markets, from a rolling average of the prior four periods of meter sample, when available. These 4 periods each consist of 4 weeks of meter sample that lie prior to the 
measurement cycles of February, May, July and November. Estimates may contain impressions outside the home DMA. [See also Nielsen ViP Report]. The number of homes capable of accessing VOD and interactive TV advertising content is an estimate and 
may vary by the number of homes actually subscribing to digital cable service and other factors. Current Nielsen audience reporting methodology does not provide the ability to adjust audience estimates for HD simulcast programming for non-insertion. The 
company may not have the capability to insert on HD simulcast networks or to enable interactive overlays on HD simulcast networks. Audience estimates for HD programming have not been adjusted for non-insertion. The information provided will be 
periodically updated by the Company. For more information please contact your Advertising Sales Executive.



Creative Ad Production

Production Quoted by Driftworks Productions

One Generic Spot: $500

Three Donut Spots:  $1,000 

(Same open & close with different details in middle)

Driftworks’ producers will work with you to create an eye-catching

ad targeting coastal visitors.



Custom Build Your Schedule

Client Signature __________________    Date____________________

Zone

40 Commercials

Per Week

100 Commercials

Per Week

Salem $120 per week $200 per week

Corvallis-Albany $120 per week $200 per week

Eugene $120 per week $200 per week

West Portland (Skyline) $240 per week $400 per week

East Portland $240 per week $400 per week

TOTAL

Choose any combination:

Rotators (Best available slots)
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