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Thank you for your interest in Wine Spectator magazine. 

Published 15 times per year, Wine Spectator offers an exciting, insider’s view of the good life, including fine 
dining, wine, travel and entertainment. With 3.0+ million readers (MRI), Wine Spectator reaches business 
leaders, trendsetters, epicureans and connoisseurs. Our readership also comprises the multibillion-dollar wine 
and spirits industry.

Wine Spectator ranked No. 1 among consumer and business publications for the second year in a row accord-
ing to Luxury Institute’s 2007 survey. Wine Spectator finished first among 34 consumer publications, includ-
ing the likes of Vanity Fair, Town and Country and Robb Report. The magazine ranked first overall among 
consumer publications by “executing the fundamentals of subject matter expertise, content relevance and 
helpfulness, appropriateness of advertising, and superior production quality extraordinarily well,” according to 
the Luxury Institute. www.luxuryinstitute.com

Consumer readers who participated in the recent Luxury Brand Status Index Survey* had this to say about        
Wine Spectator:  

“It is the industry benchmark.” 

“I consider it the foremost guide to its subject matter.”

“Comprehensive research and findings not found anywhere else.”

“ … fantastic recipes, articles and photography … ”

“ … great recommendations for wines at all price levels, and great travel recommendations too … ” 

“Sets the standard worldwide.”

Readership Loyalty (Subscriber Study):
➣ 82% of all subscribers read the last 4 issues, spending at least 1 hour on each 

➣ 89% save back issues 

➣ 93% indicated they would definitely renew

Our readers are influencers and brand ambassadors not only for wine, but for the luxury products they enjoy and 
consume. To put it simply, those who enjoy wine and spirits, food, travel and the good life read Wine Spectator. 

The Wine Spectator team looks forward to working with you on a cross platform plan, both in print and on 
WineSpectator.com. To talk with us and execute your strategic marketing plan, please call 212-684-4224.  
 
Best regards,

Miriam Morgenstern / mmorgenstern@mshanken.com 
Vice President, Associate Publisher
Tel: 212-684-4224 

* The Luxury survey, conducted online, consists of a national sample of wealthy American consumers  
with an average income of $293,000 and an average net worth of $2.9 million.



Wine Spectator Ranks #1 in Luxury Brand Status Index

Overall Luxury Brand Status Index

The Luxury Survey, conducted online, consists of a national sample of wealthy American consumers with an average income of $293,000 and an average net worth of $2.9 million.
The Luxury Institute ranks WINE SPECTATOR NUMBER 1 OUT OF 34 PUBLICATIONS BASED ON RESPONSES FROM HIGH-NET WORTH CONSUMERS  IN THE LUXURY STUDY 2 YEARS IN A ROW
(2007 and 2008).The Luxury Institute is the most respected research company in the U.S. that measures the pulse of the high net worth consumer. This is provided so that companies
across all different industries can market more effectively to the affluent consumer.
Source: Luxury Brand Status Index, Consumer Publications 2008. The Luxury Institute LLC.
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a sampling of Wine Spectator’s  
luxury advertisers
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5 very good reasons to 
advertise in Wine Spectator
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profile of our readers
Mendelsohn Affluent Study 2011
HHI $100,000+

Total Audience:  759,000

gender / Marital StatuS 
Male 56%

Female 44%

Married 81%

age 
21+ 100%

25–54 58%

35–64 73%

Median Age 49

 

HH & aSSet ValueS 
HHI $100,000+ 100%

Median HHI $177,039

Median: Value of Financial Accounts  $1,112,736 
Plus Real Estate (all assets)

 

education & occupation 
Any Top Management/ 45% 
Chief Officer Title/Professional

College Degree+ 99%

 

property & real eState 
Own Home 91%

Value of Principal Residence $250,000+ 77%

paSSionS, HobbieS, intereStS & traVel
Own a Valid Passport 77%

Average Vacations per Year 5

Take a Cruise or Trip/Vacation 91%

Average Business Trips per Year 13

Travel Within the U.S. in Past Year”  75%

Travel Outside the U.S. in Past 3 Years 71%

Attends Live Theater 70%

Visits Museums 69%

Spent $2K on Apparel & Accessories in the Past Year 86%

Owns / Leases 2+ Vehicles 85%

entertainment and epicurean

$2,000 on Leisure, Entertainment, and Dining 77%

Have Wine Cellar / Refrigerator 53%

Entertains At Home 1+ Times Per Month 55%

Attends Wine/Food Tastings/Festivals 73%

Had any glasses of wine in past week 78%

Willing to Spend More for Gourmet Food 61%

Like to Try New Foods 83%

Enjoy Trying New Recipes 70%

Enjoy Eating Foreign Cuisines 70%

Mendelsohn Affluent Study 2011 , Heads of Household, $100,000+ 
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MRI Spring 2011 Survey
HHI $100,000+

All numbers HHI $100,000+ except total audience and RPC (no income) 

Total Audience 3,021,000

Readers Per Copy 7.91

gender / Marital StatuS 
Male 56%

Female 44%

Married 75%

age 
21+ 100%

25-54 64%

35-64 75%

Median Age 49

HouSeHold incoMe 
Median HHI $159,549

HHI $150,000+ 54%

HHI $200,000+ 33%

Mean Respondent Income $102,925 

ProPerty & real eState
Owns Home 90%

Own Home $200,000+ 76%

Own Home $400,000+ 45%

education & occuPation
Attended College+ 94%

College Degree+ 71%

Managerial/Professional 50%

Fin/Acct/Eng/GenMgmt 47%



Lufthansa      & Moët Hennessy Event 

Wine SpectatorWine SpectatorW  and ine Spectator and ine Spectator The Park Hyatt hotel hosted a wine tasting led by the 
Director of Wine Education, Seth Box, from Moët Hennessy USA. This 

event was for Lufthansa’s most elite fliers. The wines tasted were: Cloudy Bay 
Sauvignon Blanc, Livio Felluga Pinot Grigio, Newton The Puzzle, Terrazas de los 
Andes and Cheval des Andes. 

Feast with Famous Faces 

Celebrity chefs created a culinary experience where soap opera stars and 
New York newscasters mingled all night. The event, highlights of which 

made the 11pm news, benefited the Center for Hearing and Communication 
in New York City. Sponsors from Wine Spectator included Wine Spectator included Wine Spectator Stella Artois, 
Sud de France, Sandeman Port and American Airlines. 

& Palm Bay International Event 

Wine SpectatorWine SpectatorW  and the Liberty Hotel created a “one of a kind” food and ine Spectator and the Liberty Hotel created a “one of a kind” food and ine Spectator
wine pairing for Wwine pairing for W American Airlines platinum passengers. Guests were 

treated to wines from Palm Bay International in the Presidential Suite, over-
looking Boston. The chef created a memorable and outstanding array of dishes 
to complement Ferrari Brut Sparkling, Santa Rita Medalla Real Sauvignon 
Blanc, Planeta Chardonnay, Salentein Reserve Malbec and Jean-Luc Colombo 
Cornas Les Ruchets.

Sonoma Wine Weekend 

A three-day wine, food and auction extravaganza. Wine Spectator sponsored Wine Spectator sponsored Wine Spectator
the Sonoma Valley Harvest Wine Auction at Cline Cellars on Sunday. While 

Wine Spectator hosted the tent and  auction, Wine Spectator hosted the tent and  auction, Wine Spectator Cigar Aficionado threw a party for 
all winning bidders. Our sponsors included Brix Chocolate, A. Turrent Cigars, 
Premium Port, Ana Tzarev Gallery, Crushpad and Cardinal Mendoza.

Cellar Promotions
ProMoTIonS & evenTS wITH oUr PArTnerS

vISIT US AT wIneSPeCTATor.CoM
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tweetable truths about magazines
12 facts that showcase magazine vitality, in 140 characters or less
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engagement with Wine Spectator
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n	 Jan/Feb 2012

n	 March 31, 2012

n	 April 30, 2012

n	 May 31, 2012

n	 June 15, 2012

n	 June 30, 2012

n	 July 31, 2012

n	 August 31, 2012

n	 September 30, 2012

n	 October 15, 2012

n	 October 31, 2012

n	 November 15, 2012

n	 November 30, 2012

n	 December 15, 2012

n	 December 31, 2012

n	 December 20, 2011

n	 January 17, 2012

n	 February 14, 2012

n	 March 13, 2012

n	 April 10, 2012

n	 April 24, 2012

n	 May 15, 2012

n	 June 12, 2012

n	 July 10, 2012

n	 August 7, 2012

n	 August 21, 2012

n	 September 11, 2012

n	 September 25, 2012

n	 October 9, 2012

n	 October 23, 2012

n	 December 23, 2011

n	 January 20, 2012

n	 February 17, 2012

n	 March 16, 2012

n	 April 13, 2012

n	 April 27, 2012

n	 May 18, 2012

n	 June 15, 2012

n	 July 13, 2012

n	 August 10, 2012

n	 August 24, 2012

n	 September 14, 2012

n	 September 28, 2012

n	 October 12, 2012

n	 October 26, 2012

n	 January 11, 2012

n	 February 8, 2012

n	 March 7, 2012

n	 April 4, 2012

n	 May 2, 2012

n	 May 16, 2012

n	 June 2, 2012

n	 July 3, 2012

n	 August 1, 2012

n	 August 29, 2012

n	 September 12, 2012

n	 October 3, 2012

n	 October 17, 2012

n	 October 31, 2012

n	 November 14, 2012

n	 January 31, 2012

n	 February 28, 2012

n	 March 27, 2012

n	 April 24, 2012

n	 May 22, 2012

n	 June 5, 2012

n	 June 26, 2012

n	 July 24, 2012

n	 August 21, 2012

n	 September 18, 2012

n	 October 2, 2012

n	 October 23, 2012

n	 November 6, 2012

n	 November 20 , 2012

n	 December 4, 2012

Please contact the advertising department with any questions: (212) 684-4224.

Space extension: tbailey@mshanken.com

Material extension: cplouffe@mshanken.com

2012 issue dates and deadlines

Cover Date SpaCe CloSe Material Due
SubSCriber 
Mail Date

NewSStaND  
oN-Sale Date
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Printing
Web Offset (SWOP)

Binding: Perfect Bound

Publication Trim Size: 9.875" x 13"

Digital File SPeciFicationS
PDF/X-1a
n PDF/X1a file (Only one ad per file)

n Images must be CMYK or Grayscale TIFF or EPS  
 prepared for the SWOP3 color environment 

n Total Area Coverage for CMYK color builds should 
 not exceed 300%

Delivery oF aD Material
Digital files uploaded to our ad portal 
http://mshanken.SendMyAd.com 
(uploading tutorial available on site)

Advertising material will be retained for one year, unless 
return is specifically requested. M. Shanken Communications 
is not responsible for keeping material beyond one year.

Mechanical SPeciFicationS

ad Size: Width Depth

Trim 9.875"  x  13"

Spread Bleed 20"  x  13.25"

Spread Trim 19.75"  x  13"

Spread Safety 19.25"  x  12.5"

Full Page Bleed 10.125"  x  13.25"

Full Page Safety 9.375"  x  12.5"

Full Page Non-Bleed 8.875"  x  12"

2/3 Page Vertical 6"  x  11.25"

1/2 Junior Page 6"  x  7.5"

1/2 Page Horizontal 9"  x  5.625"

1/3 Page Vertical 3"  x  11.25"

1/3 Page Horizontal 6"  x  5.625"

1/6 Page Vertical 3"  x  5.625"

1/6 Page Horizontal 6"  x  3.75"

insert Specifications: 

tipped inserts

Mailable Minimum Size 3.5" x 5"

Non-Mailable Minimum Size 3.5" x 3.5"

Maximum Size 9" x 12"

Blow-in inserts

Minimum Size 3.5" x 4.25"

Maximum Size 5.5" x 6.25"

Minimum Paper Stock 60#

Bind-in inserts

Minimum Size 4" x 6"

Maximum Size: 10.125" x 13.375"

Jogs To Foot .1875" Trim

Scuff .375"

Perf .625" (Scuff + .25" To Perf)

Multi-Page inserts

Minimum Size 4" x 5"

Maximum Size 10.125" X 13.375"

Head/Foot Trim .1875"

Magna Strip Required for 8 Pages or More

Note: All inserts must be delivered cartoned and identified 
with name of advertiser, publication and issue date.

For Further inForMation
Go to mshanken.com, or contact:

Connie McGilvray
cmcgilvray@mshanken.com
tel: 212-481-8610 x344

Carolyn Plouffé
cplouffe@mshanken.com
tel: 212-481-8610 x365

SWOP® is a registered trademark of SWOP, Inc.

production specifications
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copy and contract requirements




