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Sky Magazine Mission 
n	 Offer an experience that goes above and beyond an 

“in-flight” magazine.

n	 Embody the energy, reach and influence of Delta Air Lines.

n	 Explore a broad range of worldwide cities and regions for 
our readers to discover.

n	 Introduce readers to innovative and cutting edge leaders.

n	 Investigate a diverse range of subjects to intrigue and 
entice our readers.

n	 Engage our readers with experiential, intimate and 	
customized content.
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REACH AND 
INFLUENCE

Delta Reach and Influence     

North America
155,015,616

Europe
4,212,194

Middle East	
196,989 Asia

2,076,272

South Pacific & Australia	
92,731Africa	

206,523

Central & South America	
1,454,684

Caribbean
2,286,985

Source: USDOT 2015, Form 41-2015
Delta Air Lines December 2016

In 2015, Delta Air Lines flew over 165 million passengers to 323 destinations in 57 countries on 6 continents



Readership Demographics
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51% 49% 76% $131,207 74%46 32

male

Travel + Leisure DELTA
SKY

Southwest Fortune Condé
Nast

Traveler

American
Way

The Economist Bloomberg 
BusinessWeek

Inc.

female homeowners
(4.4 million)

average 
household 

income

employedmedian 
age

average
minutes
reading

time
per issue

n	 Affluent (2.2 million 
have HHI +150K)

n	Decision Makers (2.5 
million are managers 
and professionals)

n	Vacation Travelers 
($10.5 billion spent on  
foreign & domestic 
vacations in the last 
12 months)

They are ambitious, 
adventurous, loyal, 
quality-conscious and 
socially active.
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Sky delivers 5.9 million 
monthly readers.

Sky delivers highly 
valued consumers.

Domestic (continental U.S.A) 
monthly readership (millions)*

Source: 2016 Fall GfK MRI + 2017 Spring GfK MRI 

10.75

readers
per copy

82%

college educated
(4.8 million)

*MRI only surveys the continental U.S.A.
Delta Sky’s total (international + domestic) readership is estimated to be 6,453,000

United
Hemispheres
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TOTAL AUDIENCE

*Audience Per Issue (continental U.S.A) 5,851,000
Readers Per Copy 10.75
Circulation Per Month 600,000
Median Age 46
Average Household Income (HHI) $131,208
Average Personal Income (IEI) $86,551
Average Value of Home $355,908

READERS

Men 51%
Women 49%
Married 64%
Single 36%

AGE
25 to 54 58%
35 to 54 43%
50 + 40%

EDUCATION
College Educated 82%
Post-Graduate Degree 24%

EMPLOYMENT
Employed 74%
Professional/Managerial 42%
Top Management 10%

HOME OWNERSHIP
Owns a Home 76%
Value of Owned Home $200,000 + 54%

AFFLUENCE

HHI over $100,000 61%
HHI over $150,000 37%
HHI over $200,000 22%
IEI over $75,000 35%
IEI over $100,000 24%
IEI over $150,000 11%

TOTAL AFFLUENT 
AUDIENCE

Audience Per Issue (domestic) 2,165,000
Median Age 48
Average Household Income (HHI) $301,100
Average Personal Income (IEI) $186,900

READERS

Men 61%
Women 39%
Married or Partnered 86%
Single 14%

DEMOGRAPHIC
SEGMENT

Age 19 to 34 (Affluent Millenials) 21%
Age 35 to 51 (Affluent Gen Xers) 36%
Age 52 to 70 (Affluent Boomers) 37%

EMPLOYMENT Professional/Managerial 75%

AFFLUENCE
HHI over $150,000 57%
HHI over $200,000 32%
HHI over $250,000 20%

The Numbers: Audience Details 

AUDIENCE
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2017 Spring GfK MRI Ipsos Affluent 2016 Survey USA Adults 18+ HHI $100k

*MRI only surveys the continental U.S.A.
Delta Sky’s total (international + domestic) readership is estimated to be 6,453,000



EDITORIAL
OVERVIEW
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Content Counts Sky readers are plugged in and Sky’s editors know what matters to them. Sky blends the 
beauty and allure of travel with smart and compelling content, giving readers thought-provoking insight into the people, places and 
companies that are making things happen. Sky’s features spark curiosity and inspire exploration, opening up the world to those who 
are already traversing it.



Techwise
A tech-driven page 
takes on product 
category (e.g. 
small tablets) and 
matches three 
specific products 
within that 
category to three 
different groups of 
people.

Trending
Where to go and 
what to do in the 
‘must visit’ cities 
around the globe.

The Network
An infographic 
look at the people 
and connections 
that make up the 
world of a high-
profile business 
leader.

1 City 5 Ways
One city 
showcased five 
different ways 
to appeal to 
five different 
personalities.

Time Out
A section geared 
toward business 
travelers with 
recommendations 
of things to do, 
sights to see and 
places to eat in a 
specific city.

My Bag
A peek inside the 
bags of famous 
travelers gives  
insight into their 
travel rituals.

Sky delivers multi-faceted content

EXAMPLES
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Additional editorial sections that align with your message: Pop Business, Andrew Zimmern’s Fork & the Road, Talk Show, 
Tools of the Trade, My Favorite Street, 5 Minutes With, Style Inspiration, Break Away, Citylicious and Behind the Scenes.
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Our mobile devices are so important to us that we’re bereft without them. But it’s quite easy to use  
up the battery of even the latest smartphones in less than a day. Extended use of your phone’s  

built-in GPS satellite connection eats battery life, as do big downloads and streaming movies. Help is at 
hand, though, thanks to the latest portable battery packs—some small enough to pocket, others  

big enough to power you through a whole off-the-grid vacation.  B Y  C A R A M E L  Q U I N

PORTABLE BATTERY CHARGERS

  TECHWISE

ANKER POWERCORE 2000 WITH  
QUICK CHARGE 3.0
If you’re plagued by battery-life issues and 
can’t always recharge in a car or airport, you’ll 
love this pack. Its 20,100 mAh battery is enough 
to charge a smartphone at least five times or 
most tablets at least twice. Yet it’s surprisingly 
compact and weighs less than a can of soda. 
Plus,it’s speedy! Thanks to Qualcomm Quick 
Charge 3.0, it’s capable of charging compatible 
devices far faster than a regular wall charger. 
Check the specs of your smartphone; if it 
features QC3, then the Anker can charge it up to 
80 percent in just 30 minutes. $41.99; anker.com

COBRA JUMPACK XL 
If you’ve ever fancied yourself a survivalist,  
this is the portable power pack for you. Its 
11,100 mAh battery has a beefy 3A USB output, 
which means it merrily charges digital  
cameras, sat-navs and other portable devices 
on the move as well as smartphones and tab-
lets. A built-in LED flashlight with SOS and 
strobe functions means it’s great in emergen-
cies. And, incredibly, it comes with jumper 
cables and packs enough power to jump-start 
your car, light-duty truck or cargo van several 
times over. This power pack basically laughs  
in the face of danger. $129.95; cobra.com

TYLT ENERGI 6K+ SMART CHARGER
This ultimate battery pack for day-to-day use 
replaces your regular charger: You plug it into 
a wall socket and charge your phone or tablet 
through it. Giving new life to your device is its 
first priority, but then it charges its own 6,000 
mAh battery so it’s ready for action. When 
you’re on the move, take the Energi 6K+ with you 
for emergency power; it holds enough to charge 
an iPhone 6 up to three or four times. The main 
plug and built-in USB cable fold away into the 
battery pack, and it comes with travel adapters. 
This model boasts a lightning plug for the Apple 
iPhone and iPad. $59.99; tylt.com
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LA’S NEW 
BOUTIQUE 

HOTELS

Why Now: Known to lo-
cals as NoHo, North Hol-
lywood has deep roots—
literally. Its fertile soil was 
where the San Fernando 
Valley’s agricultural 
industry began, but the 
area has since seen some 
darker days. Now, more 
than 20 new eateries and 
boutiques, funky bars, 
affordable mixed-use 
housing developments, 

HOT
LIST

B O A R D I N G  P A S S

SEATTLE
When the skies open, resist retreating to 
your hotel room and head to Chihuly Garden 
and Glass to admire the local glass artist’s 
colorful work. Craving cozy? Browse through 
the shelves at the Elliott Bay Book Company 
before settling in with your new find at the 
store’s café. To escape the rain altogether, 
descend on the city’s old downtown for Bill 
Speidel’s Underground Tour, then pop into 
the nearby Damn the Weather gastropub for a 
beer, cocktail or duck pot pie.

LAX

NORTH HOLLYWOOD
This Los Angeles neighborhood has recaptured its historic allure.

Avenue, the area’s new-
est boutique hotel, The 
Garland, is an urban oasis 
on seven tree-shaded 
acres. Its retro-chic vibe 
carries into its restaurant, 
The Front Yard, where 
dishes are influenced by 
the LA food scene (don’t 
miss the short rib Royale 
with Cheese burger). 
Locals love cozying up 
at Republic of Pie for a 

perfectly pulled espresso 
and pies baked in-house. 
Score a pair of dancing 
shoes while shopping at 
Iguana Vintage Clothing, 
one of the largest vintage 
retailers in the U.S., then 
dance with the stars at the 
Millennium Dance Com-
plex, a favorite rehearsal 
spot for celebrities such 
as Justin Timberlake and 
Usher. At Bow & Truss, 
executive chef James 
Markham whips up pan-
Latin cuisine that tastes 
even better when eaten 
under umbrellas on the 
patio with your feet buried 
in crushed granite sand.  
— L I N D S A Y  T A U B

the establishment of an 
official arts district and an 
active theater commu-
nity have revitalized this 
bohemian enclave.
Where to Go: The one-
square-mile NoHo Arts 
District is the epicenter 
of action. See live theater 
at The NoHo Arts Center, 
which has been pushing 
the limits since 2004. 
South on Vineland 

HIT THE TOWN

→  Made By Jimbob
Each piece of jewelry in 
this quirky shop is hand-
crafted by the owner.

→  Tonga Hut
Enjoy 1950s décor and 
creative cocktails at 
LA’s oldest tiki bar.

→  Eddie Brandt’s 
Saturday Matinee

Step back in time at this 
video store that archives 
rare and out-of-print 
films, many on VHS.

CARRIER /FLIGHT

D L  1 9 9
DEPARTING

L A X
ARRIVING

S E A
SE AT

1 A  

HOTEL COVELL
Settle into this intimate 
spot in Los Feliz where 

the five suites represent 
chapters in fictional author 
George Covell’s life. Quaint 

touches include a retro 
kitchenette and a vinyl col-

lection. hotelcovell.com

MAMA SHELTER
Embrace your inner hipster 
at this eclectic Hollywood 

hotel equipped with a retro 
foosball table and guitars 
for spontaneous jam ses-
sions. mamashelter.com

THE LINE
This hip Koreatown hotel 

boasts floor-to-ceiling win-
dows that reveal incredible 
vistas of the surrounding 

hills. Check out a free Linus 
bike to take in the sites. 

thelinehotel.com

  TRENDING

The 
Garland 

Hotel

Chihuly 
Garden 
and Glass

V
IS

IT
 C

A
LI

FO
R

N
IA

/
M

A
X

 W
H

IT
T

A
K

ER
 (

T
H

E 
G

A
R

LA
N

D
);

 T
ER

R
Y

 R
IS

H
EL

/
D

A
LE

 C
H

IH
U

LY
, C

H
IH

U
LY

 S
T

U
D

IO
 I

N
C

.; 
 

FR
A

N
C

IS
 A

M
IA

N
D

 (
M

A
M

A
 S

H
EL

T
ER

);
 A

D
R

IA
N

 G
A

U
T

/
S

Y
D

EL
L 

G
R

O
U

P
 (

T
H

E 
LI

N
E

);
 B

E
T

H
A

N
Y

 N
A

U
ER

T
 (

H
O

T
EL

 C
O

V
EL

L)

26   d e l t a  s k y  /  a p r i l  2 0 1 6

Writing

  THE NETWORK

FRIENDS + FAMILY

ELON MUSK
To say that Elon Musk is ambitious is quite 
an understatement. The South African-born 
billionaire has founded companies that have 
changed the way people transfer money 
online (PayPal), have shaken up the auto 
industry (Tesla Motors) and are daring to 
bring the reality of space travel closer to the 
common-ish man (SpaceX). He’d love to 
colonize Mars, but he’s also working to make 
life better on his home planet by encouraging 
development of a super-high-speed tube-
based transportation system, the Hyperloop. 
Oh, and he’s only 44. It’s easy to see why 
TED conference curator Chris Anderson, who 
deals daily with amazing people, has called 
Musk the “world’s most remarkable living 
entrepreneur.” —  J E N N I F E R  B U E G E

BUSINESS

JO
SH

U
A

 B
LA

N
C

H
A

R
D

/G
E

T
T

Y
 IM

A
G

E
S 

FO
R

 L
A

 P
R

E
SS

E 
P

R
 (

M
A

Y
E 

M
U

SK
);

W
A

LT
 D

IS
N

E
Y

 S
T

U
D

IO
S 

M
O

T
IO

N
 P

IC
T

U
R

E
S/

P
H

O
T

O
FE

S
T

 (
IR

O
N

 M
A

N
);

 S
PA

C
E 

X
; 

P
E

T
ER

I/
SH

U
T

T
ER

ST
O

C
K

.C
O

M
 (

SO
LA

R
 P

A
N

EL
S)

; N
A

W
SO

N
 /

 A
LA

M
Y

 S
T

O
C

K
 P

H
O

T
O

 (
W

E
T

 N
EL

LI
E)

; J
O

A
O

 C
A

N
Z

IA
N

I /
 A

U
G

U
S

T
 (

EL
O

N
 M

U
SK

)

OpenAI  
Late last year, this 

nonprofit funded by  
investors including 

Musk launched with 
the goal of doing 

research into artificial 
intelligence to make 
sure that it benefits 

“humanity as  
a whole.”

Wet Nellie 
This supercool Lotus Esprit submarine car 

from the James Bond film The Spy Who Loved 
Me was bought at auction in 2013 for nearly 

$1 million by an anonymous bidder—who 
turned out to be none other than Musk.

Talulah Riley  
The entrepreneur married Riley, his second 
wife, in 2010. They divorced in 2012 but then 

got hitched again in 2013. The couple has 
no children, but Musk has five kids from his 

marriage to his first wife, Justine Musk.

Maye Musk  
Elon’s mother, a model, 
is very proud of her son 

and frequently retweets 
posts from his com-

panies. She appeared 
briefly in Beyoncé’s 

video for “Haunted.”

Kanye West 
At the 2014 Bonnaroo Music and Arts  

Festival, the singer named Musk as one of 
the cultural icons he’s aiming to emulate. 
One year later, Musk nominated West for 

Time’s 100 Most Influential People list,  
calling him a “pop-culture  

juggernaut.”

The 2012 launch of the SpaceX  
Falcon 9 included some special cargo in 

the second stage of the rocket: the ashes 
of James Doohan, the original Scotty in 

the TV series Star Trek.

MISCELLANEOUS

Books & TV 
Not surprisingly, Musk likes science 

fiction. He cites the books The  
Hitchhiker’s Guide to the Galaxy and 
The Lord of the Rings, TV show Star 
Trek and the Star Wars movies as  

influences growing up.

Cameos 
Musk has played  

himself in three films—
Iron Man 2, Machete Kills 

and Transcendence—
and two TV comedies, 
The Simpsons and The 

Big Bang Theory.

SolarCity  
Musk is the chairman and largest 
shareholder of this solar power 

provider founded by his cousins. He 
owns about 22 million shares, worth 
about $450 million (as of February).

In 2014, Musk was pulled 
over for speeding while 

giving Transcendence 
stars Johnny Depp and 
Paul Bettany a taste of  

what a Tesla Model S can 
do. “I had one of the best 

experiences I’ve ever 
had,” Depp told the  

British tabloid The Sun.

SpaceX  
Musk founded the rocket 

and spacecraft company in 
2002 with the “ultimate goal 
of enabling people to live on 

other planets.” It was the 
first private company to send 

a ship to the International 
Space Station and return  

it safely to Earth.

Jon Favreau &  
Robert Downey Jr. 
When preparing for the 
first Iron Man movie, the 
director and actor talked 

to Musk and used him as a 
blueprint for the recurring 

character of Tony Stark 
(aka Iron Man). Musk is 
often referred to as the 

“real Iron Man.”

Director Jon Favreau is one of many 
Tesla-owning celebrities. “I wasn’t in the 
market for an electric car when I got my 
Tesla,” he told The Hollywood Reporter. 

“I’m so glad that I made the leap.”

Tesla 
Since introducing the 
first highway-capable 

electric car in 2008—the 
sporty Tesla Roadster—
the company founded by 
Musk has gained legions 
of followers, more than 
20,000 of whom signed 
up to be on the wait list 
for the Model X SUV, 

which started deliveries 
last September.

1 City 5 Ways

scotland has a reputation that goes something like this: haggis, Scotch and castles. However, 
it’s recently warranted a fresh look—and we’re not just saying that because of Outlander’s ripped 
heartthrob Jamie Fraser. Edinburgh, the capital city, retains the cobblestone-street charm of a town 
that dates back to the Middle Ages, but with the contemporary touches of a community half a million 
strong. Old Town and its winding streets meets New Town, punctuated by designer shops, art galleries 
and stunning gardens. And while you can still visit delicious Scotch distilleries and stately castles in 
the countryside, we can’t make any promises that you’ll run into Fraser. 

EDINBURGH
THERE’S  
MORE THAN ONE 
WAY TO DISCOVER 
A DESTINATION. 
B Y  M AT T  M C C U E

EDI
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1 TRAVEL ESSENTIAL “Really nice headphones that work in conjunction with high-end audio players.” 2 MOST RECENT SOUVENIR “During a visit to Holland, I got a ton of stroopwa-
fels, the waffle cookies filled with caramel, from some Dutch friends.” 3 FAVORITE LUGGAGE A Black Ember modular backpack. 4 IN-FLIGHT SHOWS Angie Tribeca (“It’s a hilarious, 
awesome show”), Jessica Jones (“It was amazing”) and Rick and Morty (“It’s the craziest cartoon—it’s about time traveling”). 5 FAVORITE TRAVEL DESTINATIONS “Amsterdam. It’s 
such a cool, centrally located place. I know it a little bit, and it’s easy for me to get around. I also like Melbourne, Australia, because there’s an immediate vibe change once you get 
off the plane.” 6 IN-FLIGHT READING Popular Science, Discover and Scientific American. 7 IN-FLIGHT SNACK Kale chips. 8 TRAVEL OUTFIT “I wear what I always wear: breathable 
Marmot hiking pants, an Icebreaker merino wool T-shirt and lightweight Lowa hiking boots.” 9 IN-FLIGHT TUNES “The Internet, a cool R & B band, Wild Nothing and C Duncan.”  

98

6

3

5

  MY BAG

“RIGHT NOW, 
I’M WEARING 
ASTELL&KERN’S 
LAYLAS.”

REGGIE WATTS
M U S I CI A N 

Reggie Watts, the musical host of The Late Late Show with James Corden, is devising a 
new kind of travel outfit, a flight jumpsuit “made out of radiation-shielding material that 
protects against cosmic rays.” “I don’t know the science exactly,” he says, “but I just 
like having a flight suit.” It’s a fun topic to explore with Watts, as is his love for Seattle, 
where he cut his teeth before moving to California. One thing he sorely misses? “I was 
just destroyed by Seattle’s coffee,” he says. — M AT T  M c C U E 

  TIME OUT
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SJC

SAN JOSÉ
You’ve got an extra day to kill in the newly cool hub of Silicon Valley.  
Here’s what you do. B Y  M E L A N I E  H A I K E N

spurred by the tech boom’s latest wave and Santa Clara’s efforts to 
gussy up for the 2016 Super Bowl, the South Bay is no longer a dead zone.  
Anchored by foodie haven San Pedro Square Market, downtown San José 
is experiencing a long-awaited resurgence as bars, restaurants and shops 
explode out to every formerly drab corner. Then there are the neighbor-
ing towns strung along El Camino Real, each with a walkable downtown 
lined with bustling boutiques and cafés. No car? You can get pretty much  
anywhere in the valley on the light rail system, which connects San José  
with Mountain View, Campbell, Santa Teresa and all points in between.

DINE  
Chef Randy Musterer’s Asian fusion 
food defies expectations, as evidenced 
in combos such as miso clam chowder 
or yellowtail nigiri topped with basil and 
macadamia nuts at Sushi Confidential  
in San Pedro Square Market, an airy 
courtyard banked by two buildings 
and filled with food stalls. Also try the 
shiitake mushroom burger from Konjoe 
Burger Bar or the spicy fried-catfish 
sandwich from Lou’s Beach Shack.

INDULGE 
Join the lines out the door at CREAM  
for the Zagat-rated, design-your-own  
ice cream sandwiches featuring  
homemade cookies and oddball flavors. 
Green tea ice cream with red velvet 
cookies, anyone? Manresa Bread in Los 
Altos—one of two spinoff bakeries of the 
Michelin-starred restaurant Manresa—is 
also worth a pilgrimage; get there in time 
to grab a kouign amann, a buttery Breton 
pastry puffed to perfection around layers 
of caramelized sugar.

EXPLORE 
The tech industry is on full display 
at many of the valley’s most popular 
attractions, from The Tech Museum 
of Innovation to the iconic garage 
where Hewlett-Packard was founded. 
Apple aficionados will want to visit the 
company’s HQ and store, the only place 
you can pick up some of its most famous 
T-shirts. Take a break from all that glass 
and chrome at Filoli, a 654-acre country 
estate with English Renaissance gardens 
so fine they’re protected under the  
National Trust for Historic Preservation. 

DISCOVER 
Just 33 miles over the mountains on  
picturesque Highway 17, Santa Cruz  
is the quintessential beach town. Stroll 
the tree-shaded sidewalks downtown, 
stopping at über-trendy Verve Coffee 
Roasters for the best cappuccino you’ll 
ever taste. Then head north to Natural 
Bridges State Beach, where you’re  
likely to spot otters, dolphins or even a 
spouting humpback whale. 

clockwise  
from top left: 

Natural Bridges  
State Beach; 

San Pedro 
Square Market;   

A pastry at 
Manresa  

Bread; Verve  
Coffee  

Roasters;  
Downtown San 
José; Scooping 

ice cream  
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  TIME OUT

Sushi  
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Your brand in print By offering special sections on a diverse set of topics, Sky captures a broad 
audience by delivering exclusive and timely content that correlates with your message. 

SKY+
SPECIAL

SECTIONS
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City and Regional Profiles 
Focus on economic 
development, tourism and 
key commerce sectors 
that contribute to growing 
economies—when and where 
it matters. 

Where to Go Now
Connect destinations directly 
with readers using native 
content; giving readers a 
deeper and more intimate 
knowledge of the destination. 
(Ask about other native content 
opportunities for brands.)

Despegando 
Reach Latin American 
consumers in a tightly 
targeted monthly Spanish 
section, featuring translated 
content and topics specific to 
Spanish-speaking audiences. 

In-Depth  
Monthly features on health, 
education, business and other 
exclusive topics.

50   d e l t a  s k y  /  f e b r u a r y  2 0 1 7

RE ACH  FOR  THE  STARS 
PRESENTED BY FLORIDA’S SPACE COAST

SUNNY SKIES AND SANDY BEACHES: FLORIDA’S SPACE COAST IS THE PERFECT FAMILY-FRIENDLY DESTINATION.

Clockwise from 
left: Family 
fun near Port 
Canaveral; Find 
activities for all 
ages along the 
beach; Florida’s 
Space Coast 
offers easy 
access to cruises 
departing from 
Port Canaveral.

name just a few highlights. If your tim-
ing is right, you even may see a rocket 
launch into orbit.

Port Canaveral, north of Cocoa 
Beach, is one of the busiest ports in 
the country thanks to the many cruise 

ships that depart from here—but you won’t 
feel crowded or find overly congested roadways 
during your visit. Space Coast traffic is notori-
ously laid-back—you can expect a stress-free 
vacation without any hustle and bustle. Whether 
you’re departing on a ship or not, enjoy the port’s 
seven-story, family-friendly Exploration Tower, 
filled with galleries and interactive exhibits that 
tell the stories of the port and Florida. From the 
observation deck at the top, enjoy beautiful pan-
oramic Space Coast views and see if you can pick 
out your ship below before climbing aboard.

To help with cruise travel 
planning, many area hotels 
offer “snooze and cruise” pack-
ages where  visitors spend a 
night (or two or three) in Cocoa 
Beach and leave their rental car 
at the hotel, taking a shuttle to 

and from the cruise terminal. When you return 
from your cruise, your car is ready and wait-
ing to travel to your next destination, whether 
that’s elsewhere in Florida or to the airport to 
board your flight home. n

World, but boasts its own impressive array of 
family-friendly attractions—and is even home 
to an international airport (Orlando Melbourne 
International Airport).  

Whether it’s a walk on the sand, a trip to the 
historic Westgate Cocoa Beach Pier, surf les-
sons, standup paddleboarding or simply soaking 
up the warm Florida rays, the beaches of the 
Space Coast are the perfect place for everyone 
in the family to ease into vacation mode. Be sure 
to stop by Ron Jon Surf Shop, a massive store in 
downtown Cocoa Beach, to gear up for your day 
in the sun. 

If you’d rather reach for the 
stars than keep your toes in the 
sand (or perhaps you’ll opt for 
both), spend a day at the Kennedy 
Space Center Visitor Complex near 
Titusville. Presented by Boeing, 
the Heroes and Legends exhibit (which features 
the U.S. Astronaut Hall of Fame), opened late 
last year. Kennedy visitors also can walk under 
the largest rocket ever made, touch an actual 
moon rock and see working launch pads, to 

situated along florida’s east-central coastline, the Space 
Coast’s 72 miles of beaches create the longest stretch of sand 
found anywhere within the Sunshine State. Florida’s Space 
Coast is only about 45 minutes from Orlando and Walt Disney 

JA
SO

N
 H

O
O

K
 (

T
O

P 
LE

FT
, T

O
P 

R
IG

H
T

);
 D

O
M

IN
IC

 A
G

O
ST

IN
I (

B
O

T
T

O
M

 R
IG

H
T

)

Plan your  
Space Coast  adventure.  

go to visitspacecoast.com



Sky+ Online Sky is truly going places. Our content reaches audiences everywhere. We’ve created an 
environment for brands in flight, online and across social platforms essential to the always-on requirements of our reader. 

SKY+
ONLINE
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Social Platforms 
Find us on Facebook, Twitter, Pinterest, YouTube, Instagram, 
LinkedIn and Spotify. Everything from behind-the-scenes photo 
shoots, to special giveaways are shared with our audiences in 
real time. 

Digital Partner Marketing
Get 360-degree coverage of 
your target audience with a 
customized digital package 
using targeted display 
advertising (contextual 
targeting, geo-fencing, search 
targeting, site retargeting) and 
programmatic video.  

Fly Delta iPad App 
Access the current issue 
of the magazine 24/7 as 
a part of Delta Air Lines’ 
Fly Delta iPad app, which 
has 4.5 million monthly 
impressions. 

deltaskymag.com and  
delta.com/skymagazine 

Browse the digital  
version of Sky online at  
deltaskymag.com. The site 
also hosts offers, contests and 
sweepstakes from Sky’s biggest 
brands.

E-Newsletter 
We deliver the best of 
each issue’s content into 
readers’ inboxes every 
month with a tailored 
platform to showcase news 
and offers.

Email Marketing 
Access, target and segment your 
most desired audience from an 
opted-in subscriber list of 300 
million prospective customers. 



4-COLOR 1X 3X 6X 9X 12X

Full page 50,740 48,210 45,660 44,395 43,130

2/3 page 38,050 36,150 34,250 33,300 32,350

1/2 page 30,440 28,910 27,400 26,635 25,870

1/3 page 22,840 21,690 20,550 19,980 19,410

1/6 page 14,200 13,500 12,780 12,425 12,070

Spread 96,420 91,320 86,260 84,730 83,200

COVERS 1X 3X 6X 9X 12X

2 61,900 58,820 55,710 54,165 52,620

3 59,370 56,410 53,420 51,940 50,460

4 64,440 61,230 57,990 56,385 54,780

Contact us today for digital rates.

2017 ADVERTISING DEADLINES

Issue Closing 
date

Materials 
due

Onboard 
date

Jan 11/10/16 11/21/16 1/1/17

Feb 12/14/16 12/21/16 2/1/17

Mar 1/17/17 1/26/17 3/1/17

Apr 2/13/17 2/23/17 4/1/17

May 3/15/17 3/24/17 5/1/17

Jun 4/17/17 4/26/17 6/1/17

Jul 5/15/17 5/24/17 7/1/17

Aug 6/13/17 6/22/17 8/1/17

Sep 7/17/17 7/26/17 9/1/17

Oct 8/15/17 8/24/17 10/1/17

Nov 9/18/17 9/27/17 11/1/17

Dec 10/17/17 10/26/17 12/1/17

PRODUCTION AND 
OTHER CHARGES: (Non-
commissionable) Ask your 
sales representative for 
specific information about our 
advertising design services.

n 	Guaranteed positions:  
10% premium added to 
earned rate.

n 	BRCs: Rates upon request.
n 	Multi-page inserts:  

Rates upon request.
n 	A/B Split: $2,500
n 	Color Proof  

(upon request): $75

PAYMENT TERMS: Net 30 
days from date of publication 
with approved credit. Billing 
date is the first day of the 
month of cover issue. First-time 
advertisers must submit credit 
application or provide payment 
in full with insertion order. 
The content and placement 
of all advertising is subject to 
Delta Air Lines’ approval. We 
recommend all images and 
verbiage be airline/flying – 
friendly to facilitate this process.

ADVERTISING 
INFORMATION: 
Mary Beth Hachiya
612.313.1788
advertising@deltaskymag.com

2017 Advertising Rate Card

RATES
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F E AT U R I N G 
GLACIERS AND MOOSE IN ALASKA 

LONDON STYLE INSPIRATION 
BREAKING ANOTHER GLASS CEILING

1 CITY 5 WAYS: HONG KONG  
VICTORIA’S MANY CHARMS 

M AY  2 0 1 6

R YA N  L E W I S  
A N D  T H E 

3 0 / 3 0  
P R O J E C T

PLUS
E X P E D I A 

A N N A  F A R I S 
R E G G I E  

W A T T S 

P U G E T  S O U N D  
A N D  T H E  

G R E A T  
O U T D O O R S 

T H E  
S E A T T L E  

A R T  
M U S E U M 

C H E F  E T H A N 
S T O W E L L

G L A S S Y B A B Y 

T H E  C E O  O F  T H E  
B I L L  &  M E L I N D A 

G A T E S  F O U N D A T I O N , 
S U E  D E S M O N D -

H E L L M A N N ,  O N  I T S 
W O R L D - S A V I N G 

M I S S I O N

A L L  RO UTE S  
L E A D  T O – A N D  
F R O M – T H E  T H R I V I N G  
E M E R ALD  
C IT Y

F E AT U R I N G 
TALK SHOW WITH ETHAN HAWKE 

ELON MUSK ’S HIGH-OCTANE NETWORK 
1 CITY 5 WAYS: ROME 

BREEZY DOMINICAN STYLE 
DEEP LEARNING 101 

A P R I L  2 0 1 6

HOW  
TWITTER  
PLANS  
TO SPREAD  
ITS  
WINGS
The wor ld’s most  
democrat ic socia l  p latform  
is working to lure new  
users,  keep current ones  
and get its stock  
pr ice to f ly. 

F U T U R E  
( F O O D )  
S H O C K

A N D R E W  
Z I M M E R N  O N  

F O O D ,  
T E C H N O L O G Y  
A N D  A  M O R E  

S U S T A I N A B L E  
W O R L D  

P.  7 4

N O V E M B E R  2 0 1 6 
DJ KALCUTTA’S FAVORITE NYC STREET 

THE GUYS BEHIND BIRCH COFFEE  
RICHARD BRANSON DOESN’T LOOK DOWN 

SPENDING A DAY IN LONDON
DIGITAL DETOXES TO POWER DOWN 

N E W
Y O R KTHE FOOD.  

THE THEATER.  

THE INSIDERS’  

FAVORITES.  

AND THE  
REIGNING  
MAN OF THE HOUR,  

HAMILTON’S  

LIN-MANUEL  

MIRANDA
P.64

LIN-MANUEL MIRANDA 

PHOTOGRAPHED ON  

42ND STREET IN MANHATTAN,  

AUGUST 19, 2016.

F E AT U R I N G
1 CITY 5 WAYS: NASHVILLE 

ELVIS COSTELLO’S FAVORITE STREET
ANDREW ZIMMERN IN SAN DIEGO

ENTREPRENEURS CLIMBING THE SUMMIT 
TIME OUT IN BARCELONA

O C T O B E R  2 0 1 5

GOOD  
MORNING 
AMERICA  

HOST  
ROBIN  

ROBERTS  
HAS FOUND 
HER SILVER 

LINING
P. 56

Opt imism
BRANDING

ESCAPE  
THE EVERYDAY  

IN SOME OF 
THE WORLD’S 

MOST  
SPECTACULAR 

SPAS
P. 60

P OWER

F E B R U A R Y  2 0 1 6

T H E

O F

I M A G I N AT I O N
DREAMWORKS ANIMATION CEO  

J E F F R E Y  K A T Z E N B E R G  
IS TAPPING BACK INTO THAT  

KUNG FU MAGIC 

F E AT U R I N G
L.A. PICKS FROM THE CITY’S INNOVATORS 

LL COOL J ON RAP & THE GRAMMYS  
THE FUTURE OF L.A. TRANSPORTATION 

NORTH HOLLYWOOD ’S BOHEMIAN VIBE 
1 CITY 5 WAYS: SYDNEY 

A D V O C A C Y

O C T O B E R  2 0 1 6 
LAS VEGAS’ CHANGING LANDSCAPE

A WALKING TOUR OF IRELAND
ANDREW ZIMMERN ’S DARE-TO-EAT FOODS   

1 CITY 5 WAYS: SEOUL
ANGUILLA-INSPIRED STYLE 

GOOD MORNING AMERICA  
NEWS ANCHOR AND  
BREAST CANCER SURVIVOR  
AMY ROBACH ON RAISING  
AWARENESS ABOUT  
THE DISEASE.

P.50

FROM
ADV ERS I T Y
TO

GLOBAL  
RETREATS FOR 

WELLNESS  
AND  

RENEWAL 

THE QUEST  
FOR AN  

ACCESSIBLE  
CANCER  

VACCINE



HOW TO FURNISH: 
•	 For files 10MB and under, email directly to 

Jonathan Benson at: 
        jbenson@deltaskymag.com	
•	 For files over 10MB, upload via: 		

www.mspaduploader.com			 
username: mspads				  
password: sonic		

Successful upload will be confirmed via email.

PREFERRED FILE FORMAT: High-resolution 
(300 dpi) Adobe PDF or PDF/X-1a with 
embedded fonts, CMYK color and flattened 
transparency. 
ACCEPTED NATIVE FILE FORMATS: Adobe 
InDesign, Illustrator or Photoshop. All images/
elements must be 300 dpi at 100% size; TIFF 
or EPS preferable to JPEG format.
PRINTING SPECS: Heat-set, web offset, 133 
line screen, perfect bound, 8” x 10.5” trim.

BLEED ADS: Create ad to specified trim size 
and pull 0.125” bleed on all four sides. Bleeds 
either trim out during manufacturing or, in the 
case of fractional ads, crop out during magazine 
layout where applicable. Bleed ads should 
include crop marks for ensured positioning. 
Keep critical design and type elements a 
minimum 5/16” inside trim space (live area).
SPREAD ADS: Create as two single Full Pages. 
Perfect alignment of type or design across gutter 
is not guaranteed.
NON-BLEED ADS: Create page layout 
document to specified non-bleed size.
FONTS & COLOR: PostScript fonts strongly 
preferred; TrueType fonts can be problematic. 
Materials must be CMYK format and color-
corrected. Maximum print density not to 
exceed 280%. All other formats (RGB, 
Pantone/PMS) will be converted to CMYK. 
We are not responsible for shifts during color 
conversion or errors caused by TrueType fonts.

COLOR PROOFS: You may supply a SWOP 
certified color proof. Send to Sky Magazine, 
Production Manager, MSP Communications, 
220 South 6th St., Ste. 500, Minneapolis, MN 
55402. If you do not supply a proof, we can 
provide one for a $75 charge. 
Contact jbenson@deltaskymag.com 
If no proof is provided or purchased, we are 
not responsible for color issues with printed 
advertisements.
NOTE: ”Delta” may not be used in any ad 
without permission, and cannot be used as part 
of a URL for tracking. All ads with advertorial/
editorial-style presentation must have 
“PROMOTION” placed top-of-page in readable 
font (min 7pt font). Content and placement 
of all advertising subject to Delta Air Lines’ 
approval. All images & copy should be airline/
flying-friendly.

Mechanical Specifications

SPECS
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1/2
horizontal

2/3
vertical1/2

vertical
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BLEED ADS NON-BLEED ADS

AD PAGE             TRIM                       BLEED                          LIVE

Full page          8” x 10.5”           8.25” x 10.75”       7.375” x 9.875”  7” x 9.625”

2/3 vertical       5.187” x 10.5”      5.437” x 10.75”      4.562” x 9.875”           4.625” x 9.625”

1/2 vertical      5.187” x 7.625”     5.437” x 7.875”         4.562” x 7” 4.625” x 7.125”

1/2 horizontal          8” x 5.187”         8.25” x 5.437”      7.375” x 4.562” 7” x 4.625”

1/3 vertical         2.75” x 10.5”          3” x 10.75”          2.125” x 9.875” 2.187” x 9.625”

1/3 square               n/a                          n/a                           n/a 4.625” x 4.625”

1/6 vertical               n/a                          n/a                           n/a 2.187” x 4.625”



PUBLISHER

Anne Culligan Toal 
612.336.9287
atoal@deltaskymag.com

NATIONAL SALES 
REPRESENTATIVES

Northeast
Lisa Sakkas
732.598.9848
lsakkas@deltaskymag.com

Jill Shiner-Vandercar
917.903.7159
jshiner@deltaskymag.com

Florida
Adam Richter
954.894.7308
alrichter@deltaskymag.com

West Coast/Southwest
Kim Abramson
415.705.6772
kabramson@deltaskymag.com

Gary Thompson
424.206.1988
gthompson@deltaskymag.com

Midwest & Central
Steven Newman
312.897.1002
snewman@deltaskymag.com

Abbie Althoff
312.897.1008
aalthoff@deltaskymag.com

Southeast
Janice Kilpatrick
404.256.2750
jkilpatrick@deltaskymag.com

Hawaii
G. Robert Wiegand
808.587.8300
grwiegand@deltaskymag.com

SECTION SALES 
REPRESENTATIVES

Special Sections
Colleen Pruyn
612.373.9633
cpruyn@deltaskymag.com

Despegando
Caryn Tanis
305.234.0005
ctanis@deltaskymag.com
 

City and Regional Profiles
Marsha Hedlund
612.373.9602
mhedlund@deltaskymag.com

Helen McNeil
612.336.9286
hmcneil@deltaskymag.com

INTERNATIONAL SALES 
REPRESENTATIVES

Director of International Sales
Marialice Harwood
612.750.1978
mharwood@deltaskymag.com

Canada
Allan Bedard
416.679.9600
abedard@impactmedia.ca

India
Rachna Gulati
rachna.gulati@publicitas.com

Korea
Joane Lee
dbi@doobee.com

Germany
Wolfgang Jaeger
w.jaeger@imv-media.com

Japan
Hiroko Minato
hiroko.minato@publicitas.com

United Kingdom
Seraphine Money
s.money@imm-international.com

Greece, Cyprus & Turkey
Nikos Karambinis
n.karambinis@impact-media.gr

Caribbean, Mexico, Latin 
America
Caryn Tanis
ctanis@deltaskymag.com

Lourdes Carranza
lcarranza@deltaskymag.com

France
Virginie Aarab
v.aarab@imm-france.com

FOR INFORMATION ON 
ADVERTISING

Mary Beth Hachiya
612.313.1788
advertising@deltaskymag.com

Contacts

CONTACTS
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MK_EH


