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At Modern Luxury, we know that 

community, more than ever, defines who we are. 

AND CITY BY CITY, WE MAKE  

LIVING WELL AN ART FORM.

We are the LARGEST LOCAL LUXURY  

MEDIA COMPANY, delivering the most affluent 

audiences in the most prominent cities in the U.S.

WE BRING LUXURY CLOSER TO HOME, 

BECAUSE WE LIVE THERE TOO.



HAWAII
MODERN LUXURY HAWAII 
50,000 | 5X

ALA MOANA MAGAZINE
100,000 | 5X
200,000 | 1X HOLIDAY ISSUE

HAWAII INSIDER’S GUIDE 
30,000 | 1X

LOS ANGELES
ANGELENO
75,000 | 10X

MODERN LUXURY BRIDES CALIFORNIA
100,000 | 2X

MODERN LUXURY INTERIORS CALIFORNIA
100,000 | 4X

CHARITY & SOCIAL DATEBOOK LOS ANGELES 
35,000 | 1X

HOUSTON
HOUSTON MAGAZINE
50,000 | 10X

MODERN LUXURY BRIDES HOUSTON
50,000 | 2X

MODERN LUXURY INTERIORS TEXAS
70,000 | 4X

CHARITY & SOCIAL DATEBOOK 
HOUSTON 
50,000 | 1X

SAN DIEGO
MODERN LUXURY SAN DIEGO
35,000 | 10X

MODERN LUXURY BRIDES  
CALIFORNIA
100,000 | 2X

MODERN LUXURY INTERIORS  
CALIFORNIA
100,000 | 4X

CHARITY & SOCIAL 
DATEBOOK SAN DIEGO 
35,000 | 1X

SCOTTSDALE
MODERN LUXURY 
SCOTTSDALE
30,000 | 7X

MODERN LUXURY 
INTERIORS SCOTTSDALE 
30,000 | 2X

CHARITY & SOCIAL 
DATEBOOK SCOTTSDALE 
22,500 | 1X

DALLAS
MODERN LUXURY DALLAS
50,000 | 10X 

MODERN LUXURY BRIDES DALLAS 
50,000 | 2X 

MODERN LUXURY INTERIORS TEXAS
70,000 | 4X

CHARITY & SOCIAL
DATEBOOK DALLAS 
25,000 | 1X

MIAMI
MIAMI MAGAZINE
50,000 | 10X

MODERN LUXURY INTERIORS  
SOUTH FLORIDA
50,000 | 4X

CHARITY & SOCIAL DATEBOOK MIAMI 
35,000 | 1X

SOUTH FLORIDA & THE CARIBBEAN
MODERN LUXURY BRIDES 
SOUTH FLORIDA & THE CARIBBEAN
50,000 | 2X

ORANGE COUNTY
MODERN LUXURY ORANGE COUNTY
40,000 | 10X 

MODERN LUXURY BRIDES CALIFORNIA
100,000 | 2X 

MODERN LUXURY INTERIORS CALIFORNIA
100,000 | 4X 

CHARITY & SOCIAL DATEBOOK 
ORANGE COUNTY 
40,000 | 1X

ASPEN
ASPEN  
MAGAZINE
25,000 | 5X

ASPEN  
INSIDER’S 
GUIDE 
30,000 | 1X

CHARITY & 
SOCIAL DATE-
BOOK ASPEN 
20,000 | 1X

VAIL
EPIC LIFE
225,000 | 1X

CHICAGO
CS
75,000 | 10X

MODERN LUXURY BRIDES CHICAGO
50,000 | 2X

MODERN LUXURY BRIDES NORTH SHORE
30,000| 1X

MODERN LUXURY INTERIORS CHICAGO
50,000 | 4X
 

MEN’S BOOK CHICAGO
50,000 | 4X

NS
30,000 | 5X

CHICAGO CITYGUIDE 
50,000 | 1X

CHARITY & SOCIAL DATEBOOK CHICAGO 
75,000 | 1X

NEW YORK
MANHATTAN MAGAZINE
60,000 | 8X

CHARITY & SOCIAL 
DATEBOOK MANHATTAN 
35,000 | 1X

THE HAMPTONS
BEACH MAGAZINE
30,000 | 6X

WASHINGTON, D.C.
DC MAGAZINE
50,000 | 10X

MODERN LUXURY BRIDES DC
50,000 | 1X

CHARITY & SOCIAL 
DATEBOOK DC 
50,000 | 1X

SILICON 
VALLEY
MODERN LUXURY 
SILICON VALLEY
30,000 | 5X

ATLANTA
THE ATLANTAN
50,000 | 10X

MEN’S BOOK ATLANTA
25,000| 4X 

MODERN LUXURY BRIDES ATLANTA
50,000 | 2X

MODERN LUXURY INTERIORS ATLANTA
30,000 | 4X

JEZEBEL
30,000 | 10X

CHARITY & SOCIAL DATEBOOK ATLANTA
20,000 | 1X

SAN FRANCISCO
SAN FRANCISCO MAGAZINE
75,000 | 12X

MODERN LUXURY BRIDES CALIFORNIA
100,000 | 2X

MODERN LUXURY INTERIORS CALIFORNIA
100,000 | 4X

IN-ROOM CITYGUIDE
100,000 | 1X

CHARITY & SOCIAL DATEBOOK 
SAN FRANCISCO 
75,000

THE LARGEST LOCAL LUXURY MEDIA COMPANY DELIVERING THE MOST AFFLUENT AUDIENCES IN THE MOST PROMINENT CITIES IN THE U.S.

UPDATED 3.9.16

67 TITLES      19 MARKETS



SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+

41% / 59%
MALE/FEMALE

47
AVERAGE AGE

72%
MARRIED/PARTNERED

READER PROFILE

OUR COMMUNITY    WHO WE ARE

$389,540
AVERAGE HHI

$2,213,920
AVERAGE HH NET WORTH

$1,102,810
AVERAGE VALUE OF 

PRINCIPAL RESIDENCE

84%
OWN PRINCIPAL RESIDENCE

AFFLUENT

UPDATED 3.3.16



SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+

3.7
READERS PER COPY  

72%
READ 3+ OUT OF 4 ISSUES 

 57 minutes
AVERAGE TIME SPENT WITH ISSUE 

93%
TOOK ANY ACTION*

80%
PURCHASED FROM/VISITED/ 

CONTACTED ADVERTISER*

53%
VISITED AN ADVERTISER’S WEBSITE/
LOOKED FOR MORE INFORMATION/

SAVED ADVERTISEMENT*

*As a result of reading issues in last 12 months

HIGHLY ENGAGED

90%
COLLEGE GRADUATE

37%
POST-GRADUATE DEGREE

89%
PROFESSIONAL/MANAGERIAL

78%
ATTENDED CHARITY EVENT 

IN PAST 12 MONTHS

EDUCATED & INFLUENTIAL

OUR COMMUNITY    WHO WE ARE

UPDATED 3.3.16

54%
TOOK AN ACTIVE ROLE IN 

CIVIC, SOCIAL OR POLITICAL  
ISSUE IN PAST 12 MONTHS



OUR COMMUNITY    WHERE WE ARE

DOOR TO DOOR DELIVERY, 
TO ALL THE RIGHT DOORS.  
Our targeted circulation is limited 
to exclusive distribution points. 
An efficient model that eliminates 
any waste. 

All MODERN LUXURY titles are AAM audited or AAM audit-applied

43%

31%

19%
DIRECT RESIDENTIAL MAIL
Homes $1.5 million+

LUXURY HOTELS
4 and 5-star hotels in 
room and at concierge

TARGETED 
COMMERCIAL

High-end salons and spas, private 
clubs, select boutiques, private jet 

terminals and premier locations

1%
SELECT NEWSSTAND

Targeted airports,  
Barnes &Noble and  

boutique newsstands

6%
SELECT EVENTS
Private events and via select charity 
partners across the country

NATIONAL RATE BASE:  

775,000
TOTAL NATIONAL AUDIENCE: 

2,725,500

UPDATED 3.3.16

Circulation delivered 
above Rate Base   
(1H 2015 AAM)8.8%



NATIONAL EDITORIAL CALENDAR    2016

ANGELENO   |   ASPEN MAGAZINE   |   THE ATLANTAN   |   BEACH   |   CS   |   DC MAGAZINE   |   HOUSTON MAGAZINE   |   JEZEBEL   |   MANHATTAN MAGAZINE   |   MIAMI MAGAZINE   |   MODERN LUXURY DALLAS   
MODERN LUXURY HAWAII   |   MODERN LUXURY ORANGE COUNTY   |   MODERN LUXURY SAN DIEGO   |   MODERN LUXURY SILICON VALLEY   |   MODERN LUXURY SCOTTSDALE    |   SAN FRANCISCO MAGAZINE

Modern Luxury City Titles publish 10x in 2016 with the following exceptions: San Francisco magazine 12x; Manhattan magazine 8x; Modern Luxury Scottsdale 7x; Modern Luxury Silicon Valley 5x. Note: Miami magazine will print in February with a double issue in May/June. 
Modern Luxury Resort Titles publish as follows: Beach 6x; Modern Luxury Hawaii 5x; Aspen magazine 4x

UPDATED 3.3.16

JAN/FEB
BEST OF THE CITY

The ultimate guide to what’s new, 
where to go and what to do  

in each city.

JUL/AUG
THE RESTAURANT ISSUE

This annual collector’s edition serves 
up each cities’ hottest restaurants, 

best dishes, top chefs and influential 
culinary personalities.

MARCH
SPRING FASHION & BEAUTY

The most inspired  
fashion and beauty looks  

of the season.

SEPTEMBER
FALL FASHION & BEAUTY

WOMEN OF STYLE
Our favorite luxurious looks from  

the fall collections, plus our annual  
celebration of remarkable women 

of style within each city.

APRIL
MEN OF STYLE

Our annual celebration  
of the sartorial standouts  

within each city.

OCTOBER
MEN’S FASHION
WINTER TRAVEL

Layered looks for the well-suited  
gentleman. Our annual ski report,  

plus, exotic destinations and  
weekend winter getaways.

MAY
THE BEAUTY ISSUE 
SUMMER TRAVEL

All things beautiful, including our  
2016 Salon & Stylist Awards.  

Plus, destinations near and far to make for  
an unforgettable summer.

NOVEMBER
THE PHILANTHROPY ISSUE

HOLIDAY GIFTING
The individuals dedicated to helping 
others and the charitable movements 
within each city. The best gifts to give 

and get this holiday season.

JUNE
THE YOUNG INNOVATORS

The “Under-40” Entrepreneurs 
who are taking the city by storm, 
changing their future and ours.

DECEMBER
ARTS & POWER

From top-notch curators and patrons  
to exciting new talents, a look at  
who holds the cultural currency 

within each city.

ON-SALE	 12.30.15
AD CLOSE/	
MATERIALS DUE	 12.1.15

ON-SALE	 3.1.16
AD CLOSE/	
MATERIALS DUE	 2.1.16

ON-SALE	 4.1.16
AD CLOSE/	
MATERIALS DUE	 3.1.16

ON-SALE	 5.1.16
AD CLOSE/	
MATERIALS DUE	 4.1.16

ON-SALE	 6.1.16
AD CLOSE/	
MATERIALS DUE	 5.2.16

ON-SALE	 7.1.16
AD CLOSE/	
MATERIALS DUE	 6.1.16

ON-SALE	 9.1.16
AD CLOSE/	
MATERIALS DUE	 8.1.16

ON-SALE	 10.1.16
AD CLOSE/	
MATERIALS DUE	 9.1.16

ON-SALE	 11.1.16
AD CLOSE/	
MATERIALS DUE	 10.3.16

ON-SALE	 12.1.16
AD CLOSE/	
MATERIALS DUE	 11.1.16



IN EVERY ISSUE    EDITORIAL

UPDATED 12.28.15

NOW
I N  D C

LOVELY LIQUEUR The Italian tradition of living la dolce 
vita has long been admired by always-on-the-go Americans. Luckily 
for Washingtonians, Francesco Amodeo, founder of Don Ciccio & 
Figli, is here to help us learn the secrets to living like an Italian—and 
it starts with (what else?) an authentic aperitivo. Amodeo, an Amalfi 
Coast native-turned-DC resident, launched his line of artisanal Italian 
liqueurs in 2012 with classic limoncello (using a recipe passed down 
from both of his grandfathers) and other unique flavors like fennel, 
hibiscus and prickly pear. Now, Amodeo is expanding his business 
with two new aperitivos perfect for toasting the new year. Both are 
based on classic recipes but with Amodeo’s own modern spin. Cinque 
features a flavor profile of bitter orange and yellow Chartreuse, along 
with seven botanicals, while Luna Amara Bitter includes flavors of 
orange, prickly pear, chicory, rhubarb and vanilla (it works well in a 
Negroni). The dashing Italian has plans to expand his empire to cities 
like Los Angeles, New York and Boston, but for now he continues to 
make all his liqueurs right here in DC. Saluti to that! $26 per bottle, 
Cordial Fine Wine & Spirits, Batch 13 and Gallagher & Graham Fine 
Spirits, donciccioefigli.com ‒Katie Bianco

WINTER TOAST 
Francesco Amodeo 

unveils two new 
aperitivos this winter, 

Cinque (featuring 
bitter orange and 

yellow Chartreuse) 
and Luna Amara 
Bitter (featuring 

prickly pear, vanilla, 
chicory and rhubarb).

ON THE COVER
Tuxedo lapel jacket, $2,950, 
and cropped trousers, $1,295, 
both by Victoria Beckham at 
vb.com; leather triangle bra, 
$275, by Fleur du Mal at Saks 
Fifth Avenue, Beverly Hills. 

THE LOOK
Gunmetal linked calf-hair sleeveless 
dress, $26,995, at Calvin Klein Collection, 
212.292.9000; leather oxford heels, 
$1,375, at Marc Jacobs, Los Angeles.

THE BEAUTY
Skin creator, $150, Diorskin Nude Air 
serum in #030, $53, Diorshow mascara in 
#090 Pro black, $28, 5 Couleurs Designer 
eye shadow palette in #508 Nude Pink 
Design, $62, Diorshow brow styler in 
#001 Universal brown, $29, Dior Addict 
lip glow in #001, $33, and cheek and lip 
glow in #001, $37, all by Dior at Sephora. 

THE TEAM
Photography by Matthew Welch
Styling by Karla Welch 

Hair by Leon Gorman at Walter  
Schupfer Management for Cutler  
NYC using Kevin Murphy  

Makeup by Shane Paish at Walter 
Schupfer Management for Diorshow

“Michelle Monaghan brought such a 
fresh take to fashion for our August 
cover sitting. The dynamic duo of 

husband-and-wife photographer and 
stylist Matthew and Karla Welch 

captured Michelle in a way that gave 
the actress a certain edge as well as 

highlighted her very playful spirit.”  
–James Aguiar, Modern Luxury  

fashion director

“

GET 
THE LOOK 

DRINKING IT ALL IN
New Sweetwater 
CEO Kim Jones has 
expanded the brewery’s 
distribution to 15 states.

L O O K  W H O ’ S  T A L K I N G

� e new CEO of Sweetwater Brewing 
Company has always been the type of 
person who sets targets and nails them. 
“I’m pretty driven, and I don’t shy away 
from going after my goals,” says Kim 
Jones, who accomplished a big one—
becoming a CEO before turning 40. 

� e mother of two lives in 
Morningside with her husband of 
13 years, so she’s successful on the 
homefront as well. “We live by the pinkie 
promise at my house,” she shares. Which 
more or less means, if you promise 
to do something, you get it done. 

� is philosophy has carried over into 
her work. When she joined Sweetwater 
two years ago as CFO, Jones’ mission was 
to build the foundation for expansion. 
� e brewery was distributing its bottles 
in eight states; now they’re in 15. Volume 
has increased by one-third since she 
arrived. “We are focused on growth, 
and the sky’s the limit for us,” she says.

� ese results are nothing new 
for Jones, who joined Spanx when 
there were only 30 people on sta� . 
Before that, she was at � e Coca-Cola 
Company and Ernst & Young. “I have 
been truly fortunate enough to work 
with the best companies and products 
in Atlanta,” she says of bringing all 
that experience to her new position. 

With this new role, you would 
think Jones would be moving into a 
big corner o�  ce, but she’s opted to stay 
out among the cubicles with her team. 
“I like it that way,” notes the CEO 
about the chill “� ip-� op vibe” in the 
o�  ce. “It’s important we protect our 
culture. Certainly we’re growing up as 
a company, but we’re keeping it fun. 
� at’s what makes it so special, and that 
won’t change under my leadership.”

Sounds like a pinkie promise. 

� e new CEO of Sweetwater Brewing 

KEEPING UP 
WITH JONES
Kim Jones takes the helm of Atlanta’s iconic brewery, 
poised to expand its sudsy supremacy nationwide. 

By Stephanie Smith // Photography by Patrick Heagney

JONES’ HOTS
IPAs, 

barrel-aged 
beers, 

Southern 
food, pinkie 

promises

JONES’ NOTS
Cupcakes, 
monograms, 
comb-overs

152 

T H E  AT L A N TA N  O C T O B E R  2 0 1 5

BLUE JEAN BABY
When it comes to the fashion world, there is no one 
quite like Tom Ford. For the debut of his spring 2016 
collection, the designer eschewed the notion of a 
traditional runway presentation, instead treating fashion 
insiders to a surprise music video—starring none other 
than Lady Gaga. She and top models danced their way 
down the virtual catwalk, Ford’s audience held captive 
by the sheer innovation of the show and the looks within 
it. Take, for example, this season’s spin on the iconic 
Natalia bag (shown here). Spun from soft denim, it 
boasts a leather-wrapped strap and one very sophisticated 
selling point: Fluctuations in the fabric’s wash guarantee 
each piece is a true original, just like the designer  
himself. –Jacqueline Z. Grossnickle
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Medium denim 
Natalia bag, 
$2,990, at Tom 
Ford, Design 
District
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WALK THIS WAY Actress 
Kerry Washington wears 
a gorgeous Alexander 
McQueen gown at 
Kennedy Center Honors.  

HONOR ROLE Los Angeles has the Oscars. New York 
has the Met Gala. Here in DC? It’s the annual Kennedy Center 

Honors that brings the glitz and glamour. The 38th annual award 
ceremony celebrated the impressive artistic achievements of singer-

songwriter Carole King, filmmaker George Lucas, actress and singer 
Rita Moreno, conductor Seiji Ozawa, and actress and Broadway star 
Cicely Tyson—and they had their A-list friends in tow for touching 

tributes. Steven Spielberg and R2D2 took the stage to honor Star 
Wars legend Lucas. Jane the Virgin star and Golden Globe winner 
Gina Rodriguez got teary-eyed as she gushed over her childhood 

idol, Moreno; and Olivia Pope herself, Kerry Washington (in a sexy 
Alexander McQueen gown) was on hand to support Tyson. The 
show, hosted for the second year in a row by Stephen Colbert, 
didn’t disappoint, with surprise performances that included 

James Taylor, Sara Bareilles and Miranda Lambert. But it was 
Aretha Franklin’s rendition of “You Make Me Feel Like a Natural 
Woman” (co-written by King) that brought down the house, with 
the president, first lady and the rest of the A-list crowd rising to 

their feet for the Queen of Soul. ‒Katie Bianco 

SOCIA L
C I R C L E S

GET THE LOOK 
Fashion, beauty and style notes  
inspired by our cover subject

CLICK
Intimate moments captured by a local lens

NOW IN
What you need to know now

SOCIAL CIRCLES
The monthly social scene

STYLE
Must-haves and trends from our  
national editors

DESIGN
Design news and spotlights, from interiors 
to architecture and real estate

ART & CULTURE
Must see performances and exhibits 
city by city

TRAVEL &  
RECREATION
Inspired destinations near and far

FOOD & DRINK
A guide to the best and brightest on 
the culinary scen

LOOK WHO’S 
TALKING
A quick take with a local notable



UPDATED 3.3.16

OUR COMMUNITY    ON THE GO

500,000+
ENGAGED
NEWSLETTER
SUBSCRIBERS
ACROSS THE COUNTRY

20% OPEN RATE

546,000+
FOLLOWERS
ON SOCIAL CHANNELS
ACROSS THE COUNTRY

Connection to our 
community requires access. 
We’re everywhere they are. 
On every platform. 



EVENTS DIVISION    19 MARKETS

UPDATED 3.3.16

MODERN LUXURY 
EVENTS DIVISION 
is a full-service experiential 
programming and event 
department.

Our events division is 
incomparable. With 
marketing specialists based  
in each and every city we are 
your local liaisons, conversant 
in the culture within.

WE PROVIDE:

	 • Consultative services and 		
		  insights, from venue sourcing 	
		  to consumer research and 		
		  behaviorial insights specific  
		  to each market

	 •	Immersive brand ambassador 	
		  programming, inclusive of 		
		  casting, to align with your 		
		  brand DNA

	 •	Full-service event concept 		
		  development and execution

 50+
MARKETERS

19 
CITIES



DESIGN STUDIO    CUSTOM CONTENT

UPDATED 12.28.15

MODERN LUXURY DESIGN  
STUDIO is a full-service design  
studio with a luxury sensibility, made  
up of experienced creatives and  
brand strategists.

We partner with your brand to develop 
creative solutions that reinforce your 
message and engage our community 
across all platforms.

 
WE PROVIDE:

	 • Custom content on a local level across  
		  all platforms 

	 •	A stable of locally-based creative professionals 

	 •	Designers who work on all platforms including  
		  print, digital, video and more

	 •	Copywriters who embody the brand’s voice

	 •	Brand strategists who will  work with 	you to  
		  uncover your goals and help achieve them

 
PLATFORMS:
	 •	Print and tablet
	 •	Digital and video
	 •	Emails
	 •	Social media channels



Angeleno

75,000 
RATE BASE

DELIVERED 6.7% ABOVE  
RATE BASE*

262,500 
TOTAL AUDIENCE

10X 
FREQUENCY

Aspen Magazine The Atlantan

READER PROFILE 
MALE/FEMALE........................... 43/57% 
AVERAGE AGE................................... 49 
MARRIED/PARTNERED.......................67%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$604,860 
HOUSEHOLD NET WORTH....$2,324,400 
VALUE/PRINCIPAL RESIDENCE....$1,582,390 
OWN PRINCIPAL RESIDENCE...............81%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................91% 
POST-GRADUATE DEGREE.................48% 
PROFESSIONAL/MANAGERIAL......... 92% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...76% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............59%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.5 
AVG. TIME SPENT WITH ISSUE.... 52 MIN. 
READ 3+ OUT OF 4 ISSUES..............59%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 38%  
CONTROLLED COMMERCIAL............ 35% 
LUXURY HOTELS................................ 23% 
NEWSSTAND SALES.......................... 1% 
EVENTS............................................. 3%

OUR COMMUNITY    CITY BY CITY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED

25,000 
RATE BASE

DELIVERED 14.4% ABOVE  
RATE BASE*

55,000 
TOTAL AUDIENCE

4X 
FREQUENCY

READER PROFILE 
MALE/FEMALE.........................47%/53% 
AVERAGE AGE................................... 47 
MARRIED/PARTNERED.......................72%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$450,690 
HOUSEHOLD NET WORTH.... $2,638,390

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE...................... 92% 
POST-GRADUATE DEGREE.................47% 
PROFESSIONAL/MANAGERIAL..........91% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...89% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............58%

HIGHLY ENGAGED 
READERS PER COPY........................... 2.2 
AVG. TIME SPENT WITH ISSUE.... 57 MIN. 
READ 3+ OUT OF 4 ISSUES..............75%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 36%  
CONTROLLED COMMERCIAL.............31% 
LUXURY HOTELS................................ 20% 
NEWSSTAND SALES.......................... 4% 
EVENTS........................................... 10%

READER PROFILE 
MALE/FEMALE......................... 41%/59% 
AVERAGE AGE................................... 47 
MARRIED/PARTNERED.......................72%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$389,540 
HOUSEHOLD NET WORTH.....$2,213,920 
VALUE/PRINCIPAL RESIDENCE......$1,102,810 
OWN PRINCIPAL RESIDENCE.............. 84%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE...................... 90% 
POST-GRADUATE DEGREE.................37% 
PROFESSIONAL/MANAGERIAL..........89% 
ATTENDED CHARITY EVENT (PAST 12 MOS)... 86% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............55%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.3 
AVG. TIME SPENT WITH ISSUE.... 55 MIN. 
READ 3+ OUT OF 4 ISSUES..............77%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 44%  
CONTROLLED COMMERCIAL............ 33% 
LUXURY HOTELS................................ 18% 
NEWSSTAND SALES.........................<1% 
EVENTS............................................. 4%

50,000 
RATE BASE

DELIVERED 8.2% ABOVE  
RATE BASE*

165,000 
TOTAL AUDIENCE

10X 
FREQUENCY

UPDATED 3.3.16



Beach (THE HAMPTONS)

30,000 
RATE BASE

DELIVERED 11.5% ABOVE  
RATE BASE*

108,000 
TOTAL AUDIENCE

6X 
FREQUENCY

CS DC Magazine

READER PROFILE 
MALE/FEMALE........................... 40/60% 
AVERAGE AGE................................... 48 
MARRIED/PARTNERED.......................63%

AFFLUENT (AVG) 
HOUSEHOLD INCOME.............$519,960 
HOUSEHOLD NET WORTH.....$2,531,910 
VALUE/PRINCIPAL RESIDENCE......$1,321,020 
OWN PRINCIPAL RESIDENCE.............. 77%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................93% 
POST-GRADUATE DEGREE.................51% 
PROFESSIONAL/MANAGERIAL..........91% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...88% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............54%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.6 
AVG. TIME SPENT WITH ISSUE.... 50 MIN. 
READ 3+ OUT OF 4 ISSUES..............63%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL..................41%  
CONTROLLED COMMERCIAL............ 50% 
LUXURY HOTELS.................................. 3% 
NEWSSTAND SALES.......................... 1% 
EVENTS............................................. 4%

OUR COMMUNITY    CITY BY CITY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED

75,000 
RATE BASE

DELIVERED 8.1% ABOVE  
RATE BASE*

270,000 
TOTAL AUDIENCE

10X 
FREQUENCY

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 45 
MARRIED/PARTNERED.......................76%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $367,280 
HOUSEHOLD NET WORTH.... $1,664,350 
VALUE/PRINCIPAL RESIDENCE........$791,670 
OWN PRINCIPAL RESIDENCE.............. 88%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................93% 
POST-GRADUATE DEGREE.................37% 
PROFESSIONAL/MANAGERIAL..........81% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...82% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............62%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.6 
AVG. TIME SPENT WITH ISSUE.... 65 MIN. 
READ 3+ OUT OF 4 ISSUES..............78%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 29%  
CONTROLLED COMMERCIAL............ 46% 
LUXURY HOTELS.................................21% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................. 3%

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 42 
MARRIED/PARTNERED.......................75%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $289,040 
HOUSEHOLD NET WORTH.....$1,752,160 
VALUE/PRINCIPAL RESIDENCE........$853,170 
OWN PRINCIPAL RESIDENCE.............. 86%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE...................... 90% 
POST-GRADUATE DEGREE.................47% 
PROFESSIONAL/MANAGERIAL......... 92% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...77% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............56%

HIGHLY ENGAGED 
READERS PER COPY........................... 4.2 
AVG. TIME SPENT WITH ISSUE.... 48 MIN. 
READ 3+ OUT OF 4 ISSUES..............63%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL..................41%  
CONTROLLED COMMERCIAL............ 35% 
LUXURY HOTELS.................................19% 
NEWSSTAND SALES.........................<1% 
EVENTS............................................. 5%

50,000 
RATE BASE

DELIVERED 9.9% ABOVE  
RATE BASE*

210,000 
TOTAL AUDIENCE

10X 
FREQUENCY

UPDATED 3.3.16



Houston Magazine

50,000 
RATE BASE

DELIVERED 6.0% ABOVE  
RATE BASE*

160,000 
TOTAL AUDIENCE

10X 
FREQUENCY

Jezebel (ATLANTA) Manhattan Magazine

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 47 
MARRIED/PARTNERED.......................72%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$389,540 
HOUSEHOLD NET WORTH.....$2,213,920 
VALUE/PRINCIPAL RESIDENCE......$1,102,810 
OWN PRINCIPAL RESIDENCE.............. 84%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE...................... 90% 
POST-GRADUATE DEGREE.................37% 
PROFESSIONAL/MANAGERIAL..........89% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...85% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............70%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.2 
AVG. TIME SPENT WITH ISSUE.... 51 MIN. 
READ 3+ OUT OF 4 ISSUES..............82%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 42%  
CONTROLLED COMMERCIAL............ 43% 
LUXURY HOTELS................................ 10% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................. 5%

OUR COMMUNITY    CITY BY CITY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+ ; 2015 JEZEBEL READER SURVEY   /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED

30,000 
RATE BASE

DELIVERED 32.7% ABOVE  
RATE BASE*

111,000 
TOTAL AUDIENCE

10X 
FREQUENCY

READER PROFILE 
MALE/FEMALE............................31/69% 
AVERAGE AGE................................... 29 
MARRIED/PARTNERED.......................15%

AFFLUENT (AVG) 
PERSONAL INCOME................ $105,525 
VALUE/PRINCIPAL RESIDENCE........$401,685

ACTIVE 
EXERCISE/HEALTH CLUB/ 
YOGA.......................................5X/WEEK  
DINE OUT...............................3X/WEEK 
SHOP BOUTIQUE/MALL...........3X/WEEK 
VISIT BAR/NIGHTCLUB.............2X/WEEK 
ATTEND CHARITY EVENTS............2X/MONTH 

HIGHLY ENGAGED 
READERS PER COPY........................... 3.7 
AVG. TIME SPENT WITH ISSUE.... 51 MIN. 

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL..................15%  
CONTROLLED COMMERCIAL............ 52% 
LUXURY HOTELS................................ 26% 
NEWSSTAND SALES.......................... 1% 
EVENTS............................................. 5%

READER PROFILE 
MALE/FEMALE.........................43%/57% 
AVERAGE AGE................................... 46 
MARRIED/PARTNERED.......................61%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $589,770 
HOUSEHOLD NET WORTH....$2,336,540 
VALUE/PRINCIPAL RESIDENCE...... $1,217,740 
OWN PRINCIPAL RESIDENCE.............. 70%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................93% 
POST-GRADUATE DEGREE................ 50% 
PROFESSIONAL/MANAGERIAL..........89% 
ATTENDED CHARITY EVENT (PAST 12 MOS)... 86% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............52%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.6 
AVG. TIME SPENT WITH ISSUE.... 52 MIN. 
READ 3+ OUT OF 4 ISSUES............. 64%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 50%  
CONTROLLED COMMERCIAL............ 23% 
LUXURY HOTELS................................ 22% 
NEWSSTAND SALES.......................... 1% 
EVENTS............................................. 4%

60,000 
RATE BASE

DELIVERED 6.7% ABOVE  
RATE BASE*

216,000 
TOTAL AUDIENCE

8X 
FREQUENCY

UPDATED 3.3.16



Miami Magazine

50,000 
RATE BASE

DELIVERED 10.0% ABOVE  
RATE BASE*

210,000 
TOTAL AUDIENCE

10X 
FREQUENCY

Modern Luxury Dallas Modern Luxury Hawaii

READER PROFILE 
MALE/FEMALE........................... 50/50% 
AVERAGE AGE................................... 46 
MARRIED/PARTNERED.......................71%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$303,650 
HOUSEHOLD NET WORTH.....$1,574,320 
VALUE/PRINCIPAL RESIDENCE........$789,770 
OWN PRINCIPAL RESIDENCE.............. 92%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................85% 
POST-GRADUATE DEGREE.................29% 
PROFESSIONAL/MANAGERIAL..........87% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...65% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............46%

HIGHLY ENGAGED 
READERS PER COPY........................... 4.2 
AVG. TIME SPENT WITH ISSUE.... 66 MIN. 
READ 3+ OUT OF 4 ISSUES..............67%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 45%  
CONTROLLED COMMERCIAL............ 23% 
LUXURY HOTELS................................ 22% 
NEWSSTAND SALES........................ <1% 
EVENTS........................................... 10%

OUR COMMUNITY    CITY BY CITY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED

50,000 
RATE BASE

DELIVERED 4.6% ABOVE  
RATE BASE*

195,000 
TOTAL AUDIENCE

10X 
FREQUENCY

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 48 
MARRIED/PARTNERED.......................86%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $471,220 
HOUSEHOLD NET WORTH....$2,540,440 
VALUE/PRINCIPAL RESIDENCE........$859,760 
OWN PRINCIPAL RESIDENCE.............. 95%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................84% 
POST-GRADUATE DEGREE.................23% 
PROFESSIONAL/MANAGERIAL..........86% 
ATTENDED CHARITY EVENT (PAST 12 MOS)....81% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............51%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.9 
AVG. TIME SPENT WITH ISSUE.... 54 MIN. 
READ 3+ OUT OF 4 ISSUES..............67%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 47%  
CONTROLLED COMMERCIAL............ 27% 
LUXURY HOTELS.................................17% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................. 9%

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 49 
MARRIED/PARTNERED.......................75%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $431,250 
HOUSEHOLD NET WORTH.....$2,398,150 
VALUE/PRINCIPAL RESIDENCE..... $1,190,000 
OWN PRINCIPAL RESIDENCE.............. 78%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................84% 
POST-GRADUATE DEGREE.................22% 
PROFESSIONAL/MANAGERIAL..........93% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...84% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............41%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.3 
AVG. TIME SPENT WITH ISSUE.... 58 MIN. 
READ 3+ OUT OF 4 ISSUES..............72%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 50%  
CONTROLLED COMMERCIAL............ 10% 
LUXURY HOTELS................................ 37% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................. 3%

50,000 
RATE BASE

DELIVERED 9.5% ABOVE  
RATE BASE*

165,000 
TOTAL AUDIENCE

5X 
FREQUENCY

UPDATED 3.3.16



Modern Luxury  
Orange County

40,000 
RATE BASE

DELIVERED 9.9% ABOVE  
RATE BASE*

144,000 
TOTAL AUDIENCE

10X 
FREQUENCY

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 48 
MARRIED/PARTNERED.......................71%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$590,440 
HOUSEHOLD NET WORTH.....$3,461,960 
VALUE/PRINCIPAL RESIDENCE..... $1,399,040 
OWN PRINCIPAL RESIDENCE...............76%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................94% 
POST-GRADUATE DEGREE.................24% 
PROFESSIONAL/MANAGERIAL......... 92% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...85% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............41%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.6 
AVG. TIME SPENT WITH ISSUE.... 53 MIN. 
READ 3+ OUT OF 4 ISSUES..............76%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 53%  
CONTROLLED COMMERCIAL............ 22% 
LUXURY HOTELS................................ 18% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................. 6%

OUR COMMUNITY    CITY BY CITY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED    /    MODERN LUXURY SILICON VALLEY: PUBLISHER’S ESTIMATE

35,000 
RATE BASE

DELIVERED 10.1% ABOVE  
RATE BASE*

154,000 
TOTAL AUDIENCE

10X 
FREQUENCY

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 47 
MARRIED/PARTNERED.......................72%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$389,540 
HOUSEHOLD NET WORTH.....$2,213,920 
VALUE/PRINCIPAL RESIDENCE......$1,102,810 
OWN PRINCIPAL RESIDENCE.............. 84%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE...................... 90% 
POST-GRADUATE DEGREE.................37% 
PROFESSIONAL/MANAGERIAL..........89% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...78% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............51%

HIGHLY ENGAGED 
READERS PER COPY........................... 4.4 
AVG. TIME SPENT WITH ISSUE.... 49 MIN. 
READ 3+ OUT OF 4 ISSUES..............84%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 62%  
CONTROLLED COMMERCIAL............ 10% 
LUXURY HOTELS.................................16% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................11%

UPDATED 3.3.16

Modern Luxury  
San Diego

Modern Luxury  
Scottsdale

30,000 
RATE BASE

DELIVERED 18.5% ABOVE  
RATE BASE*

111,000 
TOTAL AUDIENCE

7X 
FREQUENCY

READER PROFILE 
MALE/FEMALE............................41/59% 
AVERAGE AGE................................... 46 
MARRIED/PARTNERED.......................75%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $488,130 
HOUSEHOLD NET WORTH....$2,025,000 
VALUE/PRINCIPAL RESIDENCE......$1,154,410 
OWN PRINCIPAL RESIDENCE.............. 85%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................95% 
POST-GRADUATE DEGREE.................35% 
PROFESSIONAL/MANAGERIAL..........89% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...75% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............65%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.7 
AVG. TIME SPENT WITH ISSUE.... 56 MIN. 
READ 3+ OUT OF 4 ISSUES............. 80%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 47%  
CONTROLLED COMMERCIAL............ 26% 
LUXURY HOTELS................................ 20% 
NEWSSTAND SALES........................ <1% 
EVENTS............................................. 7%



OUR COMMUNITY    CITY BY CITY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED    

30,000 
RATE BASE

DELIVERED 17.0% ABOVE  
RATE BASE*

108,000 
TOTAL AUDIENCE

5X 
FREQUENCY

READER PROFILE 
MALE/FEMALE........................... 37/63% 
AVERAGE AGE................................... 45 
MARRIED/PARTNERED.......................76%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $347,030 
HOUSEHOLD NET WORTH.....$1,590,730 
VALUE/PRINCIPAL RESIDENCE........$809,860 
OWN PRINCIPAL RESIDENCE.............. 89%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................93% 
POST-GRADUATE DEGREE.................38% 
PROFESSIONAL/MANAGERIAL..........84% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...85% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............61%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.6 
AVG. TIME SPENT WITH ISSUE.... 64 MIN. 
READ 3+ OUT OF 4 ISSUES............. 80%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL..................61%  
CONTROLLED COMMERCIAL............ 32% 
LUXURY HOTELS.................................. 1% 
NEWSSTAND SALES.........................<1% 
EVENTS............................................. 6%

UPDATED 3.3.16

NS

75,000 
RATE BASE

DELIVERED 8.6% ABOVE  
RATE BASE*

300,000 
TOTAL AUDIENCE

12X 
FREQUENCY

READER PROFILE 
MALE/FEMALE........................... 46/54% 
AVERAGE AGE................................... 49 
MARRIED/PARTNERED.......................74%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $313,820 
HOUSEHOLD NET WORTH.....$2,470,150 
VALUE/PRINCIPAL RESIDENCE..... $1,408,910 
OWN PRINCIPAL RESIDENCE...............76%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................88% 
POST-GRADUATE DEGREE.................35% 
PROFESSIONAL/MANAGERIAL......... 90% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...68% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............54%

HIGHLY ENGAGED 
READERS PER COPY........................... 4.0 
AVG. TIME SPENT WITH ISSUE.... 65 MIN. 
READ 3+ OUT OF 4 ISSUES..............77%

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 34%  
CONTROLLED COMMERCIAL............ 34% 
LUXURY HOTELS.................................17% 
NEWSSTAND SALES.......................... 5% 
EVENTS........................................... 10%

San Francisco Magazine

READER PROFILE 
MALE/FEMALE........................... 46/54% 
AVERAGE AGE................................... 47 
MARRIED/PARTNERED.......................74%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............ $313,820 
HOUSEHOLD NET WORTH.....$2,470,150 
VALUE/PRINCIPAL RESIDENCE..... $1,408,910 
OWN PRINCIPAL RESIDENCE...............76%

EDUCATED & INFLUENTIAL 
COLLEGE GRADUATE.......................88% 
POST-GRADUATE DEGREE.................35% 
PROFESSIONAL/MANAGERIAL......... 90% 
ATTENDED CHARITY EVENT (PAST 12 MOS)...68% 
TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............54%

HIGHLY ENGAGED 
READERS PER COPY........................... 3.6 

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 35%  
CONTROLLED COMMERCIAL............ 35% 
LUXURY HOTELS................................ 20% 
NEWSSTAND SALES.......................... 5% 
EVENTS............................................. 5%

30,000 
RATE BASE

108,000 
TOTAL AUDIENCE

5X 
FREQUENCY

Modern Luxury  
Silicon Valley



Men’s Book Atlanta

25,000 
RATE BASE

DELIVERED 8.9% ABOVE  
RATE BASE*

82,500 
TOTAL AUDIENCE

4X 
FREQUENCY

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 59%  
CONTROLLED COMMERCIAL.............21% 
EVENTS........................................... 20%

OUR COMMUNITY    MEN’S BOOK

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY,  
BASE: HHI $100K+  /  * AAM AUDIT 1H 2015  /  ALL MODERN 
LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED    

UPDATED 3.3.16

Men’s Book Chicago

50,000 
RATE BASE

DELIVERED 9.6% ABOVE  
RATE BASE*

180,000 
TOTAL AUDIENCE

4X 
FREQUENCY

DISTRIBUTION 
DIRECT RESIDENTIAL MAIL................. 32%  
CONTROLLED COMMERCIAL............ 58% 
EVENTS........................................... 10%

READER PROFILE 
MALE/FEMALE.............................92/8% 
AVERAGE AGE................................... 49 
MARRIED/PARTNERED.......................72%

AFFLUENT (AVG) 
HOUSEHOLD INCOME............$342,500 
HOUSEHOLD NET WORTH..... $1,618,750 

VALUE/PRINCIPAL RESIDENCE....... $638,590 
OWN PRINCIPAL RESIDENCE.............. 92%

EDUCATED & INFLUENTIAL 

COLLEGE GRADUATE.......................88% 

POST-GRADUATE DEGREE................ 44% 

PROFESSIONAL/MANAGERIAL..........95% 

ATTENDED CHARITY EVENT (PAST 12 MOS)...74% 

TOOK ACTIVE ROLE IN CIVIC, SOCIAL  
OR POLITICAL ISSUE (PAST 12 MOS)...............50%

HIGHLY ENGAGED 
READERS PER COPY....... ATL 3.3 / CHI 3.6 
AVG. TIME SPENT WITH ISSUE..... 68MIN. 

READ 3+ OUT OF 4 ISSUES..............72%



From “Yes” to Happily Ever After,  

ModernLuxury Brides inspires the 

TRUE LUXURY CONSUMER as she embarks 

on the spending spree of her lifetime, with the best 

each city has to offer for the big day and beyond.

With publications from coast to coast,

Modern Luxury Brides is the  

ONLY COLLECTION OF LOCAL TITLES  

THAT CATERS TO A LUXURY BRIDE.



SOURCE: 2015 MODERN LUXURY BRIDAL STUDY, BASE: HHI $100K+

89%
HAVE/WILL SIGN UP FOR  

A BRIDAL REGISTRY

83%
BUY BASED ON QUALITY,  

NOT PRICE

33
AVERAGE AGE

$262,800
AVERAGE HHI

OUR BRIDES-TO-BE  

UPDATED 3.9.16

MORE THAN 
1 in 3 
PLAN TO WEAR 

2+dresses
AT THEIR  

WEDDING/RECEPTION

Spend 4X  
THE NATIONAL AVERAGE  
ON A WEDDING DRESS

Wedding Venues   /   Event Planners   /   Bridal Salons  
Registered Brides   /   Premium Bridal Events   

Jewelers   /   High-End Retailers  

TARGETED DISTRIBUTION



OUR BRIDES-TO-BE  

UPDATED 3.3.16

Modern Luxury  
Brides Atlanta

50,000 
RATE BASE

DELIVERED 11.6% ABOVE  
RATE BASE*

175,000 
TOTAL AUDIENCE

2X 
FREQUENCY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED    

Modern Luxury  
Brides California

100,000 
RATE BASE

DELIVERED 7.2% ABOVE  
RATE BASE*

360,000 
TOTAL AUDIENCE

2X 
FREQUENCY

Modern Luxury  
Brides Chicago

50,000 
RATE BASE

DELIVERED 7.9% ABOVE  
RATE BASE*

175,000 
TOTAL AUDIENCE

2X 
FREQUENCY

Modern Luxury  
Brides Dallas

50,000 
RATE BASE

DELIVERED 3.8% ABOVE  
RATE BASE*

175,000 
TOTAL AUDIENCE

2X 
FREQUENCY

Modern Luxury  
Brides Houston

50,000 
RATE BASE

DELIVERED 10.9% ABOVE  
RATE BASE*

175,000 
TOTAL AUDIENCE

2X 
FREQUENCY

Modern Luxury  
Brides South Florida  
& The Caribbean

50,000 
RATE BASE

DELIVERED 2.4% ABOVE  
RATE BASE*

240,000 
TOTAL AUDIENCE

2X 
FREQUENCY

/ LAUNCHING IN 2016 / Modern Luxury Brides DC



Design-savvy homeowners and industry 

insiders look to Modern Luxury Interiors for 

national and local trends, chic local shopping tips 

and revealing peeks behind the doors of the 

most prestigious addresses in each city—all 

while connecting readers with the designers 

responsible for helping us to live well.



UPDATED 1.18.15

Modern Luxury  
Interiors Atlanta

30,000 
RATE BASE

DELIVERED 5.1% ABOVE  
RATE BASE*

99,000 
TOTAL AUDIENCE

4X 
FREQUENCY

SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+    /    * AAM AUDIT 1H 2015    /    ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED    

Modern Luxury  
Interiors California

100,000 
RATE BASE

DELIVERED 8.5% ABOVE  
RATE BASE*

340,000 
TOTAL AUDIENCE

4X 
FREQUENCY

Modern Luxury  
Interiors Chicago

50,000 
RATE BASE

DELIVERED 24.8% ABOVE  
RATE BASE*

180,000 
TOTAL AUDIENCE

4X 
FREQUENCY

Modern Luxury  
Interiors Scottsdale

30,000 
RATE BASE

111,000 
PROJECTED TOTAL 

AUDIENCE

2X 
FREQUENCY

Modern Luxury  
Interiors South Florida

50,000 
RATE BASE

DELIVERED 1.7% ABOVE  
RATE BASE*

185,000 
TOTAL AUDIENCE

4X 
FREQUENCY

Modern Luxury  
Interiors Texas

70,000 
RATE BASE

DELIVERED 5.0% ABOVE  
RATE BASE*

248,500 
TOTAL AUDIENCE

4X 
FREQUENCY

WHERE LUXURY LIVES 
The Modern Luxury Interiors community includes over 

1.1 Million readers in six markets 



SOURCE: 2015 IPSOS MODERN LUXURY READER STUDY, BASE: HHI $100K+

We are the magazine of choice for the 
influencers in our cities—appealing to sophis-
ticated consumers and professional designers 

92%
AGREE “MY HOME IS AN  

EXPRESSION OF MY PERSONAL STYLE”

89%
OF READERS AGREE “I AM ALWAYS LOOKING 

FOR NEW WAYS TO IMPROVE MY HOME”

87%
AGREE “I WILL BUY A PRODUCT FROM A 

BRAND I TRUST,  EVEN IF IT COSTS MORE”

84% OF READERS USED MODERN LUXURY INTERIORS 
AS A SOURCE FOR HOME IDEAS

AS A RESULT OF READING MODERN LUXURY INTERIORS…

TOOK ANY ACTION: 87%

PURCHASED FROM/VISITED/CONTACTED ADVERTISER: 73%

VISITED AN ADVERTISER’S WEBSITE/LOOKED FOR MORE 
INFORMATION/SAVED ADVERTISEMENT: 67%

UPDATED 1.18.15

TAKING ACTION

WHERE LUXURY LIVES   WHO WE ARE



WHERE LUXURY LIVES   WHO WE ARE

SOURCE: 2015 MODERN LUXURY READER STUDY CONDUCTED BY IPSOS, BASE: HHI $100K+

39% / 61%
MALE/FEMALE

51
AVERAGE AGE

89%
COLLEGE GRADUATE

READER PROFILE

88%
OWN THEIR 

PRINCIPAL RESIDENCE

46%
OWN 2+ RESIDENCES

91%
PURCHASED HOME DÉCOR/

HOME FURNISHINGS 
IN THE PAST 12 MONTHS

59%
WILL REMODEL IN  
NEXT 12 MONTHS

88%
PURCHASED HOME ELECTRONICS 

IN THE PAST 12 MONTHS

INVESTING IN THEIR HOME

$409,460
AVERAGE HHI

$882,690
AVERAGE VALUE OF 

PRINCIPAL RESIDENCE

$2,445,190
AVERAGE HH 
NET WORTH

AFFLUENT HOMEOWNERS

UPDATED 1.18.15



PART OF THE TRADE COMMUNITY

KEY PARTNERSHIPS

A&D Museum 

ADAC

AIA

America’s Mart

Architectural Digest Home Show

ASID

Chicago Merchandise Mart

DCOTA

DIFFA’s Dining By Design

Dream Home at Chicago’s Merchandise Mart

IIDA

Ironside

Metrocon 

Miami Visitor Center

Pacific Design Center

UPDATED 1.18.15



OUR COMMUNITY    WHERE WE ARE

DOOR TO DOOR DELIVERY, 
TO ALL THE RIGHT DOORS. 

Our focused circulation is targeted to 
exclusive distribution points including 
the design community, developers and 
real estate professionals. An efficient 
model that eliminates any waste. 

ALL MODERN LUXURY TITLES ARE AAM AUDITED OR AAM AUDIT-APPLIED

48%

45%

CONTROLLED COMMERCIAL
Direct drops at key trade shows, major 
real estate brokerages, model home/sales 
centers, design showrooms, galleries and 
select upscale hotels are among the premier 
locations displaying copies, adding signifi-
cant breadth to our audience.

TARGETED RESIDENTIAL 
& INDUSTRY MAIL

These copies are direct mailed to select 
lists culled from top design firms, high-

end real estate developers, architectural 
firms and design-conscious consumers. 
Most members of ASID, AIA and IIDA 

receive copies of the magazine, offering 
critical industry exposure.

7%
TRADE SHOWS, 

EVENTS & PROMOTIONS
Private events and via select charity 

partners across the country

NATIONAL RATE BASE:  

330,000
TOTAL NATIONAL AUDIENCE: 

1,163,500
7.4% Circulation delivered  
above Rate Base (1H 2015 AAM)

UPDATED 12.28.15



Modern Luxury Interiors Titles publish 4x in 2016 with the following exception: Modern Luxury Interiors Scottsdale 2X, Spring/Summer and Fall/Winter

UPDATED 12.28.15

SPRING/SUMMER
 THE OUTDOOR ISSUE 

SUMMER/FALL
 REAL ESTATE & SECOND HOMES

FALL/WINTER
THE KITCHEN & BATH ISSUE

ON-SALE	 1.13.16
AD CLOSE/	
MATERIALS DUE	 12.1.15

ON-SALE	 4.6.16
AD CLOSE/	
MATERIALS DUE	 3.1.16

ON-SALE	 7.7.16
AD CLOSE/	
MATERIALS DUE	 6.1.16

ON-SALE	 10.5.16
AD CLOSE/	
MATERIALS DUE	 9.1.16

NATIONAL EDITORIAL CALENDAR    2016

WINTER/SPRING
 BEST OF DESIGN




