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Coldwell Banker Global Luxury® is one of the most 

respected names in luxury because we provide 

our Luxury Property Specialists with a competitive 

advantage for marketing and selling the world’s finest 

homes. 

One distinct advantage is the comprehensive 

advertising program we offer to Luxury Property 

Specialists. From new partnerships to an enhanced 

digital package, the 2018 program is designed to give 

you elite access to a robust portfolio of partner print 

and digital media opportunities — so you can present 

your most prestigious listings on the world stage in 

the most targeted way possible. Your elite status as 

a Luxury Property Specialist also opens the door to a 

range of exclusive offerings, including pre-negotiated 

rates for top-tier print and digital publications that cater 

to an affluent audience. 

I invite you to unlock the power of the Coldwell Banker 

Global Luxury program for your luxury marketing, and 

all our special connections and partnerships stationed 

around the globe. When expertise and powerful 

relationships combine, the extraordinary is possible.

Sincerely, 

Craig Hogan
Vice President of Luxury
Coldwell Banker Real Estate LLC
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For decades, Coldwell Banker Real Estate 

LLC has been committed to elevating 

luxury real estate marketing and advancing 

the affluent lifestyle through the Coldwell Banker 

Global LuxurySM program. Through its proprietary 

publication — Homes & Estates — the Coldwell 

Banker Global Luxury program strives to deliver 

an insider’s perspective on luxury real estate, design 

and lifestyle while reaching the most influential 

players in the high-end marketplace today.
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“The entire upper level of the residence con-

tains a stunning master bedroom suite with a luxu-

rious master bath overlooking the bay. The private 

master study is only steps away from the master 

bedroom and is uniquely designed to capture the 

essence of bayfront living,” Koy adds. Both levels 

offer terraces, which exemplify the Florida lifestyle 

and free-flowing and easy movement from indoor to 

outdoor living. Other features include a gazebo with 

a fireplace, an outdoor kitchen overlooking Sarasota 

Bay, and a guest bedroom with an outside entry, all 

with deeded beach access on a nearly 1-acre lot.

K
nown for being central to “where 

design and function flow in concert 

with the beauty of Longboat Key 

and Sarasota Bay,” Acqua Vita is a 

stunning, new construction estate 

coined as the “Water of Life.” The residence was 

built “with the idea that today’s buyers are attract-

ed to new construction in the luxury market,” ac-

cording to Coldwell Banker Residential Real Estate 

Agent Lynne Koy. “There is not much to choose 

from that is new over $5 million in the Sarasota/

Manatee market,” says Koy, affirming the exclusivity 

and uniqueness of this residence, which is sure to 

entice buyers. 

Everything in this home, both inside and out, 

caters to the luxury waterfront lifestyle, never letting 

you forget the awe of living on the water’s edge. “The 

architecture takes its interior and exterior cues from 

the Gulf front estate homes of Palm Beach, but with 

the Coastal Contemporary feel that is so important 

to today’s buyers,” Koy notes. Some of these cues 

exist within the walls of the home, where there is a 

24-foot diameter great room with panoramic views 

of Sarasota Bay, as well as an adjacent wine cellar. 

A Revival 
by Water

BY KRISTEN ORDONEZ

SOUTHEAST SPOTLIGHT

Acqua Vita

5050 Gulf of Mexico Drive

Longboat Key, FL

5 bedrooms, 7 baths

$8,400,000

Represented by: Lynne Koy

Coldwell Banker Residential Real Estate

941.387.1803

lkoy@coldwellbanker.com

Built by Richard Perrone of Perrone Construction 

and architect Clifford Scholz in 2016, Acqua Vita 

was reintroduced to the public at a grand opening 

event in February, where 200 guests attended and 

brought a sense of rejuvenation into the home. 

“This amazing residence not only showcased 

its elegant design and style, but demonstrated how 

this home can take on a life of its own,” says Koy, 

“with guests spilling out onto the terraces, mov-

ing up the winding stairway to the master level or 

having conversations by the pool.” This liveliness 

undoubtedly stems from the property’s roots in the 

area of Longboat Key, home to amenities like The 

Longboat Key Club, which offers golf, tennis and 

5 restaurants, as well as a private marina, to its 

members.

Overall, Koy affirms that those drawn to the 

home are bound to discover how this property ex-

udes feelings of both serenity and vivacity. “[Buyers] 

have earned the right to expect the best and they 

recognize that form and function have created this 

masterpiece. They have busy lives and they are 

looking for lifestyle and elegance without the hassle 

of building,” Koy says. 
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B illiards has been enjoyed for centuries, 

and craftsmen have been applying 

their artistic expressions to it since the 

game’s inception. Catering to luxury 

homeowners are elite manufacturers 

who can customize tables to suit any architectural 

style and transform a game table into a world-class 

piece of décor.  
Brian Maier, owner of Lincoln, Nebraska’s 

Generation Billiards, reports luxury buyers 

frequently look for tables that reflect their homes’ 

architecture. A timbered villa in Park City or Aspen, 

for instance, is a good candidate for a rustic log table, 

while sleek glass tables suit modernist homes with 

expansive windows. “When people spend $10 million 

or more for a home, they want a pool table that’s 

just as distinctive,” states Maier, whose company can 

customize any feature of the table. For example, a 

client may request that the sights (those small inlaid 

markers along the side rails that are typically made 

of bone or mother-of-pearl) be replaced with 24-carat 

gold or diamonds.  Blatt Billiards co-owner Steve Roeder, 

whose family has operated the venerable New York 

firm for 70 years, reports that transitional and modern 

tables now dominate the market, but there is always 

demand for restorations of antique tables and re-cre-

ations of ornately designed vintage pieces. “We’re one 

of the few places that still makes tables old world-

style, entirely handcrafted and hand-carved,” says 

Roeder, who reports selling a restored antique pool 

table for more than $400,000. A traditionally inspired, 

gold leaf-embellished model is priced at $125,000, 

and by partnering with marble carvers in Italy — the 

stone reportedly comes from the same quarries  

Michelangelo favored — Blatt produces marble tables 

priced from $50,000. At Elevate Customs, a Southern California 

producer of sleek contemporary pool, table tennis 

and shuffleboard tables, products are customized 

Luxury in the        Corner Pocket
BY ROGER GRODY

to clients’ whims. Co-owners Lorraine Spektor and 

Marianna Lummer, sisters with a background in  

interior design, were convinced of an untapped niche 

market for luxury game tables. “We wanted to take 

the industry to the next level, so that the work of high-

end interior designers would not be compromised by 

standard issue tables,” explains Spektor, who reports 

every product is made to order. “Besides our styles 

and craftsmanship, what sets us apart are the rela-

tionships we build, which are personalized at every 

level,” adds Lummer, noting Elevate Customs works 

closely with customers and designers to achieve 

the right aesthetics. Currently, the firm is finishing a 

$68,000 pool table from its Luge series, customized 

with red suede legs, carbon fiber inlays and discretely 

placed LED lighting that illuminates both the playing 

surface and pockets. Florida’s Hurricane Custom Billiards is a 

high-end manufacturer that creates unique contem-

porary tables — all built to order, no two are exactly 

A traditionally themed table from Blatt Billiards 

is generously embellished in gold leaf.

PHOTO COURTESY BLATT BILLIARDS

alike — that exhibit a masculine industrial aesthetic 

and keen attention to detail. Owner Lee Benson, a 

former architect and furniture designer, states, “A pool 

table is a gigantic piece of furniture sitting in your 

room, so it should be a conversation piece as well 

as a game piece.” The ultimate addition to any man 

cave is Hurricane’s audacious Force 12 model (base 

price $42,650), inspired by the engineering found in 

suspension bridges. From Australia’s Elite Innovations, a leader 

in sleek all-glass tables, is the X-1 Everest table, an 

ultra-modern showpiece priced at $97,000. With its 

transparent playing surface (a material that replicates 

the dynamics of traditional felt) and glass supports, it 

appears to be floating in air and is therefore an ide-

al complement to contemporary glass-ensconced 

homes or high-rise penthouses. While the clear sur-

face is stunning without adornment, a luxury dealer 

like Generation Billiards can customize these tables 

with family crests, team logos or even photographs.

Wisconsin-based McDermott Cue, which 

manufactures handcrafted cues featuring intricate 

inlays of tropical woods, abalone or brass, once 

produced a hand-engraved, precious metal- and 

gem-embellished fantasy cue that sold for an aston-

ishing $150,000. More representative of the compa-

ny’s high-end sticks is its Enhanced 2018 Cue of the 

Year ($1,999) whose handle includes ornate detailing 

of maple, abalone, turquoise, and pewter. “Our prod-

ucts stand out because of our materials, the designs 

we’re able to achieve and our manufacturing capa-

bilities,” says owner Greg Knight. 
You can’t shoot pool in the dark, and a contem-

porary table demands a statement piece to illuminate 

the playing surface. Designer Kevin Kolanowski of Los 

Angeles-based Fuse Lighting uses semiprecious 

stones to give his lighting fixtures extra aesthetic watt-

age. His Cambridge chandelier (starting at $10,000) 

is designed specifically for pool tables, with five glass 

shades offered in a wide range of colors. 

Rack ‘em UpBlatt Billiards www.blattbilliards.comElevate Customs www.elevatecustoms.com
Elite Innovations www.eliteinnovations.com

Fuse Lighting www.fuselighting.comGeneration Billiards www.generationbilliards.com
Hurricane Custom Billiards
 www.hurricanebilliards.com

McDermott Cue www.mcdermottcue.com

The X1-Everest table from Elite Innovations  

is a seductive study in glass.
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Coldwell Banker® is committed to elevating luxury real estate 
marketing and advancing the affluent lifestyle through the 
Coldwell Banker Global Luxury® program. Through its proprietary 
publication — Homes & Estates — the Coldwell Banker Global 
Luxury program strives to deliver an insider’s perspective on 
luxury real estate, design and lifestyle while reaching the most 
influential players in the high-end marketplace today.

HOMES & ESTATES 
The Worldwide & Digest (WSJ Supplement) Editions
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HOMES & ESTATES | WORLDWIDE 
Two Publications, One Price

E D I T O R I A L  P R O F I L E

Published by Coldwell Banker Real Estate LLC through the 
Coldwell Banker Global Luxury® program, Homes & Estates 
offers stories of lifestyle inspiration in a visually stunning printed 
format—fabulous art, amazing architecture, extraordinary 
homes, elegant furnishings and must-see destinations for travel 
and living. Interviews range from acclaimed interior designers to 
world-renowned architects and insiders of the art and fashion 
worlds.

A U D I E N C E

Homes & Estates magazine is targeted to the most successful 
people in the world. They are high achievers, driven and financially 
successful; and they prefer to work with an established, globally 
recognized brand and seasoned network of independent sales 
associates who are among the top in their field. Our readers have 
a passionate interest in—and a high level of influence on—the 
trends, styles and attitudes that shape the modern luxury lifestyle.

D I S T R I B U T I O N 1

PRINT
60,000 standalone copies of Homes & Estates are distributed 
through multiple channels to provide targeted reach to an affluent 
international audience.

• Placement on select newsstands in the U.S., Canada, Mexico, 
Europe, Asia, the Middle East, Australia and South America

• Direct mail to ultra high net worth (UHNW) individuals, 
including the Wealth Engine Demi-Billionaire list and top clients 
of Coldwell Banker sales associates

• Distribution to Coldwell Banker offices worldwide
• Placement in first-class/member airport lounges serving 

nearly 30 international airlines including British Airways, Virgin 
Atlantic, Air France, Swiss Air, SAS, Lufthansa, Emirates, El Al, 
Cathay Pacific, Air China, Air India, and Japan Airlines

In addition, the entire Homes & Estates magazine is inserted into 
the subsequent issue of Unique Homes magazine, which has 
a readership of 100,000+ representing more than 80 countries 
worldwide.

DIGITAL
50,000+ digital editions sent to subscribers of the Coldwell 
Banker Global Luxury blog. The digital Homes & Estates also 
appears in the digital edition of Unique Homes, which can be 
found at UniqueHomes.com.

READER DEMOGRAPHICS
• UHNW individuals with a minimum property value of 

$2 million and $25 million net worth2

• Unique Homes readership (average reader has net worth of 
$4.5 million)

• Coldwell Banker® independent sales associates and their 
clients

• Subscribers to the Coldwell Banker Global Luxury blog

© 2018 Coldwell Banker Real Estate LLC. All Rights Reserved. Coldwell Banker Real Estate LLC fully supports the principles of the Fair Housing Act and the Equal Opportunity Act. Each 
Office is Independently Owned and Operated. Coldwell Banker, the Coldwell Banker logo, Coldwell Banker Global Luxury and the Coldwell Banker Global Luxury logo are registered 
service marks owned by Coldwell Banker Real Estate LLC. Each sales representative and broker is responsible for complying with any consumer disclosure laws or regulations.

Two issues of the international edition of Homes & estates magazine 
are published annually, in April and October.

EDITORIAL PROFILE 
Published by Coldwell Banker Real Estate LLC through the Coldwell Banker Global Luxury 
program, Homes & Estates offers stories of lifestyle inspiration in a visually stunning printed 
format—fabulous art, amazing architecture, extraordinary homes, elegant furnishings 
and must-see destinations for travel and living. Interviews range from acclaimed interior 
designers to world-renowned architects and insiders of the art and fashion worlds. 

AUDIENCE 
Homes & Estates magazine is targeted to the most successful people in the world. They are 
high achievers, driven and financially successful; and they prefer to work with an
established, globally recognized brand and seasoned network of independent sales 
associates who are among the top in their field. Our readers have a passionate interest 
in—and a high level of influence on—the trends, styles and attitudes that shape the modern 
luxury lifestyle.

DISTRIBUTION1

Print
60,000 standalone copies of Homes & Estates are distributed through multiple channels to 
provide targeted reach to an affluent international audience. 

 • Placement on select newsstands in the U.S., Canada, Mexico, Europe, Asia, the  
  Middle East, Australia and South America. 
 • Direct mail to ultra high net worth (UHNW) individuals, including the Wealth Engine  
  Demi-Billionaire list and top clients of Coldwell Banker sales associates.
 • Distribution to Coldwell Banker offices worldwide.
 • Placement in first-class/member airport lounges serving nearly 30 international airlines  
  including British Airways, Virgin Atlantic, Air France, Swiss Air, SAS, Lufthansa,  
  Emirates, El Al, Cathay Pacific, Air China, Air India, and Japan Airlines.

In addition, the entire Homes & Estates magazine is inserted into the subsequent issue of 
Unique Homes magazine, which has a readership of 100,000+ representing more than 80 
countries worldwide.

Digital
 • 50,000+ digital editions sent to subscribers of the Coldwell Banker Global Luxury blog. 
   The digital Homes & Estates also appears in the digital edition of Unique Homes, which  
  can be found on UniqueHomes.com.

READER DEMOGRAPHICS 
 • UHNW individuals with a minimum property value of $2 million and $25 million net worth2

 • Unique Homes readership (average reader has net worth of $4.5 million)
 • Coldwell Banker independent sales associates and their clients
 • Subscribers to the Coldwell Banker Global Luxury blog

SPRING 2018
Materials Due – February 20
Publish – April 10 

FALL 2018
Materials Due – August 14
Publish – October 2 

1Distribution subject to change at publisher’s discretion.   2Data provided by Wealth Engine.

HOMES & ESTATES, International Edition 
Two Publications, One Price

ADVERTISING RATES

Full-page
$1,995

Half-page
$999

Quarter-page
$549

Contact:
Bruce Griset
888-928-9020; 919-928-9020
bgriset@uniquehomes.com

2018 Production Schedule

1Distribution subject to change at publisher’s discretion. 
2Data provided by WealthEngine.

2018 PUBLICATION DATES

ISSUE ORDERING 
BEGINS

MATERIALS 
DUE

PUBLISHING 
DATE

Spring 2108 February 1 February 20 April 10

Fall 2018 July 16 August 14 October 2

ADVERTISING RATES
Full-page - $1,995 
Half-page - $999 
Quarter-page - $549

ADVERTISING INQUIRIES:

Bruce Griset, Director of Sales | 888.928.9020 or 919.928.9020 | bgriset@uniquehomes.com

To place and order: go to AdvertisingCB on your intranet 
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HOMES & ESTATES | DIGEST (WSJ SUPPLEMENT) 
Partnering with The Wall Street Journal & WealthEngine to Target Highly Affluent

E D I T O R I A L  P R O F I L E

Published by Coldwell Banker Real Estate LLC through the 
Coldwell Banker Global Luxury® program, the Homes & Estates| 
Digest, also known as The Wall Street Journal Supplement, 
includes feature stories on luxury lifestyle attributes as well 
as magnificent properties offered by Coldwell Banker sales 
associates as part of the Coldwell Banker Global Luxury 
marketing program.

A U D I E N C E

Like the Homes & Estates | Worldwide Edition, the Homes 
& Estates | Digest is targeted to a readership that is highly 
motivated and truly affluent. Through partnerships with The Wall 
Street Journal and Wealth Engine, the Homes & Estates | Digest  
is able to be placed in the hands of those with the means to 
purchase the properties featured in the magazine.

D I S T R I B U T I O N 1

PRINT
80,000 copies of the Homes & Estates supplement are distributed 
through multiple channels to provide targeted reach to an affluent 
audience.

• Insertion into the Friday edition of the Wall Street Journal, which 
features the popular

• “Mansion” section, in the following metro areas: Boston, New 
York, Chicago, Miami, Los Angeles, Santa Barbara, Orange 
County, San Diego, and San Francisco.

• Direct mail to Wealth Engine’s Demi-Billionare List. It represents 
those with at least $500 million in net worth who own, on 
average, 19 homes!

• Additional direct mail to ultra high net worth (UHNW) individuals, 
including top clients of Coldwell Banker sales associates.

• Distribution to Coldwell Banker offices throughout the United 
States.

DIGITAL
50,000+ digital editions of the Supplement are sent to subscribers 
of the Coldwell Banker Global Luxury blog. It also appears on 
UniqueHomes.com.

READER DEMOGRAPHICS
• UHNW individuals with a minimum property value of $2 million 

and $25 million net worth2

• Wall Street Journal readership (average reader has net worth 
of $1.957 million; average household income of $288,346)

• Coldwell Banker independent sales associates and their 
clients

• Subscribers to the Coldwell Banker Global Luxury blog

© 2018 Coldwell Banker Real Estate LLC. All Rights Reserved. Coldwell Banker Real Estate LLC fully supports the principles of the Fair Housing Act and the Equal Opportunity Act. Each 
Office is Independently Owned and Operated. Coldwell Banker, the Coldwell Banker logo, Coldwell Banker Global Luxury and the Coldwell Banker Global Luxury logo are registered 
service marks owned by Coldwell Banker Real Estate LLC. Each sales representative and broker is responsible for complying with any consumer disclosure laws or regulations.

Two issues of the Homes & Estates Supplement are published annually, 
in January and July.

EDITORIAL PROFILE 
Published by Coldwell Banker Real Estate LLC through the Coldwell Banker Global Luxury 
program, the Homes & Estates Supplement includes feature stories on luxury lifestyle 
attributes as well as magnificent properties offered by Coldwell Banker sales associates as 
part of the Coldwell Banker Global Luxury marketing program. 

AUDIENCE
Like the Homes & Estates International Edition, the Homes & Estates Supplement is 
targeted to a readership that is highly motivated and truly affluent. Through partnerships with 
the Wall Street Journal and Wealth Engine, the Homes & Estates Supplement is able to 
be placed in the hands of those with the means to purchase the properties featured in the 
magazine.

DISTRIBUTION 
Print
80,000 copies of the Homes & Estates Supplement are distributed through multiple 
channels to provide targeted reach to an affluent audience. 

• Insertion into the Friday edition of the Wall Street Journal, which features the popular  
 “Mansion” section, in the following metro areas: Boston, New York, Chicago, Miami, Los  
 Angeles, Santa Barbara, Orange County, San Diego, and San Francisco.

• Direct mail to Wealth Engine’s Demi-Billionare List. It represents those with at least $500  
 million in net worth who own, on average, 19 homes!

• Additional direct mail to ultra high net worth (UHNW) individuals, including top clients of  
 Coldwell Banker sales associates.

• Distribution to Coldwell Banker offices throughout the United States.

Digital
 • 50,000+ digital editions of the Supplement are sent to subscribers of the Coldwell  
  Banker Global Luxury blog. It also appears on UniqueHomes.com.

READER DEMOGRAPHICS 
 • UHNW individuals with a minimum property value of $2 million and $25 million net worth2

 • Wall Street Journal readership (average reader has net worth of $1.957 million; average  
  household income of $288,346)
 • Coldwell Banker independent sales associates and their clients
 • Subscribers to the Coldwell Banker Global Luxury blog

ADVERTISING RATES

Full-page
$1,595

Half-page
$799

Quarter-page
$450

Contact:
Bruce Griset
888-928-9020; 919-928-9020
bgriset@uniquehomes.com

The HOMES & ESTATES Supplement
Partnering with The Wall Street Journal & Wealth Engine to Target the Highly Affluent

SUMMER 2018
Materials Due - June 8
Distribution Begins - July 13
WSJ Insertion - July 27

WINTER 2019
Materials Due - December 10
Distribution Begins - January 14, 2019
WSJ Insertion - January 25, 2019

1Distribution subject to change at publisher’s discretion.   2Data provided by Wealth Engine.

2018 Production Schedule

2018 PUBLICATION DATES

ISSUE WSJ 
INSERTION

MATERIALS 
DUE

PUBLISHING 
DATE

Summer 2018 July 27 June 8 July 13

Winter 2019 January 26 
2019 December 10 January 14, 

2019

1Distribution subject to change at publisher’s discretion. 
2Data provided by WealthEngine.

ADVERTISING 
RATES
Full-page - $1,595 
Half-page - $799 
Quarter-page - $450

ADVERTISING INQUIRIES:

Bruce Griset, Director of Sales | 888.928.9020 or 919.928.9020 | bgriset@uniquehomes.com

To place and order: go to AdvertisingCB on your intranet



World-ClaSS expoSure for a World-ClaSS properTy

Having your exceptional listing featured on the cover of 
Homes & Estates will not only impress your seller, it will provide 
an unparalleled level of exposure for you and your listing in print, 
online and through social media.

The cover package includes:
• Your listing’s image on the cover of one issue.
• A 2-page editorial on the property far-forward in the magazine.
• Mention in the Table of Contents.
• 200 copies mailed to your supplied list.
• 25 copies sent directly to you.
• A feature story on the Coldwell Banker Global Luxury blog.
• Promotion of your property via Coldwell Banker’s extensive  
 social media channels.
• A press release sent to the media.

Investment—
Homes & Estates International Edition 
$7,500

Homes & Estates Wall Street Journal 
Supplement 
$4,500

If you would like your cover property editorial to 
be longer than 2 pages, additional edit pages 
are available at $1,000 each.

COVER PACKAGE 2018
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HOMES & ESTATES 
COVER PACKAGE 2018

W O R L D - C L A S S  E X P O S U R E 

F O R  A  W O R L D - C L A S S  P R O P E R T Y

Having your exceptional listing featured on the cover of Homes 
& Estates will not only impress your seller, it will provide an 
unparalleled level of exposure for you and your listing in print, 
online and through social media.

The cover package includes:

• Your listing’s image on the cover of one issue
• A 2-page editorial on the property far-forward in the magazine
• Mention in the Table of Contents
• 200 copies mailed to your supplied list
• 25 copies sent directly to you
• A feature story on the Coldwell Banker Global Luxury® blog
• Promotion of your property via Coldwell Banker’s extensive 

social media channels
• A press release sent to the media

INVESTMENT

Homes & Estates | Worldwide Edition 
$7,500

Homes & Estates | Digest (WSJ Supplement)  
$4,500

If you would like your cover property editorial to be 
longer than 2 pages, additional pages are available at 
$1,000 each.

ADVERTISING INQUIRIES:

Bruce Griset, Director of Sales | 888.928.9020 or 919.928.9020 | bgriset@uniquehomes.com



HOMES & ESTATES |                                        
MID-ATLANTIC COLLECTION

H O W  T O  PA R T I C I PAT E :

1. Anyone can order personalized copies whether or not 
you have Coldwell Banker Global Luxury® listings.

2. The minimum order is 100 personalized copies, and 
additional copies can be purchased in increments of 100.

3. If you have a Coldwell Banker Global Luxury listing, you 
can submit as many of these listing as you like for the 
publication when you order, based on space availability.

4. If you do not have a Coldwell Banker Global Luxury listing, 
you are still welcome to participate without submitting 
any properties.

Home & Estates | Mid-Atlantic Collection is a Coldwell Banker®  

proprietary luxury magazine that has both a personalized 
version and corporate version.

The personalized version includes an agent’s head shot and 
contact information on the cover, a personal introduction/biography 
page with multiple contact methods on the inside cover and return 
mailing address on the back cover. This publication is designed 
to help agents easily enhance their marketing efforts with cost-
effective, cutting-edge advertising. It is perfect for direct mailing, 
farming and open houses.

The corporate version is distributed to all Coldwell Banker 
Residential Brokerage offices throughout the Mid-Atlantic region, 
and a digital version is posted to ColdwellBankerHomes.com, 
which reaches buyers nationwide, and is promoted through 
social media.

2018 PUBLICATION DATES

ISSUE ORDERING 
BEGINS

ORDERING 
CLOSES

DISTRIBUTION 
DATE

Volume 1, 2018 January 2 February 2 April 2018

ORDERING INSTRUCTIONS

To place an order, visit your intranet through 
NRTGateway.com and click on the AdvertisingCB portal.

NOTE: High-resolution photography of at least 1.5 MB 
must be provided for each property, and headshots must 
be 300dpi.

Minimum quantity of 100 - Approximately $330 per 100 
($240 per 100 + $60 customization setup fee and sales tax).
Personalized versions include direct mail to agents' farming lists 
at no additional cost.

2018 RATES
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ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com
To place an order: go to AdvertisingCB on your intranet



LOCAL LUXURY PUBLICATIONS
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ANNAPOLIS HOME

Annapolis Home showcases the latest designs in landscaping, 
architecture, remodeling and interior design with a readership 
of more than 100,000, including direct mail to affluent 
homeowners and distribution to doctors’ offices, hospitals, 
salons, spas, boutiques and real estate offices throughout 
Anne Arundel, Queen Anne’s, Kent and Talbot counties.

Coldwell Banker Global Luxury® 11

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

May 15 February 26 April 11

July 15 April 27 June 11

September 15 June 29 August 10

November 15 August 27 October 10

ORDERING INSTRUCTIONS

To place an order for Annapolis Home, visit your intranet 
through NRTGateway.com and click on the AdvertisingCB 
portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

Full-color, 1/9th-page property ad is $400

2018 RATES

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



BALT IMORE MAGAZINE

Baltimore Magazine is an award-winning lifestyle publication 
providing the best of Baltimore since 1907. The longest-
standing city publication in America, the monthly magazine is 
the undisputed authority on living and enjoying Baltimore and 
the surrounding region.

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

May 1 February 5 March 21

June 1 March 9 April 23

July 1 April 10 May 23

August 1 May 3 June 14

September 1 June 11 July 24

ORDERING INSTRUCTIONS

To place an order for Baltimore Magazine, visit your intranet 
through NRTGateway.com and click on the AdvertisingCB 
portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

$400

2018 RATES

Coldwell Banker Global Luxury® 12

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



CAPITOL F ILE

CAPITOL FILE magazine shines a light on the complexities 
of our nation’s capital by delivering compelling, topical 
features and insightful columns from nationally recognized 
contributors, as well as smart events coverage and world-class 
photography. CAPITOL FILE provides the city’s most curious 
thinkers with an inside look at the spheres of influence—
politics, philanthropy, fashion, food—that power the world’s 
most influential metropolis. Published six times per year, 
CAPITOL FILE decodes and defines Greater Washington’s 
multifaceted, multicultural and always intelligent personality.

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

July 1 April 12 May 24

September 1 June 8 July 25

October 1 July 12 August 24

November 1 August 13 September 26

ORDERING INSTRUCTIONS

To place an order for Capitol File, visit your intranet through 
NRTGateway.com and click on the AdvertisingCB portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

$500

2018 RATES

Coldwell Banker Global Luxury® 13

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



DC MODERN LUXURY

Coldwell Banker Global Luxury® 14

ORDERING INSTRUCTIONS

To place an order for DC Modern Luxury, visit your intranet 
through NRTGateway.com and click on the AdvertisingCB 
portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

Full-color, 1/9th-page property ad is $550

2018 RATES

DC Modern Luxury magazine is the preeminent luxury lifestyle 
publication in the greater Washington, D.C. area, acting as the 
local authority on topics such as high-end retail, dining hot spots, 
design trends, and D.C.’s top tastemakers and personalities. 
Direct-mailed to luxury homes, hotels, high-end spas/salons and 
golf clubs in and around Washington, D.C., with a readership of 
more than 210,000.

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

April 1 January 31 February 21

May 1 February 11 March 27

September 1 June 11 July 25

October 1 June 29 August 9

November 1 August 10 September 25

December 1 September 10 October 24

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



THE WALL STREET JOURNAL | MANSION

Coldwell Banker Global Luxury® 15

Washington, D.C. | 6 bedrooms, 5 full and 1 half baths | $2,950,000 
Represented by: Marin Hagen & Sylvia Bergstrom Office: 202.333.6100/Direct: 202.257.2339 | Search DC9896007 on coldwellbankerluxury.com

The property information herein is derived from various sources that may include, but not be limited to, county records and the Multiple Listing Service, and it may include approximations. Although the information is believed to be accurate, it is not warranted and you should not rely upon it without personal verification. Real estate agents affiliated with Coldwell Banker Residential Brokerage are independent contractor agents 
and are not employees of the Company. ©2017 Coldwell Banker Residential Brokerage. All Rights Reserved. Coldwell Banker Residential Brokerage fully supports the principles of the Fair Housing Act and the Equal Opportunity Act. Operated by a subsidiary of NRT LLC. Coldwell Banker, the Coldwell Banker logo, Coldwell Banker Global Luxury and the Coldwell Banker Global Luxury logo are service marks registered or 
pending registrations owned by Coldwell Banker Real Estate LLC.   104899_4/17

OUR EXPERTISE IS LEGENDARY 

Since 1906, Coldwell Banker® has represented the world’s finest homes, including some of the most iconic properties in America. Market your distinctive residence with a name that 

stands the test of time. Contact a Coldwell Banker Global LuxurySM specialist today.

COLDWELLBANKERLUXURY.COM

ARNOLD, MARYLAND | $4,450,000 
7 bedrooms, 7 full and 3 half baths

Represented by: Day Weitzman 
Office: 410.263.8686/Direct: 410.353.0721 
Search AA8591145 on coldwellbankerluxury.com

OAKTON, VIRGINIA | $2,878,881 
6 bedrooms, 6 full and 3 half baths

Coldwell Banker Residential Brokerage  
Office: 703.938.5600 
Search FX8749886 on coldwellbankerluxury.com

WASHINGTON, D.C. | $2,779,000 
6 bedrooms, 4 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 202.333.6100 
Search DC9514865 on coldwellbankerluxury.com

WASHINGTON, D.C. | $2,675,000 
6 bedrooms, 6 full and 2 half baths

Coldwell Banker Residential Brokerage  
Office: 202.333.6100 
Search DC9817899 on coldwellbankerluxury.com

ANNAPOLIS, MARYLAND | $2,600,000 
4 bedrooms, 4 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 410.224.2200 
Search AA9836878 on coldwellbankerluxury.com

EASTON, MARYLAND | $2,499,000 
9 bedrooms, 5 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 202.333.6100 
Search TA9740390 on coldwellbankerluxury.com

ARNOLD, MARYLAND | $1,898,900 
5 bedrooms, 4 full and 1 half baths

Represented by: Day Weitzman 
Office: 410.263.8686/Direct: 410.353.0721 
Search AA9734390 on coldwellbankerluxury.com

BETHANY BEACH, DELAWARE | $1,857,000 
5 bedrooms, 5 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 302.539.1777 
Search 710986 on coldwellbankerluxury.com

WASHINGTON, D.C. | $1,695,000 
2 bedrooms and 2 full baths

Coldwell Banker Residential Brokerage  
Office: 202.333.6100 
Search DC9842974 on coldwellbankerluxury.com

AMBLER, PENNSYLVANIA | $1,650,000 
6 bedrooms, 7 full and 2 half baths

Represented by: Mary Ann Graboyes  
Office: 215.641.2727/Direct: 215.416.5969 
Search 6931085 on coldwellbankerluxury.com

BETHESDA, MARYLAND | $1,625,000 
6 bedrooms, 5 full and 2 half baths

Coldwell Banker Residential Brokerage  
Office: 301.718.0010 
Search MC9898133 on coldwellbankerluxury.com

WICOMICO CHURCH, VIRGINIA | $1,495,000 
4 bedrooms, 3 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 703.938.5600 
Search NV9754855 on coldwellbankerluxury.com

WASHINGTON, D.C. | $1,475,000 
3 bedrooms and 2 full baths

Coldwell Banker Residential Brokerage  
Office: 202.387.6180 
Search DC9897692 on coldwellbankerluxury.com

WASHINGTON, D.C. | $1,449,000 
4 bedrooms, 4 full and 1 half baths

Represented by: Lenore Rubino 
Office: 202.333.6100/Direct: 202.262.1261 
Search DC9902543 on coldwellbankerluxury.com

LUTHERVILLE TIMONIUM, MARYLAND | $1,350,000 
5 bedrooms, 5 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 410.461.7600 
Search BC9907779 on coldwellbankerluxury.com

ARNOLD, MARYLAND | $1,325,000 
3 bedrooms, 2 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 410.263.8686 
Search AA9881020 on coldwellbankerluxury.com

WASHINGTON, D.C. | $1,295,000 
4 bedrooms, 3 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 202.547.3525 
Search DC9904870 on coldwellbankerluxury.com

VIENNA, VIRGINIA | $1,199,990 
5 bedrooms, 4 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 703.938.5600 
Search FX9882270 on coldwellbankerluxury.com

LEESBURG, VIRGINIA | $1,175,000 
4 bedrooms, 4 full and 1 half baths

Coldwell Banker Residential Brokerage  
Office: 703.771.8888 
Search LO9895724 on coldwellbankerluxury.com

VIENNA, VIRGINIA | $1,095,000 
5 bedrooms and 5 full baths

Coldwell Banker Residential Brokerage  
Office: 703.518.8300 
Search FX9906685 on coldwellbankerluxury.com

Published weekly on Fridays, Mansion is The Wall Street Journal’s 
residential real estate section offering coverage of industry stats, 
iconic properties and big-time listings. Mansion reaches more 
than 100,000 affluent household subscribers in the Baltimore 
metro area, Washington, D.C. and Philadelphia.

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

April 6 February 16 March 23

May 18 March 23 May 4

June 8 April 13 May 24

September 14 July 20 August 30

October 12 August 17 September 28

ORDERING INSTRUCTIONS

To place an order for The Wall Street Journal | Mansion, visit 
your intranet through NRTGateway.com and click on the 
AdvertisingCB portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

Full-color property ad is $400

2018 RATES

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



WASHINGTON L IFE

Coldwell Banker Global Luxury® 16

ORDERING INSTRUCTIONS

To place an order for Washington Life, visit your intranet 
through NRTGateway.com and click on the AdvertisingCB 
portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

Full-color, 1/9th-page property ad is $550

2018 RATES

Washington Life magazine has been the premier luxury lifestyle 
magazine of the Washington, D.C. metropolitan area since 1991. 
Washington Life maintains the largest-controlled circulation in the 
greater metropolitan area, including 50,000 copies distributed to 
affluent Washington, D.C. area households, high-end retailers, 
newsstands, embassies and congressional offices.

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

April 1 January 31 March 5

May 1 February 19 April 4

September 1 June 22 August 3

October 1 July 20 August 31

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



THE WASHINGTON POST

Coldwell Banker Global Luxury® 17

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

April 21 February 26 April 9

May 19 March 26 May 7

June 10 May 12 May 26

August 12 July 14 July 28

September 15 July 23 September 4

October 13 August 20 October 1

November 10 Sptember 17 October 29

ORDERING INSTRUCTIONS

To place an order for The Washington Post, visit your intranet 
through NRTGateway.com and click on the AdvertisingCB 
portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

Full-color property ad is $400

2018 RATES

The Washington Post is the indispensable guide to Washington. In 
the capital and beyond, The Washington Post delivers news and 
understanding about the politics, policies, regulations, agencies 
and leaders that make Washington the world's seat of power. 

The Coldwell Banker Global Luxury® ad in The Washington Post 
reaches more than 1.3 million daily readers in Washington, D.C., 
Maryland, Virginia, Pennsylvania and West Virginia. An estimated 
36% of households that read the daily edition of The Washington 
Post earn more than $150,000 a year.

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com



WASHINGTONIAN
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ORDERING INSTRUCTIONS

To place an order for Washingtonian, visit your intranet 
through NRTGateway.com and click on the AdvertisingCB 
portal.

NOTE: High-resolution photography of at least 1.5 MB must 
be provided for each property.

Full-color, 1/9th-page property ad is $550

2018 RATES

Known as “the magazine Washington lives by,” Washingtonian 
is the region’s top source on information for dining, shopping, 
entertainment and personalities. It has been Washington, D.C.’s 
trusted guide for living, working and playing for more than 
four decades. Distribution includes more than 600,000 in total 
readership with 125,000 paid subscribers with a mean household 
net worth of $1.7 million.

2018 PUBLICATION DATES 
PUBLICATION 

DATE
ORDERING

 BEGINS
ORDERING 

CLOSES

April 1 January 31 February 26

June 1 March 13 April 25

September 1 June 12 July 25

October 1 July 13 August 24

ADVERTISING INQUIRIES:

Regional Coldwell Banker Global Luxury Department  |  Luxury@CBmove.com
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DIRECT MARKETING



AFFLUENT D IRECT MAIL L ISTS

Coldwell Banker Global Luxury® 20

CUSTOM MAILING LISTS

The following lists are currently available on your intranet for use, 
free of charge, to Luxury Property Specialists.

U.S. Business Executives and Decision Makers with $50M+ yearly 
company revenue

U.S. Aircraft Owners

U.S. Yacht and Boat Owners

U.S. Equestrian/Horse Owners

U.S. Real Estate Investors 

U.S. Fortune 500 Business Executives

Custom mailing lists are available for purchase through the 
Coldwell Banker Global Luxury® partnership with WealthEngine. 
Our partnership with WealthEngine gives you access to the largest 
database of high-net worth individuals and allows you the ability to 
target affluent buyers. To purchase a custom mailing list, please 
log onto CB Exchange and search (WealthEngine) to receive more 
detailed information on purchasing a custom mailing list.

Qualified purchasers of the most exquisite estates are among 
an elite group of high-net-worth individuals, so the marketing of 
Coldwell Banker Global Luxury properties focuses on capturing 
the attention of that very exclusive buyer pool. To reach upscale 
buyers, Luxury Property Specialists benefit not only from Coldwell 
Banker’s® global network and unmatched internet presence, but 
also a coveted database with the highest quality wealth and lifestyle 
intelligence in the marketplace today. The data comes from over 
60 sources, providing insight on everything from a individual's net 
worth and real estate portfolio value to their hobbies and lifestyle 
in order to create highly customized and targeted e-campaigns or  
direct mail. 

ADVERTISING INQUIRIES:

Kandie Strickland 
410.480.1207  |  Kandie.Strickland@cbmove.com

Liz Lovern 
202.471.5220  |  liz.lovern@cbmove.com



INTOUCH ECARDS

Reach out to your sphere of influence with a selection of impressive 
Coldwell Banker Global Luxury® eCards that emphasize the 
strength of its global reach, experience and leadership in the luxury 
market, or use the Coldwell Banker Global Luxury listing eCard to 
promote your luxury listings.

Property and message eCards can be found on InTouch powered 
by Market Leader.

DIRECT MARKET ING TOOLS

W HER E E XCELLENCE LI V ES

W HER E E XCELLENCE LI V ES

123 STREET NAME  |  CITY
X BEDROOMS, X BATHS  |  $ PRICE

COLDWELLBANKERLUXURY.COM

T: 310.820.6811
F: 310.447.6435
D: 310.447.2000 
janedoe.com  |  jane@janedoe.com

JANE DOE
P R O P E R T Y  S P E C I A L I S T

COLDWELLBANKERLUXURY.COM

T: 310.820.6815
F: 310.447.6437
D: 310.447.2001 
johndoe.com  |  john@johndoe.com

JOHN DOE
P R O P E R T Y  S P E C I A L I S T

© 2017 Coldwell Banker Real Estate LLC. All Rights Reserved. Coldwell Banker Real Estate LLC fully supports the principles of the Fair Housing Act and the Equal Opportunity Act. Each Office is Independently Owned and Operated. Coldwell Banker and the Coldwell Banker Logo are registered service 
marks, and Coldwell Banker Global Luxury and the Coldwell Banker Global Luxury logo are service marks owned by Coldwell Banker Real Estate LLC in the U.S. and by Coldwell Banker LLC in Canada. Each sales representative and broker is responsible for complying with any consumer disclosure laws 

or regulations. Any use of the term “sales associate” or “agent” shall be replaced with the term “sales representative” in Canada. COLDWELL BANKER SMITH & SMITH

XPRESSDOCS
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123 STREET NAME  |  CITY
X BEDROOMS, X BATHS  |  $ PRICE

Lorem ipsum dolor sit amet, consectetur adipiscing elit, 

sed do eiusmod tempor incididunt ut labore et dolore 

magna aliqua. Ut enim ad minim veniam, quis nostrud 

exercitation ullamco laboris nisi ut aliquip ex ea commodo 

consequat. Duis aute irure dolor in reprehenderit in 

voluptate velit esse cillum dolore eu fugiat nulla pariatur. 

Excepteur sint occaecat cupidatat non proident, sunt in 

culpa qui officia deserunt mollit anim id est laborum.” Sed 

ut perspiciatis unde omnis iste natus error sit voluptatem 

accusantium doloremque laudantium, 

COLDWELLBANKERLUXURY.COM

T: 310.820.6811
F: 310.447.6435
D: 310.447.2000 
janedoe.com  |  jane@janedoe.com

JANE DOE
P R O P E R T Y  S P E C I A L I S T

W HER E E XCELLENCE LI V ES

Customizable materials are available for your property marketing 
and direct mailing campaigns. Choose from a wide variety of 
postcards, flyers and brochures to give your luxury listing the 
Coldwell Banker Global Luxury impact.

To access Xpressdocs, log into your intranet on the NRTGateway 
and select My Tools >>Associate Tools>>Xpressdocs.



THE H IGH END

2018 CLOSING DATES

EDITION SALES CLOSE MATERIALS DUE

Spring  
(March 2018) January 26 January 31

Summer  
(June 2018) April 27 May 2

Fall  
(September 2018) July 20 July 25

Winter  
(December 2018) October 19 October 24

The High End is thoughtfully developed with compelling feature 
stories about luxury living in a sophisticated manner. Send this 
impressive 32-page publication to your sphere of influence, 
complete with your branding message and customized cover, 
for as little as $450 per quarterly issue. The cost includes direct 
mail to your provided client list. Easy-to-use templates are 
available on your local intranet/Global Luxury under Advertising 
Resources/The High End.

RATE PER COPY

# OF COPIES 1X RATE 4X RATE

100-249 $5.25 $4.50

250-499 $4.80 $4.25

500-749 $4.50 $4.00

750-999 $4.15 $3.65

1,000+ $3.70 $3.25

Coldwell Banker Global Luxury® 22

ADVERTISING INQUIRIES:

Bruce Griset, Director of Sales 
888.928.9020 or 919.928.9020  |  bgriset@uniquehomes.com
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DIGITAL



Your property can be exposed to a worldwide audience on the 
Coldwell Banker Global Luxury blog. If your property is featured as 
the Home of the Week, it will receive extremely favorable exposure 
across several platforms, including:

Coldwell Banker Global Luxury blog

Official Coldwell Banker Global Luxury Facebook page

Official Coldwell Banker Global Luxury Twitter account

Video on Coldwell Banker YouTube channel

For one of your listings to be considered, please complete the "Home 
Of The Week Form" available on CBExchange..

COLDWELLBANKERLUXURY.COM / BLOG

FEATURED PROPERTY
PLACEMENT ON 

COLDWELLBANKERLUXURY.COM

Coldwell Banker Global Luxury® 24

HOME OF THE WEEK

As a global leader in luxury real estate marketing, Coldwell Banker Global Luxury® offers an unsurpassed suite of tools and options to promote 
your property.

You can increase the exposure of your property with marketing opportunities on the Coldwell Banker Global Luxury website, including homepage 
property photography, homepage property video tour and notable home sales.

For one of your properties to be considered, please log onto CBExchange. Search Coldwell Banker Luxury Website FAQ and complete 
the online submission form.

FEATURED HOMEPAGE PROPERTY LISTING
Securing a spot as one of the featured properties on the 
coldwellbankerluxury.com homepage provides maximum 
exposure. As a featured listing, your property will enjoy 
representation among an elite group of five featured properties 
in rotation to greet all visitors to the site. Prominent links and a 
call to action will be displayed for potential buyers to get more 
information about your listing.

FEATURED HOMEPAGE VIDEO 
As technology revolutionizes the real estate business, video has 
become the number-one tool when selling luxury homes. Now 
you can showcase all of the unique qualities and amenities your 
property has to offer through a featured homepage video. 

Selection of your video for promotion on the coldwellbankerluxury.com 
homepage ensures that your property will be viewed by thousands 
of the world’s most qualified luxury home buyers. 

COLDWELLBANKERLUXURY.COM

NOTABLE HOME SALES
The ability to showcase your skills has never been more 
important and now more attainable. If your sale is selected for 
inclusion, buyers and sellers will see the results of your hard work 
through promotion of sold properties within the notable home 
sales section.
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USLUXURYESTATES.COM – 
MULT I -L INGUAL LUXURY MICROSITE 

Coldwell Banker Global Luxury® expands its international marketing 

reach with a multi-lingual microsite – USLuxuryEstates.com –  

designed to direct potential buyers in Brazil, China, Russia and the 

United Arab Emirates to coldwellbankerluxury.com. Coldwell 

Banker® invests in a search engine advertising campaign that drives 

potential buyers to USLuxuryEstates.com, which they can view in 

Portuguese, Chinese, Russian, Arabic or English. The microsite 

showcases a rotating selection of Coldwell Banker Global Luxury 

properties to encourage viewers to click on the link, which will 

take them to the magnificent portfolio of luxury homes available on 

coldwellbankerluxury.com.

For one of your listings to be considered for feature placement 
on this site, please send your property information and a high-
resolution photo to Luxury@NRTSoutheast.com.

INVESTMENT IN DOMESTIC  
AND FOREIGN SEARCH ENGINES

•  Google.com – North America
•  Google.com – United Arab Emirates
•  Google.com – Brazil
•  Yandex.com – Russia
•  Baidu.com – China

SUPPORTED LANGUAGES INCLUDE

•  Arabic
•  Chinese
•  Portuguese
•  Russian

Coldwell Banker Global Luxury® 25
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A L L  B A N N E R S  C L I C K  T H R O U G H  T O  T H E  W E B S I T E  O F  Y O U R  C H O I C E :

R E A L  E S TAT E  P O R TA L

L I F E S T Y L E  M E D I A

 1 MILL ION IMPRESSIONS

The Digital Cooperative Advertising Program allows brokers and 
agents to place advertisements on top websites at discounted 
rates. Gain exposure for your luxury listings through a network 
of prominent real estate websites with guaranteed click-through 
response. 

This program connects your advertisements with the right 
audience by using Google keywords, Google analytics, or 
Facebook targeting. The banners are displayed on some of the 
following relevant websites to the targeted customers. The Digital 
Cooperative Advertising Program provides you with the ability 
to geo-target your advertisements down to the ZIP code which 
ensures that your advertisements get seen by the right people.

Brokers and agents can also utilize professional banner ad 

design through Sky Advertising.

Please review the exceptional publications below and call Sky 

to create your own marketing plan to fit your budget.

1,000,000 IMPRESSIONS: $1,999 PER MONTH
500,000 IMPRESSIONS: $1,250 PER MONTH
250,000 IMPRESSIONS: $875 PER MONTH

D I S T R I B U T I O N

— PRIME WEBSITES  

— GUARANTEED CLICK-THROUGHS  

— VERY LOW CPM

THREE-MONTH MINIMUM PURCHASE

ONE-TIME BANNER GENERATION FEE: 

$300
(21 BANNERS ARE NEEDED FOR THIS PROGRAM)

N E W S  M E D I A

ADVERTISING INQUIRIES:

Phil Kaminowitz  
212.677.2713  |  phil@skyad.com

Paula Davidson  
212.677.2671  |  paula@skyad.com
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FACEBOOK

With built-in access to consumer spending information and extensive demographic, psychographic and platform centric behavioral 
data, Facebook provides more options for precise targeting than any other advertising platform

It is the only advertising platform in the world that allows targeting of people’s income and net worth of $2,000,000+. Audiences can 
be targeted based on luxury lifestyle, wine and golf or other lifestyle amenities specific to your listing.

Facebook also allows for precise geographic segments to allow for very precise targeting down to ZIP code/postal code levels.

We provide detailed reporting on activity on a monthly basis. Within each report, we will highlight key segments that are under-
performing with options to replace them with either segments that are performing well or new options to test.

1,000,000 Impressions | $1,999 per month 
1,000 Guaranteed Click-Throughs

 500,000 Impressions | $1,250 per month 
500 Guaranteed Click-Throughs

250,000 Impressions | $875 per month 
250 Guaranteed Click-Throughs

 
3-month minimum purchase.

One-time banner generation fee (21 banners are needed for this program) $300
All banners click-through to the website of your choice.

These social advertising services are provided by Sky Advertising, a partner of Coldwell Banker® Sky Advertising is not exclusively affiliated with the brand.

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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WSJ.COM / ROBBREPORT.COM

Robbreport.com/real-estate 

2018 RATES

PROPERTIES RATES

10 $1,110

25 $1,950

100 $5,265

WSJ.COM

WSJ.com Featured Property Upgrades are an inexpensive tool to 
get your properties placed at the top of WSJ.com search results 
pages in up to three cities or towns of your choice. 

Each property upgrade appears for one month. The property you 
wish to feature comes directly from your brand’s WSJ.com feed 
and click-throughs go to the website of your choice.

Multiple properties can be featured and WSJ.com will rotate 
featured properties to appear equally. The window to redeem 
property upgrades is valid for one year after purchase.

ROBBREPORT.COM

Robb Report recognizes that their affluent audience uses multiple 
channels to communicate. Today, Robb Report’s content, 
influence, and reach can be found across platforms: print, digital, 

tablet and events.

Real Estate Media Bar 
Drive click-through rates and receive qualified response with 
effective digital advertising on the Real Estate channel of 
RobbReport.com. Placement on the Real Estate Media bar 
provides outstanding visibility and click-through for high-impact 
awareness.

• Limited space available: only 10 properties per month 
are permitted

• Above average CTR

• Can click directly to provided URL or Landing Page 
(built by RobbReport.com)

• Property is live within 24-48 hours of receiving materials.

$950 PER 30 DAYS ($1,725 OPEN RATE)

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com
Paula Davidson at  
212.677.2671  |  paula@skyad.com
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JUWAI .COM

Juwai.com is where Chinese buyers find international property. 
Juwai, which means “home overseas,” is visited each day by 
buyers from over 403 cities throughout China, as well as major 
Chinese communities in Taiwan, Hong Kong, Malaysia and 
Singapore. The site is the largest and most authoritative source 
for global property in Chinese, with over 2.5 million property 
listings spanning 89 countries.

China Pro 5+ Agent Page
EXCLUSIVE OFFERING
A web page devoted to your office/agents to entice
Chinese consumers to inquire for assistance in buying
their next property. Active for 12 months.
Includes five 30-day property listings to use within a year.
$600
(each additional listing $400)

China Professional 50+ Agent Page
Includes an annual Agent Page and 50 listings to use within 
a year.
Plus one free Featured Property listing that puts your listing 
on the top of the search results for one month.
$1650

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com
Paula Davidson at  
212.677.2671  |  paula@skyad.com
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PROPGOLUXURY.COM
SPECIAL IZES IN CHINESE, HONG KONG, & SOUTHEAST ASIAN MARKETS

WHY ADVERTISE WITH PROPGOLUXURY.COM? 
PropGOLuxury.com is the leading global luxury real estate site serving both affluent English and Chinese consumers. They 
offer advertisers the most effective way to reach luxury property consumers and China’s large and rapidly growing international 
property buyer demographic.

$575 USD /  MONTH
Display Ads on the Real Estate Property section of 

PropGoLuxury. Impression based selections.

Skyscraper Banner
Location: Homepage

Size: 300x 600px
Impressions: 25,000

Large Square Banner
Location: Run onsite 

Size: 300x250px
Impressions: 100,000

DISTRIBUTION NETWORK 
Access a monthly audience of 20 million buyers. With the most powerful distribution network clients listing with PropGOLuxury.
com get maximum exposure. Many clients choose to have their advertisements distributed on PropGOLuxury.com and the sites 
they power with technology and content. This means clients can reach an aggregate audience of over 20 million monthly luxury 
property consumers each month.

PropGO | PropGO Luxury | Shangliu Tatler | Singapore Press Holdings
Luxury Insider | Hong Kong Tatler | Financial Times | Financial Times - China | The New York Times

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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D I S T R I B U T I O N

CIRCUL ATION: 100,000+ 

Paid distribution via newsstands and subscribers in more than 
80 countries, bonus distribution to international airline members 
and first-class lounges, bonus mailings to Fortune 1000 and 
high-net-worth households, and a digital version emailed to a 
worldwide list of affluent consumers.

2018 CLOSING DATES

ISSUE AD CLOSE 
DATE

MATERIALS 
DUE

Spring (Mar/Apr) 2/9/18 2/12/18

Ultimate (May/June) 4/13/18 4/16/18

Summer (July/Aug) 6/8/18 6/11/18

Fall (Sept/Oct) 8/10/18 8/13/18

Global  issue (May/June) 10/12/18 10/15/18

Winter (Jan/Feb)  12/8/19 12/11/18

UNIQUE HOMES

ADVERTISING INQUIRIES:

Bruce Griset, Director of Sales at  
888.928.9020 or 919.928.9020  |  bgriset@uniquehomes.com

Unique Homes, which celebrated its 45th anniversary in 2016, 
has been helping top agents promote their luxury listings to 
an international audience longer than any other real estate 
magazine in the world.  Combining high-quality presentation with 
award-winning editorial focused on luxury, the magazine creates 
an ideal advertising environment for those agents looking to set 
their listings and themselves apart from the rest.

2018 RATES – 3 ISSUES
PAGE SIZE COLOR PROPERTIES COST

Full Page Full Color 1-6 $1,795

1/2 Page Full Color 1-2 $1,095

1/4 Page Full Color 1 $650

2018 RATES – 1 ISSUE
PAGE SIZE COLOR PROPERTIES COST

Full Page Full Color 1-6 $1,995

1/2 Page Full Color 1-2 $1,195

1/4 Page Full Color 1 $695

2018 RATES – 6 ISSUES
PAGE SIZE COLOR PROPERTIES COST

Full Page Full Color 1-6 $1,595

1/2 Page Full Color 1-2 $995

1/4 Page Full Color 1 $595

LET US HELP PUT YOU FRONT AND CENTER IN THE 
LUXURY MARKETPLACE

In 2016, Homes & Estates magazine was once again inserted 
into the complete run of Unique Homes, providing Coldwell 
Banker Global Luxury® Specialists with the opportunity to get two 
international magazines for the price of one at two points during 
the course of the year.  When you choose to advertise directly in 
Unique Homes, you will receive the following benefits:

1. Your ad in the globally distributed print version of Unique Homes.

2. Copies mailed to your supplied list with information on the mailing 
label that indicates the magazine is being sent “compliments of” 
you. For each full-page ad, we will mail 100 copies; for each half-
page ad we will mail 50; for each quarter-page ad we will mail 25.

3. Your ad in the digital version of Unique Homes.

4. Exposure for your listings on UniqueHomes.com

RE ADERSHIP: 100,000+

AVERAGE NET WORTH: $4,525,000

GENDER SKEW: 55% MALE, 45% FEMALE

40% OF RE ADERS OWN 2 PROPERTIES

30% OF RE ADERS OWN 3 PROPERTIES OR MORE
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October + November 2017
THE LUXURY COASTAL LIFESTYLE MAGAZINE
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17  //  V
olu

m
e 12 Issu

e 6

STUNNING HOMES DESIGNED BY DEBORAH BERKE, 
RICHARD LANDRY, ANDRE KIKOSKI, AND MORE

DESTINATION: SOUTHERN CALIFORNIA I  CARIBBEAN LUXURY I  PERFECT POOL HOUSE

EXCLUSIVE  
COVER STORY

Top 50 Coastal 
Architect Deborah 
Berke’s minimalist 
masterpiece in  
the Hamptons

O
C

E
A

N
H

O
M

E

T
R

E
N

D
S

: T
H

E
 N

E
X

T
 N

E
W

 T
H

IN
G

  |  D
E

S
T

IN
A

T
IO

N
: C

A
B

O
 S

A
N

 L
U

C
A

S
  |  M

O
D

U
L

A
R

 H
A

M
P

T
O

N
S

 M
A

S
T

E
R

P
IE

C
E

THE LUXURY COASTAL LIFESTYLE MAGAZINE
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MODULAR MASTERPIECE I  MAGNIFICENT MONACO  I  ALFRESCO ART

Cover Story
Come inside the new West Enclave Ritz-Carlton Reserve Residences in  Los Cabos, Mexico

NEXT NEW THING
The

FRESH IDEAS IN COASTAL ARCHITECTURE, INTERIOR DESIGN, OUTDOOR LIVING AND MORE

December 2017 + January 2018

 DestinationLOS CABOSMEXICO’S ULTRA EXCLUSIVE VACATION HOT SPOT AT THE TIP OF THE BAJA PENINSULA 

Founded by RMS Media Group in 2006, Ocean Home is the 
leading luxury coastal lifestyle magazine.  Published bi-monthly, 
the magazine captures the essence of Ocean Home living, 
featuring the best architects, interior designers, landscape 
architects, real estate experts and luxury travel destinations in 
the United States and around the world.

From high-end developments in the Caribbean to private 
beachfront estates in California, Ocean Home not only unveils 
dream homes of the top coastal communities but also reveals the 
best vacation escapes, trending designs for ocean homes, and 
the key players in the next generation of luxury oceanfront living.  
Ocean Home magazine is available in print and digital editions.

AVERAGE AGE: 51

GENDER SKEW: 49% MALE, 51% FEMALE

AVERAGE HHI:  $2,900,000

AVERAGE NET WORTH: $9,600,000

AVERAGE PRIMARY RESIDENCE VALUE: $4,900,000

OCEAN HOME

C I R C U L A T I O N / D E M O G R A P H I C S

2018 CLOSING DATES

ISSUE DISTRIBUTION 
DATE

MATERIALS 
DUE

April/May Mar 15, 2018 Jan 12, 2018

June/July July 15, 2018 Mar 14, 2018

August/September Sept 15, 2018 May 9, 2018

October/November Nov 15, 2018 July 11, 2018

December/January 2018 Dec 15, 2018 Sep 19, 2018

Feb 2019/Mar 2019 Jan 15, 2019 Nov 20, 2018

2018 RATES*

PAGE SIZE COLOR COST

Spread Full Color $4,150

Full Page Full Color $2,750

Rates for 1x

DISTRIBUTION: 80,000

READERSHIP: 216,000

GEOGRAPHIC BREAKDOWN:
United States coastal areas, Canada, Caribbean

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com
Paula Davidson at  
212.677.2671  |  paula@skyad.com
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© 2017 Dow Jones & Company. All Rights Reserved.
THEWALL STREET JOURNAL.

Friday, December 8, 2017 |M1
HOMES | MARKETS | PEOPLE | UPKEEP | VALUES | NEIGHBORHOODS | REDOS | SALES | FIXTURES | BROKERS

INSIDE

Luxury in NoMan’s Land
Developers in competitive urban real-estate markets are building in seedy

neighborhoods and pitching their projects as the next big thing; call it ‘grit-tastic.’

condos in 2020. A 1,500-square-foot two bed-

room within walking distance of the San Fran-

cisco Opera and Davies Symphony Hall will

likely list for over $2.5 million.
For now, though, said developer Loring Sa-

gan, the place “truly stinks.” The co-founder of

San Francisco-based developer Build means this

literally: “People defecate and urinate on our

building site every day,” he said. One positive

development: A nearby liquor store that sold

vodka-by-the-shot recently closed, he noted.
PleaseturntopageM8

ONE OAK, A 39-STORY condominium building

proposed for San Francisco’s mid-Market Street

neighborhood, plans to offer over 300 luxury

BY KATY MCLAUGHLIN

DON’T PARK IT HERE
Car-share programs at some new high-end developments encourage homeowners to forego car ownership

,

easing traffic and lowering building costs for developers; one buildin
g offers a fleet of four luxury vehic

les and a boat

AT LUMINA, a 42-story
condo building in San Fran-
cisco, homeowners pay any-
where from $900,000 to $15
million for a luxury resi-
dence with a one-car limit
per unit. Alternatively,
homeowners can ditch the
car, get a credit of $10,000
and rent one of the build-
ing’s eight luxury cars when
the need arises.

The developer, Tishman
Speyer, partnered with Audi
on a pilot program called
Audi at Home, in which resi-
dents can use an app to rent
one of the building’s eight

luxury vehicles parked near
the valet area. Rates run
from $12 to $22 per hour,
and the fleet gets about 100
rentals per month.

The program encourages
occasional drivers to forego
ownership and eases some
traffic within the garage,
says Carl Shannon, senior
managing director at Tish-
man Speyer. “It has made it
less imperative [for buyers]
to have their own private au-

tomobile, says Mr. Shannon
of the 656-unit building.

Luxury developers are in-
PleaseturntopageM16

BY ALINA DIZIK

LICENSE TO DRIVE At San Francisco’s Lumina, above, residents can use an app to rent a car from

the building’s private fleet of eight Audis, like the one at left.
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SETTLING IN Tanya Fruehe and husband Zachary Wesley, above right, rent an apartment for roughly $3,000 a month in San Francisco’s mid-Market neighborhood. Ms. Fruehe said she initially found her

neighborhood ‘frightening,’ but said the complex’s 1-acre public plaza, above left, its 24-hour security and the growing number of occupants in the area make her feel safe.
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MANSIONChef Daniel Boulud:
from farmhouse
to food empire

M3

‘What makes the desert beautiful,’
said the little prince, ‘is that
somewhere it hides a well.’
—Antoine de Saint-Exupery

THE NEW PIONEERS Developers are taking advantage of the fact that many of today’s high-end buyers are less resistant to the harsher realities of urban living. Lawyers Jessica Alikin and Albert Alikin,

above left, moved to a less-gentrified section of Los Angeles for walkable commutes and to be part of a growing area; the lobby of Ten50, the Alikins’ building, above.
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AFTER IRMA
Despite storm, nearly

$67 million sale M2

THE BIG EASY
Luxury living in New

Orleans M4

HOME MAKEOVER

Inside a $2 million

renovation M10

P2JW342000-0-M00100-1--------XA

2018 RATES — COLOR RESIDENTIAL ADS

ZONE COLOR RATE/INCH 3 INCH 4INCH 6INCH 1/8 INCH 1/4PAGE 1/2 PAGE FULL PAGE

National $630.36 $1,891.08 $2,521.44 $3,782.16 $9,455.40 $18,280.44 $33,409.08 $62,216.53

Eastern $517.19 $1,551.57 $2,068.76 $3,103.14 $7,760.88 $15,004.37 $27,421.78 $51,066.59

Northeast $254.78 $764.34 $1,019.12 $1,528.68 $3,821.76 $7,388.74 $13,503.55 $25,147.18

New York $240.05 $720.15 $960.20 $1,440.30 $3,600.72 $6,961.39 $12,722.54 $23,692.74

New England $140.29 $420.87 $561.16 $841.74 $2,104.38 $4,068.47 $7,435.48 $13,846.82

Wash/Balt $88.13 $264.39 $352.52 $528.78 $1,321.92 $2,555.71 $4,670.78 $8,698.23

Southern $181.03 $543.09 $724.12 $1,086.18 $2,715.48 $5,249.93 $9,594.70 $17,867.86

S. Atlantic $105.70 $317.10 $422.80 $634.20 $1,585.44 $3,065.18 $5,601.89 $10,432.20

Florida $107.23 $321.69 $428.92 $643.38 $1,608.48 $3,109.73 $5,683.30 $10,583.80

Midwest $401.68 $1,205.04 $1,606.72 $2,410.08 $6,025.14 $11,648.60 $21,288.83 $39,645.42

Chicago $106.10 $318.30 $424.40 $636.60 $1,591.56 $3,077.02 $5,623.51 $10,472.46

Detroit $69.22 $207.66 $276.88 $415.32 $1,038.24 $2,007.26 $3,668.45 $6,831.62

St. Louis $71.60 $214.80 $286.40 $429.60 $1,074.06 $2,076.52 $3,795.01 $7,067.31

Ohio $87.29 $261.87 $349.16 $523.74 $1,309.32 $2,531.35 $4,626.26 $8,615.33

Western $292.80 $878.40 $1,171.20 $1,756.80 $4,392.00 $8,491.20 $15,518.40 $28,899.36

So. Calif. $164.92 $494.76 $659.68 $989.52 $2,473.74 $4,782.56 $8,740.55 $16,277.21

No. Calif. $122.10 $366.30 $488.40 $732.36 $1,831.50 $3,540.90 $6,471.30 $12,051.27

Pacific NW $86.24 $258.72 $344.96 $517.44 $1,293.66 $2,501.08 $4,570.93 $8,512.28

Rocky Mtns $76.16 $228.48 $304.64 $456.96 $1,142.46 $2,208.76 $4,036.69 $7,517.39

Arizona $68.38 $205.14 $273.52 $410.28 $1,025.64 $1,982.90 $3,623.93 $6,748.71

Southwest $136.12 $408.36 $544.48 $816.72 $2,041.74 $3,947.36 $7,214.15 $13,434.65

Texas $92.89 $278.67 $371.56 $557.34 $1,393.38 $2,693.87 $4,923.28 $9,168.44

Black and white ads 20% less

CIRCUL ATION: 1,100,000

RE ADERSHIP: 4.5 MILLION

MALE /FEMALE SKEW: 66% /  34%

MEDIAN AGE: 50

AVERAGE HHI – US: 347,000

THE WALL STREET JOURNAL

D I S T R I B U T I O N

Listings displayed on coldwellbankerluxury.com are automatically 
 distributed to WSJ.com independent from agent advertising.

The Wall Street Journal 
represents credibility and 
is the leading environment 
for luxury real estate clients 
to connect with the world’s 
most affluent home-buying 
audience. Its ‘Mansion’ 
section provides you with 
an unprecedented ability 

to strengthen your brand, expand visibility 
and deliver your message.

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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LOS ANGELES — The flames

raced across brittle hillsides like

advancing armies. Up and down

Southern California’s canyons and

coastlines, they stormed into

neighborhoods and engulfed

homes where people were using

sprinklers and garden hoses as a

last, desperate defense against

the wind-driven wildfires.

On Thursday, the hot, dry winds

sparked new fires in San Diego

and Riverside Counties and up the

coast. Nearly 200,000 people were

forced to evacuate, and residents

in areas already charred by wild-

fire worried that the strength-

ening, erratic winds could ignite

new fires at any moment.

Fire and smoke forced intermit-

tent closures of the 101 freeway —

the main coastal route north from

Los Angeles — between Ventura

and Santa Barbara, along with

several secondary highways and

smaller roads. On Wednesday, it

had been portions of the 405 free-

way closed, which sent long lines

of traffic onto surface streets.

Several new fires cropped up,

including one in San Diego County

that spread to more than 2,000

acres in five hours, destroying and

damaging a relatively small num-

ber of homes but threatening at

least 1,000 more.

Across the region, people wiped

stinging smoke from their eyes

and huddled inside to avoid the

scrim of acrid air. They stood in

their front yards and prayed. They

sifted through their charred

homes, fled to evacuation shelters

and said that even in this wildfire-

prone state, they had never con-

fronted late-season blazes as fast

and ferocious as these.

“We’ve always been under

threat of fire; we’re used to it,”

said Suzanne White, who drove

past curtains of flames above the

101 freeway as she fled her home in

the mountain-fringed town of Ojai.

“But this year, the fires are raging

so fast and furiously that you can’t

get ahead of them.”

“It burns,” she said, “and it

keeps burning.”

‘It Burns, and It Keeps Burning’ in California Hills

By JENNIFER MEDINA

and JACK HEALY

Flames consumed a home in Ojai, Calif., on Thursday. Hot, dry winds sparked several new fires.
NOAH BERGER/ASSOCIATED PRESS

200,000 People Flee as

New Fires Break Out,

Closing Highways

Continued on Page A16

WASHINGTON — Senator Al

Franken of Minnesota, in an emo-

tional speech on the Senate floor,

announced on Thursday that he

would resign from Congress, the

most prominent figure in a grow-

ing list of lawmakers felled by

charges of sexual harassment or

indiscretions.
At turns defiant and mournful

but hardly contrite, Mr. Franken

called it “the worst day of my poli-

tical life,” as he denied allegations

of groping and improper ad-

vances from at least six women.

Instead, as his Democratic col-

leagues looked on, he took a part-

ing shot at President Trump and

Roy S. Moore, the Republican can-

didate for Senate in Alabama;

both have also been accused of

sexual misconduct.

“I, of all people, am aware that

there is some irony in the fact that

I am leaving while a man who has

bragged on tape about his history

of sexual assault sits in the Oval

Office, and a man who has repeat-

edly preyed on young girls cam-

paigns for the Senate with the full

support of his party,” Mr. Franken

said.
Hours later, Representative

Trent Franks, Republican of Ari-

zona, resigned after the House

Ethics Committee opened an in-

vestigation into allegations of sex-

ual harassment — a move that

made him the third member of

Congress to leave under a cloud of

claims of sexual impropriety in

three days. On Tuesday, Repre-

sentative John Conyers Jr., Demo-

crat of Michigan and the longest-

serving African-American in

House history, also quit.

The dizzying series of depar-

tures comes during a national

reckoning over sexual miscon-

duct in the workplace that has

cost men their jobs across the

spectrum of American life, includ-

ing in the entertainment and me-

dia industries, the arts, academia

and now, politics. As accusations

of sexual improprieties continue

to swirl on Capitol Hill, lawmakers

have struggled with how to re-

spond.
Democrats and their leaders

forced Mr. Conyers and Mr. Frank-

en out in a succession of seem-

ingly coordinated statements that

made clear that their continued

presence would be untenable. Mr.

Franken stepped down one day af-

ter nearly all the Senate’s Demo-

cratic women — and most Demo-

cratic men, including the top two

leaders — called for him to resign.

Democrats appear determined 

FRANKEN, BRUISED

BY ACCUSATIONS,
WILL QUIT SENATE

PRESSED BY DEMOCRATS

Apparent Bid for High

Ground as Charges of

Harassment Swirl

This article is by Sheryl Gay Stol-

berg, Yamiche Alcindor and Nicho-

las Fandos.

Senator Al Franken, arriving at the Capitol with his wife, Franni Bryson, on Thursday, made an emotional speech on the Senate floor.
ERIC THAYER FOR THE NEW YORK TIMES

Continued on Page A19

REPUBLICAN TO RESIGN Aides to

Representative Trent Franks

complained he asked them to be a
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Bobby Cannavale Plays Tough

MAIDUGURI, Nigeria — The

camp was supposed to be a refuge.

Falmata’s life had been stolen by

war ever since the sixth grade,

when she was abducted from her

home and raped repeatedly by

Boko Haram’s fighters for the

next three years.

She finally escaped last spring,

slipping into the bush while her

captors slept. Fourteen years old

and alone, she made it to a camp

for victims of the war, and had just

settled in for the night when she

heard footsteps outside her tent. A

security officer’s voice instructed

her to come out. Frightened, she

obeyed.
He took her to his quarters, she

said, and raped her.

Hours later, after she had re-

turned to her tent, another officer

arrived, she said. He raped her,

too.
“The same day I was brought

there, soldiers started coming to

rape me,” Falmata said. “They did

it one after another. I’m not even

sure those two knew about each

other.”
Rape has been a defining horror

of the war with Boko Haram,

which has consumed northeast-

ern Nigeria for eight years and

spread beyond its borders. At

least 7,000 women and girls have

endured Boko Haram’s sexual vio-

lence, the United Nations esti-

mates. Militants kidnap and rape

young girls, teenagers and wom-

en, handing them out as so-called

brides who are sometimes passed

from fighter to fighter.

But Nigerian security forces

have also raped victims of the war,

preying on the people they are as-

signed to protect. Dozens of cases

of rape, sexual violence and sexu-

al exploitation were reported in

seven camps in Borno State last

year alone, carried out by guards,

camp officials, security officers

and members of civilian vigilante

groups, the United Nations says.

More than a year ago, the Ni-

gerian government pledged to in-

vestigate the allegations of rape in

camps for people displaced by the

war, saying that “these very dis-

tressing reports will not be taken 

Endless Rape
As War Refuge

Turns to Terror

Fleeing Boko Haram,

to Cruel Protectors

By DIONNE SEARCEY

Falmata, 14, was raped repeat-

edly by Boko Haram fighters.

ADAM FERGUSON FOR THE NEW YORK TIMES

Continued on Page A12

WASHINGTON — President

Trump, in formally recognizing

Jerusalem as the capital of Israel

on Wednesday, declared that the

United States still supported a

two-state solution to settle the

conflict between the Israelis and

Palestinians, provided it was

“agreed to by both sides.”

For the first time in his 26

years as a peacemaker, the chief

negotiator for the Palestinians

did not agree.

Saeb Erekat, the secretary

general of the Palestine Libera-

tion Organization and a steadfast

advocate for a Palestinian state,

said in an interview on Thursday

that Mr. Trump and Prime Min-

ister Benjamin Netanyahu of

Israel “have managed to destroy

that hope.” He embraced a radi-

cal shift in the P.L.O.’s goals — to

a single state, but with Palestin-

ians enjoying the same civil

rights as Israelis, including the

vote.
“They’ve left us with no op-

tion,” he said. “This is the reality.

We live here. Our struggle should

Keystone of Mideast Talks

Is Abruptly Sent Askew

NEWS ANALYSIS

This article is by Mark Landler,

David M. Halbfinger and Isabel

Kershner.

Continued on Page A9

WASHINGTON — Days after

Donald J. Trump launched his

presidential campaign in June

2015, James O’Keefe, the conser-

vative disrupter famous for trying

to use secret recordings to embar-

rass liberals and journalists, vis-

ited Trump Tower and gave Mr.

Trump a preview of his latest hid-

den camera video intended to un-

dermine Hillary Clinton.

The footage, widely dismissed

after it was released some weeks

later, showed officials from Mrs.

Clinton’s presidential campaign

appearing to accept a payment for

campaign swag from a Canadian

woman at a Clinton campaign

rally — in violation, Mr. O’Keefe

contended, of election laws bar-

ring campaign contributions from

foreigners.
Mr. Trump had been promoting

Mr. O’Keefe’s work for years and a

few weeks earlier had donated

$10,000 from his foundation to Mr.

O’Keefe’s group. At the meeting in

his office, Mr. Trump praised the

new video and pledged more

money. As the campaign pro-

gressed, he pointed to other vid-

eos as evidence of his false accu-

sations that Mrs. Clinton paid peo-

ple to cause violence at Trump

campaign rallies, and since his in-

auguration he and his team have

continued to highlight Mr.

O’Keefe’s work as evidence of the

president’s repeated claims that

the news media is peddling “fake

news.”
So these should be good times

for Mr. O’Keefe. He has an ally in

the Oval Office who shares his

views. The nonprofit group he

started in 2010, Project Veritas,

and an affiliated political arm 

Targeting the Left on Hidden Camera and Winning Trump’s Raves

By KENNETH P. VOGEL

Continued on Page A21

Activist Faces Backlash

Over Failed Stings

When President Trump re-

turned to his hometown on Satur-

day for a day of fund-raisers, his

third and final check-collecting

stop was the Park Avenue home of

Stephen A. Schwarzman, where

the crowd included some of Mr.

Trump’s old New York friends and

real estate colleagues.

Some in the group, including

Mr. Schwarzman, a founder of the

private equity Blackstone Group,

have been among those pushing

the Trump administration to

change the Republican tax pack-

age that is making its way through

Congress — in particular to save

the ability to deduct state and lo-

cal taxes from federal returns.

Richard LeFrak, a developer

and longtime friend of Mr.

Trump’s who has been among

those lobbying, asked about what

changes the president wanted to

see.
“LeFrak always has a ques-

tion,” Mr. Trump mocked.

Mr. Trump was vague in his re-

sponse, giving some in the room

the impression he was open to

their concerns. Others were less

certain. And Mr. Trump concluded

by poking fun at his wealthy sup-

porters’ complaints. “You guys

seem to be doing O.K.,” he said

dryly.

On Tax Plan, 
It’s President 

Vs. His Peers

This article is by Shane Gold-

macher, Maggie Haberman and

Kate Kelly.

Continued on Page A20
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Today, some sunshine, then cloudy,

colder, high 42. Tonight, mostly

cloudy, low 33. Tomorrow, rather

cloudy, snow or flurries possible,

high 37. Weather map is on Page A18.
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by Sir Henry Cole at a shilling a pop. The
image conjured by his friend John Hors-
ley was a crowd of adults, sweethearts
and children lifting glasses of wine in a
rustic arbour that could pass for the
veranda of a cottage orné. Many early
cards broadcast the promise of spring
flowers, admitted.Butgradually, fuelled
by engravings and photographs of arctic
scenes, and Christmas stories, we were
primedforsnowyChristmasfantasies.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Saturday 9 December / Sunday 10 December 2017
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Cold comfort
Property | The charm of cottage life has evolved from the reality of ameagre dwelling for rural

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

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

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

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

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

Royal Botanical Gardens, Kew
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The romantic ideal is alive in Scotland. Two bucolic idylls, both for sale, have the
bonus that they are part of holiday lettings businesses. Alice Troy-Donovan

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

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

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

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

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

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

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

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

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

Denials and distrust underRussia’s radiation cloud

USA $3.00 Canada C$3.50

Food and 
drink 
festive 
special

Tips from 
top global 

chefs

LIFE & ARTS

LIFE &ARTS

Tips from 
top global 

chefs

LIFE & ARTS

F1 chief Bernie 
Ecclestone: 

‘I break 
the rules’

Lunch with 
the FT

Uber and 
the cost of 
the Kalanick 
problem

Sarah Jessica 
Parker
Her new 
life and 
line

LIFE & 
ARTS

BIG READ

Around the world in 78 days Adventures on two wheels

LIFE & ARTS

Alzheimer’sAfflictedMontyPythonstar helps launchFTSeasonalAppeal

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

TOBIAS BUCK AND GUY CHAZANBERLIN

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

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

Schulz reversal
raisesMerkel’s
survival hopes
3 SPD chief ready to join coalition talks3Rare bout of German unease recedes

‘It is not untilwe
are seated that I
realise how farhis
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Abubakar Adam Ibrahim was bracing
for a backlash when he published his
provocative debut novel, “Season of
Crimson Blossoms,” in Nigeria two
years ago. The novel centered on a de-
vout Muslim grandmother who has an
affair with a young gang leader in his
20s, and in telling the story of a 55-year-
old widow’s sexual awakening, Mr.
Ibrahim took on issues like female sexu-
ality, drug use, political corruption and
ethnic violence — subjects considered
taboo within northern Nigeria’s conser-
vative and predominantly Muslim
Hausa culture.

“We thought there would be a fatwa,”
he said. “It talks about something that’s
shocking and controversial for many
people.”

Instead, Mr. Ibrahim has been hailed

as a rising literary star. He won the Ni-
geria Prize for Literature, which comes
with a $100,000 reward, and received the
African Writer’s Residency Award from
the Goethe Institute in Germany. The
Nigerian publishing house Cassava Re-
public acquired international publica-
tion rights to the novel and released it in
South Africa, Kenya, Germany, Britain
and the United States.

Mr. Ibrahim belongs to a new genera-
tion of young Nigerian novelists who are
gaining international prominence, and
his unexpected success offers the latest
sign that the country’s flourishing liter-
ary scene is giving rise to some of the
most groundbreaking and boundary-
pushing fiction on the continent.

Nigeria has long been a vibrant liter-
ary hub, home to prominent and widely
celebrated writers like the Nobel laure-
ate Wole Soyinka, Chinua Achebe, Ben
Okri and, more recently, the novelists
Chimamanda Ngozi Adichie, Lola Shon-
eyin and Helon Habila. In the past, suc-
cessful African writers often first gained
renown abroad, yet weren’t widely read 
NIGERIA, PAGE 2

Nigeria’s literary new wave

Bibi Bakare-Yusuf, a Nigerian publisher, said she was trying to expand the definition of
African literature: “We should not be able to count African writers on one hand.”

LAUREN JOY FLEISHMAN FOR THE NEW YORK TIMES

Ambitious young writers 
push beyond the limits 
of a conservative nation

BY ALEXANDRA ALTER

A decade after the financial crisis, the
federal government is easing up its po-
licing of Wall Street and the banking in-
dustry, even without actually repealing
broad swaths of regulation.

The public battle over who will serve
as the acting director of the Consumer
Financial Protection Bureau — with the
White House trying to install Mick Mul-
vaney, a staunch opponent of the agency
— is the most recent example of the
banker-friendly approach that has
gripped Washington. Less visible are
the subtle but steady efforts at the White
House, in federal agencies and on Capi-
tol Hill to reduce the regulatory burden
on banks and financial firms since Presi-
dent Trump took office.

At the Treasury Department, officials
are trying to make it easier for financial
firms to avoid being tagged as “too big to
fail,” a designation that subjects them to
greater oversight. A major banking reg-
ulator, the Office of the Comptroller of
the Currency, has become more forgiv-
ing of big banks when it comes to enforc-
ing laws. And the Securities and Ex-
change Commission is reining in the
power of regional directors to issue sub-
poenas.

In Congress, a bipartisan group of
lawmakers is pushing legislation to re-
duce regulation of small financial insti-
tutions. The proposal contains “tar-
geted, common-sense fixes,” said one of
the bill’s sponsors, Senator Mark
Warner, a Virginia Democrat who now
supports a handful of changes and ex-
emptions to rules he voted to impose af-
ter the financial crisis.

The changes are the result of a combi-
nation of forces: business-friendly ap-
pointments by the president, a lack of fi-
nancial and personnel resources at
many federal agencies, minute changes
in rules imposed by regulators and a re-
laxation in the way bank examiners su-
pervise large institutions.

Most noticeably, there has been a dra-
matic change in tone from the White
House. This weekend, Mr. Trump wrote
in a Twitter post that regulators, in par-
ticular the consumer bureau, have left
the financial industry “devastated and
unable to properly serve the public.”

It was a rare instance of a politician’s
casting Wall Street as a victim — espe-
cially with the banking industry on a
roll. Commercial banks last year gener-
ated $157 billion in profits, the highest
level ever, according to the Federal De-
posit Insurance Corp. Banks are making
lots of loans. Their stock prices have
been marching ever higher.

Critics of the Trump administration’s
approach argue that the regulatory pen-
REGULATION, PAGE 8

Wall Street 
is portrayed
as victim of
Washington
Trump leads the charge
in easing enforcement
without repealing rules

BY MATTHEW GOLDSTEIN
AND STACY COWLEY

The busiest square in Tehran is domi-
nated by an enormous billboard with a
drawing of a young man in the uniform
of the Revolutionary Guards Corps, ex-
tending his hand to invite Iranians to fol-
low his path. Underneath the image,
teenagers line up, flashing victory signs,
as they take selfies with the placard in
the background.

In life, the man on the billboard, 26-
year-old Mohsen Hojaji, was just as
anonymous as the thousands of other
Iranians who have rotated in and out of
war zones in Iraq and Syria in recent
years. But after having been taken pris-
oner, videotaped and later beheaded by
the Islamic State in August, Mr. Hojaji
has been transformed by Iran’s govern-
ment into a war hero, the face of a new
surge in Iranian nationalism.

After years of cynicism, sneering or
simply tuning out all things political,
Iran’s urban middle class has been
swept up in a wave of nationalist fervor.

The changing attitude, while some

years in the making, can be attributed to
two related factors: the election of Pres-
ident Trump and the growing competi-
tion with Saudi Arabia, Iran’s sectarian
rival, for regional dominance.

Iranians listened during the 2016 cam-
paign as Mr. Trump denounced the Iran
nuclear treaty as “the worst deal ever
negotiated” and promised to tear it up.
They watched in horror when, as presi-

dent, he sold more than $100 billion
worth of weapons to Saudi Arabia and
participated in a traditional war dance
in Riyadh. And they are alarmed at the
foreign policy moves of the young Saudi
crown prince, Mohammed bin Salman,
whom they see as hotheaded and inex-
perienced.

At the same time, they now believe
they have something to be proud of, with

Iranian-led militias playing a central
role in defeating the Islamic State mili-
tant group in Syria and Iraq, increasing
Iran’s regional influence in the process.

The two most popular stars in Iran to-
day — a country with thriving film, the-
ater and music industries — are not ac-
tors or singers but two establishment
figures: Gen. Qassim Suleimani, the
leader of Iran’s regional military effort,
which is widely seen as a smashing suc-
cess; and the foreign minister, Moham-
mad Javad Zarif, the symbol of a reason-
able and measured Iran.

In short, it appears that Mr. Trump
and the Saudis have helped the govern-
ment achieve what years of repression
could never accomplish: widespread
public support for the hard-line view
that the United States and Riyadh can-
not be trusted and that Iran is now a
strong and capable state capable of star-
ing down its enemies.

On the day of a state-orchestrated
commemoration ceremony for Mr. Ho-
jaji, Morteza Hosseinzadeh, a 33-year-
old graduate of theater studies at
Tehran University who considers him-
self a reformist, came out early to pay
his respects. Dressed in black and hold-
ing a poster bearing the portrait of the
new martyr, he looked every bit like the
hard-line supporters of the clerical gov-
ernment.

“There are many here like me who 
NATIONALISM, PAGE 4

A billboard in a central Tehran square showing Mohsen Hojaji, a once-obscure 26-year-old who was killed fighting in Syria and is now being promoted as a national hero.
PHOTOGRAPHS BY ARASH KHAMOOSHI FOR THE NEW YORK TIMES

Iranians united by foreign foes
TEHRAN

Middle-class city-dwellers 
now enthusiastically back 
country’s hard-line leaders

BY THOMAS ERDBRINK

A performance directed by Arvand Dashtaray. He has injected criticism of Iranian society
into his plays but now agrees with hard-liners that the United States cannot be trusted.

Over the past 15 years, my country,
Turkey, has gone through a colossal
political revolution. The traditional
secular elite that identifies with the
nation’s modernist founder, Mustafa
Kemal Ataturk, has been replaced by
religious conservatives who, until re-
cently, were largely powerless and
marginalized. The religious conserva-
tives have by now come to dominate
virtually all institutions of the state, as
well as the media and even much of the
business sector. In short, they have
become the new ruling elite.

This political revolution has had an
inadvertent outcome. It has tested the
ostensible virtues of these religious
conservatives — and they have failed.

They have failed
this test so terri-
bly that it raises
the question of
whether religios-
ity and morality
really go hand in
hand, as so many
religious people
like to claim.

The religious
conservatives have morally failed
because they ended up doing every-
thing that they once condemned as
unjust and cruel. For decades, they
criticized the secular elite for nepotism
and corruption, for weaponizing the
judiciary and for using the news media
to demonize and intimidate their oppo-
nents. Yet after their initial years in
power, they began repeating all of the
same behavior they used to condemn,
often even more blatantly than their
predecessors.

This is a familiar story: The religious
conservatives have become corrupted
by power. But power corrupts more
easily when you have neither principles
nor integrity.

Notably, some of the more conscien-
tious voices among Turkey’s religious
conservatives criticize this ugly reality.
Mustafa Ozturk, a popular theologian
and a newspaper columnist, recently
declared that religious conservatives
are failing the moral test miserably. He
wrote: “For the next 40 to 50 years, we
Muslims will have no right to say any-
thing to any human being about faith,
morals, rights and law. The response,
‘We have seen you as well,’ will be a slap
in our face.”

Another prominent theologian, the
former mufti of Istanbul, Mustafa Ca-
grici, also wrote about “the growing gap
between religiosity and morality.” In the
past, he noted, moral conservatives like
him would argue that “there could be no
morality without religion.” But now, he
wrote, “there should be no religion
without morality.”

Is religion 
a true gauge
of morality?

OPINION

It depends 
on whether it’s
being used for
self-education
or an ego boost
for believers.

Mustafa Akyol
Contributing Writer
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Authoritarian regimes shroud theirdarkest features in euphemism. So it iswith China’s “residential surveillanceat a designated location.” It sounds likea kind of house arrest, a milder form ofdetention for those under investiga-tion, perhaps, or awaiting trial. It isnot.
It is in fact the codification in law ofa widespread practice of whiskingpeople into secret detention — “disap-pearing” them into a labyrinth whereChina’s stunted legal protections cando little to prevent abuse. The practiceviolates not only human rights but alsointernational law, according to MichaelCaster of Safeguard Defenders, agroup founded in August to protectthose in Asia who fight for humanrights, women’s rights and civil society.Article 73 of China’s Criminal Pro-cedure Law was amended in 2012 to

allow the au-
thorities to de-
tain people for
reasons of “state
security” or
“terrorism.”
Detainees can be
held for as long
as six months in
“designated
locations” —
secret prisons.

China has
shown that it can
define thosereasons so broadly that it sweeps upanyone viewed as a political threat tothe supremacy of the CommunistParty: dissidents, lawyers, activistsand outspoken Tibetans and Uighurs.Among those who have been heldunder a form of “residential surveil-lance” are the artist Ai Weiwei and LiuXiaobo, the poet and Nobel Peace Prizelaureate who died in the state’s cus-tody in July.

Mr. Caster’s group has compiled 12accounts by those who have descendedinto this Orwellian legal abyss. Theyappear in a book, “The People’s Repub-lic of the Disappeared,” that was pub-lished in English this month and isscheduled to come out in Chinese onFriday. These accounts — two of themanonymous, some written by thosesafely outside China, some by bravesouls still inside — represent the expe-riences of hundreds, if not thousands,of people who have been deprived ofthe legal rights the country’s Constitu-tion ostensibly allows them.The narrators tell of physical andpsychological abuse, beatings andsleep deprivation, humiliations, isola-tion and threats to relatives. The na-ture of Article 73 fosters such abuse, itscritics assert. In regular detentioncenters, institutional norms like the

The brutality
of detention
inside China

A new book
provides
first-person
accounts of
rights activists
and political
dissidents held
in secret
prisons.
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Steven Lee Myers

NEWS ANALYSIS

At 5 a.m., the couple stirred to the buzzof a cellphone alarm. They had hardlyslept — Carlos Saldaña had been in thehospital the night before, betrayed byhis fragile stomach.
He had prayed that the pain wouldsubside, that God would give himstrength. Today was the raid, the culmi-nation of years of tracking the cartels, oflonely reconnaissance missions to findwhere they had discarded his daughter.For so long, he had begged officials todo something, anything. Now, he won-dered if he could even walk.“Why tonight, God?” he had mur-mured in the hospital, doubled over.“I’ve been waiting so many years forthis.”

He had spent the last six yearssearching for his daughter Karla, charg-ing through every obstacle with an ob-session that bordered on lunacy — car-

tel threats, government indifference, de-clining health, even his other children,who feared that his reckless hunt hadput them in danger.
Vicky Delgadillo watched as he easedout of bed and grabbed a cane. She had amissing girl as well, Yunery, whom Mr.Saldaña now thought of as his own. Forthe last two years, the couple had shareda home, a life and a love born of loss. Sheunderstood the raw fixation that definedhis life. It defined hers too.Before dawn, their prayers were an-swered. If not fully recovered, Mr. Sal-daña was at least well enough to get tohis feet. Sheer will and adrenaline woulddo the rest, allowing him to go on theraid at the ranch where he knew, deepdown, both girls were buried — two bod-ies among the thousands lost in the stateof Veracruz, among the tens of thou-sands nationwide.

The couple moved in silence, check-ing and rechecking their bags. Ms. Del-gadillo packed a lunch — apples, carrotsand a stew made of vegetables to avoidupsetting his stomach.
She heated water for instant coffeeand made toast as Mr. Saldaña searchedfor his essentials: binoculars, gloves,boots and a battery charger.Mrs. Delgadillo’s grandchildren —Yunery’s little girls — slept in the second

bedroom. After making breakfast, sheapplied mascara in front of a mirror onthe living room wall as Mr. Saldaña fin-ished packing.
“I don’t think we will need this today,”he said, grabbing a long metal spike

from behind their vinyl sofa, a crude toolthey often used to find mass graves. “Ithink others will bring theirs for thesearch.”
They left before sunrise that humid DISAPPEARED, PAGE 6

Both Vicky Delgadillo and Carlos Saldaña lost daughters to Mexico’s drug war, two among the more than 30,000 people who the government acknowledges have “disappeared.”

PHOTOGRAPHS BY DANIEL BEREHULAK FOR THE NEW YORK TIMES

Chasing ghosts in MexicoXALAPA, MEXICO

Families take up searchfor those who disappearin the country’s drug war
BY AZAM AHMED

A mass burial site near the city of Veracruz, Mexico, where 47 skulls were found this
year. “The entire state is a mass grave,” said the attorney general of Veracruz State.

The responses have been breathtakingin their speed and decisiveness. An-other powerful man in media or enter-tainment is accused of being a sexualpredator. He admits it, or not. He comesunder investigation, or quits, or is fired.And all at once, his work — no matterhow much people liked it before — turnsradioactive.
Last week in the United States, the“Charlie Rose” show, long patronized bythe public-television-watching cogno-scenti, was shelved after allegationsthat its urbane host was a chronic ha-

rasser of young women. The programjoins a long list of projects — the KevinSpacey series “House of Cards,” the filmand television work of Louis C.K., andthe groundbreaking Amazon show“Transparent,” among others — thathave been canceled outright, removedfrom circulation or thrown into disarrayby accusations against the men most as-sociated with their success.But as more and more once-importantfigures are banished from sight, at leastfor the time being, what should becomeof their work?
“Yes, the art suffers,” said the actorColman Domingo. Last year his movie“The Birth of a Nation” collapsed at thebox office after revelations that its writ-er-director, Nate Parker, had been ac-cused of raping a woman nearly 20years earlier. (Mr. Parker was acquit-ted; the woman later killed herself.) Mr.Domingo has also worked — very hap-pily, he said — with Louis C.K. When it 

If good artists are bad men, must we shun their work?
NEWS ANALYSIS

Where to draw the linewhen shows are caught upin harassment scandals
BY SARAH LYALL AND DAVE ITZKOFF

ARTISTS, PAGE 2

In Winnebago County, they’ve seen thepaper mills close, one by one.While Kimberly-Clark, founded herein 1872, still employs several thousandpeople locally, abandoned mills dotsmaller towns in the region. Paper pro-duction has moved to cheaper localesoverseas with less stringent pollutionrules. That has left a pall — and a senseof fear and insecurity — hanging overplaces like Neenah, even as factories inother industries are still humming.For many, the villain is trade.Take Neenah Foundry, a 145-year-oldoperation that employs nearly 1,000workers here. Its employees havewatched in frustration as cheap man-hole covers and sewer grates flood intothe country from India and elsewhere,where competitors are eligible for gov-ernment subsidies and face fewer envi-ronmental regulations.
“For a long time, trade hasn’t beenfair,” said Jeff Lamia, who started workat the foundry earning $5.35 an hour,fresh out of high school nearly 40 yearsago, and now makes $27 an hour.“They can build stuff for pennies inChina with no environmental rules,” headded. “Our foundry has an ungodlyamount of emissions controls and thatcosts big money. Overseas, they throw itout into the air and we have to compete.That’s not a level playing field.”More than a year after Donald J.Trump’s victory, it’s easy to forget thatthe seemingly tectonic electoral shiftcame largely from 80,000 voters in Wis-consin, Michigan and Pennsylvania whomoved those reliably Democratic indus-trial states into the Republican column.Few places embody the underlyingeconomic and political dynamics of thatswitch more than Winnebago County.Almost a third of Wisconsin’s 72 coun-ties flipped from blue to red, and likemost of them, Winnebago dependsheavily on manufacturing, whether ingritty blue-collar towns like Oshkoshand Menasha or in Neenah, which ishome to both factories and corporate of-fices downtown.

Indeed, with one-fifth of its jobs in thefactory sector, Winnebago dependsmore on manufacturing than over 90percent of the nation’s other counties.As a result, residents worry about for-eign competition for locally made prod-ucts like Oshkosh trucks or the fire en-gines built by Pierce in Appleton and ex-ported around the world.And with the North American FreeTrade Agreement hanging in the bal-ance, and the possibility of a trade war 

Mill town
flipped to
Trump, but
it’s jittery
NEENAH, WIS.

Midwestern communityhas lost factory jobs andfears a trade dispute
BY NELSON D. SCHWARTZ

WISCONSIN, PAGE 10

Selling via Amazon Lengths of fabric after being dyed for use as bedsheets
that will be marketed by The Boho Street, an Indian label, through Amazon. Thou-
sands of sellers in India use Amazon to sell in America. PAGE 8

REBECCA CONWAY FOR THE NEW YORK TIMES

How the news should sound.A daily audio report on demand.Hosted by Michael Barbaro.

nytimes.com/thedaily
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Robb Report is the leading voice in global luxury. Widely 
regarded as the single most influential journal of living life to the 
fullest, Robb Report covers the newest in what matters most to 
its discerning and sophisticated audience.

2018 RATES

SIZE COLOR COST

2 Page Spread Full Color $17,235

Full Page Full Color $9,095

1/2 Page Full Color $5,000

ROBB REPORT

2018 CLOSING DATES

ISSUE AD DUE ON SALE

MAR JAN 26 MAR 6

APRIL FEB 23 APR 3

MAY MAR 23 MAY 1

JUNE APR 20 JUN 5

JULY MAY 25 JUL 3

AUG JUNE 29 AUG 7

SEPT JULY 27 SEPT 4

OCT AUG 21 OCT 2

NOV SEPT 25 NOV 6

DEC OCT 23 DEC 4

JAN NOV 20 JAN 1, 2019

C I R C U L A T I O N / D E M O G R A P H I C S

MEDIAN AGE: 42

GENDER SKEW: 77% MALE, 23% FEMALE

AVERAGE HHI: $363,000

AVERAGE HNW: $2,400,000

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com
Paula Davidson at  
212.677.2671  |  paula@skyad.com
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HAUTE L IV ING

M A R K E T      D I S T R I B U T I O N

MIAMI 35,000
NEW YORK 35,000
LOS ANGELES 35,000
SAN FRANCISCO 35,000

D E M O G R A P H I C S

AVERAGE HHI:  $10,000,000

AVERAGE AGE: 50

GENDER SKEW: 56% MALE, 44% FEMALE

The primary element of the Haute Living brand is the 
sophistication and unique leadership we offer to our affluent 
audience. Haute Living incorporates elite lifestyle reporting 
throughout distinguished, market-specific publications in Miami, 
New York, Los Angeles and San Francisco. Through their 
celebrated regional publications, Haute Living captures the 
hearts and minds of the world’s most influential consumers in the 
most affluent destinations, and act as both guide and signpost in 
their stellar lifestyle. Haute Living characterizes the cultivation of 
luxury living.

2018 CLOSING DATES
Published bimonthly.

Closing dates are 30 days before issue date. 
Example: February 1 for March/April.

2018 RATES PER MARKET

SIZE COLOR COST

Full Page, City Full Color $6,900

Full Page, Regional Full Color $11,500

Full Page, National Full Color $23,100

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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LUXE INTERIORS + DESIGN

C I R C U L A T I O N / D E M O G R A P H I C S

MEDIAN AGE: 50

AVERAGE HHI:  $473,000

AVERAGE NW: $2,468,000

OWNS 2+ HOMES: 40%

Luxe celebrates regional architecture and design, and encourages 

design enthusiasts to seek out and connect with local design 

professionals in the place they call home. Luxe imparts this 

philosophy through multi-platform channels - in print and digital, 

and at their events - where their inspire, inform and engage with 

affluent design enthusiasts, architects, interior designers, home 

builders and the design community at large. Based on their unique 

long-term understanding of the design industry and extensive 

relationships, Luxe looks forward to being an important partner in 

the growth of your business.

2018 CLOSING DATES

ISSUE RESERVATION MATERIALS DUE

May/June 2/23 3/6

July/August 4/20 5/1

Sept/Oct 6/22 6/29

Nov/Dec 8/31 9/11

DISTRIBUTION

EDITION CIRCULATION

New York/CT/Westchester/
Hamptons 65,000

Chicago 40,000

Los Angeles 60,000

San Francisco 40,000

Orange County 35,000

Miami 30,000

Palm Beach 30,000

Dallas 30,000

Austin 25,000

Houston 30,000

Arizona 40,000

Colorado 30,000

Pacific Northwest 25,000

2018 RATES

PAGE COST

PAGE RATE: $3,595

SPREAD RATE: $5,795

BROKER LISTING: $3,595

BROKER PROFILES: $3,595

BROKER DIGITAL PROFILE 1 YEAR: $4,095

Local contract rates may apply.

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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TOWN & COUNTRY

2018 RATES

RATE PER INSERTION

Full Page 1x $15,300

Full Page 3x $14,900

Full Page 6x $14,500

Whether they’re choosing their primary residence or picking out a 
place to escape to near the water or on a golf course, every home 
is a castle for the Town & Country reader.  With the means to make 
their dreams come true and the desire to live life exactly how and 
where they want, Town & Country readers are the first choice for 
real estate agents looking to show exclusive properties.

2018 CLOSING DATES

ISSUE CLOSING DATE ON-SALE DATE

APRIL JAN 26 MAR 6

MAY FEB 23 APRIL 10

JUNE/JULY APR 3 MAY 22

AUGUST MAY 18 JULY 3

SEPTEMBER JUNE 22 AUG 7

OCTOBER AUG 7 SEPT 18

NOVEMBER SEPT 4 OCT 16

DEC/JAN OCT 2 NOV 20

C I R C U L A T I O N / D E M O G R A P H I C S

RE ADERSHIP: 625,000

GENDER SKEW: 27% MALE, 73% FEMALE

MEDIAN AGE: 55.2

AVERAGE HHI:  $314,983

AVERAGE NET WORTH: $1.5 MILLION

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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CONDÉ NAST LUXURY GROUP
2 0 1 8  G L O B A L  M A R K E T I N G  P R O G R A M



ARCHITECTURAL D IGEST

Published monthly, Architectural Digest is a modern icon of 
architecture and design. More about the art of architecture than 
commerce, AD has far more cachet than a mere “house book,” 
inspiring decisions as well as feeding fantasies. Advertisements 
within directly inspire their affluent audience to pursue and 
source their dream homes. Special issues focus on cities, 
country homes and global architecture.

D E M O G R A P H I C S

MEDIAN AGE: 52

MEDIAN HHI: $168,517

GENDER SKEW: 50% MALE, 50% FEMALE

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City /  
North Suburbs 19,000 106,210 $2,440

Los Angeles / West LA 14,000 78,260 $2,250

Manhattan 15,000 83,850 $2,220

San Francisco City / 
North Bay 9,000 50,310 $1,860

South Florida 17,000 95,030 $2,330

Washington DC Metro 19,000 106,210 $2,460ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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CONDÉ NAST TRAVELER

C I R C U L A T I O N / D E M O G R A P H I C S

MEDIAN AGE: 55

MEDIAN HHI: $166,685

GENDER SKEW: 58% MALE, 42% FEMALE

Published monthly, Condé Nast Traveler features articles  
written by writers who do not accept free travel and 
accommodations — writers for other travel publications do. 
Because of the magazine’s objectivity and fascinating editorial 
content, they have earned the loyalty of the most frequent and 
affluent travelers in the world — individuals who spend more 
than virtually any other group on luxury items, including lavish 
vacation homes and primary residences. With six National 
Magazine Awards, Condé Nast Traveler is the only travel 
magazine to have won more than one award. 

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 14,000 61,320 $1,980

Los Angeles / West LA 11,000 48,180 $2,180

Manhattan 12,000 52,560 $2,000

San Francisco City / 
North Bay 8,000 35,040 $1,790

South Florida 18,000 78,840 $2,260

Washington DC Metro 20,000 87,600 $2,450

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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GQ

For more than 50 years, GQ has been the premier men’s magazine, 
providing definitive coverage of style and culture. With its unique 
and powerful design, work from the finest photographers and a 
stable of award-winning writers, GQ reaches millions of leading 
men each month.

D E M O G R A P H I C S

MEDIAN AGE: 37

MEDIAN HHI:  $76,590

GENDER SKEW: 75% MALE, 25% FEMALE

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 16,000 124,000 $2,540

Los Angeles / West LA 14,000 108,500 $2,040

Manhattan 13,000 100,750 $1,930

San Francisco City / 
North Bay 7,000 54,250 $1,860

South Florida 17,000 131,750 $2,350

Washington DC Metro 20,000 155,000 $2,820

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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WIRED

WIRED makes sense of a world in constant transformation. WIRED 
tells an ongoing adventure story—the invention of the future. The 
WIRED conversation illuminates how technology is changing every 
aspect of our lives—from culture to business, science to design. 
The breakthroughs and innovations they cover lead to new ways of 
thinking, new connections, and new industries, introducing you to 
the people, companies and ideas that matter.

D E M O G R A P H I C S

MEDIAN AGE: 45

MEDIAN HHI:  $148,810

GENDER SKEW: 65% MALE, 35% FEMALE

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 14,000 47,880 $2,080

Los Angeles / West LA 12,000 41,040 $2,200

Manhattan 10,000 34,200 $2,090

San Francisco City / 
North Bay 9,000 30,780 $2,000

South Florida 13,000 44,460 $2,040

Washington DC Metro 22,000 75,240 $2,800

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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VOGUE

D E M O G R A P H I C S

MEDIAN AGE: 39

MEDIAN HHI: $153,537

GENDER SKEW: 25% MALE, 75% FEMALE

The foundation of Vogue’s leadership and authority is the brand’s 
unique role as a cultural barometer for a global audience. Vogue 

places fashion in the context of culture and the world we live in — 
how we dress, live and socialize; what we eat, listen to and watch; 
who leads and inspires us. Vogue immerses itself in fashion, always 
leading readers to what will happen next. Vogue defines the culture 
of fashion and is thought-provoking, relevant and always influential.

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 20,000 213,000 $2,540

Los Angeles / West LA 22,000 234,300 $2,680

Manhattan 23,000 244,950 $2,980

San Francisco City / 
North Bay 11,000 117,150 $2,180

South Florida 30,000 319,500 $3,140

Washington DC Metro 27,000 287,550 $3,140

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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VANITY FA IR

D E M O G R A P H I C S

MEDIAN AGE: 46

MEDIAN HHI: $168,663

GENDER SKEW: 28% MALE, 72% FEMALE

Published monthly, Vanity Fair has been highly influential and 
often quoted for numerous decades. Thought-provoking as well 
as style-making, it covers every aspect of modern life, from world 
affairs and business to architecture and society. This culture-
defining publication reaches affluent opinion leaders in positions 
to purchase multiple high-end homes, typically on more than one 
continent. Vanity Fair readers are the perfect audience for even 
your highest priced estate.

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 23,000 144,210 $2,710

Los Angeles / West LA 28,000 175,560 $3,180

Manhattan 29,000 181,830 $3,380

San Francisco City / 
North Bay 20,000 125,400 $2,450

South Florida 31,000 194,370 $3,140

Washington DC Metro 30,000 188,100 $3,530

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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THE NEW YORKER

D E M O G R A P H I C S

MEDIAN AGE: 48

MEDIAN HHI: $165,202

GENDER SKEW: 55% MALE, 45% FEMALE

The New Yorker has made many artists and writers household 
names. Its short stories are masterpieces, its reporting award 
winning, and its cartoons legendary. Each week, millions of high 
achievers turn to its mix of arts, architecture and design, business, 
politics, and science to be informed on all that matters, including 
their future dream homes. The New Yorker is the authority on 
practically everything, including future dream homes.

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 25,000 118,750 $2,940

Los Angeles / West LA 28,000 133,000 $3,310

Manhattan 66,000 313,500 $5,950

San Francisco City / 
North Bay 32,000 152,000 $3,730

South Florida 10,000 47,500 $1,950

Washington DC Metro 46,000 218,500 $5,410

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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GOLF D IGEST

D E M O G R A P H I C S

MEDIAN AGE: 54

MEDIAN HHI: $158,164

GENDER SKEW: 76% MALE, 24% FEMALE

Golf Digest is the #1 most widely read golf publication in the world 
and the authority on how to play, what to play and where to play. 
Golf Digest’s aim is to enhance the enjoyment of all facets of the 
game–making its readers better players, smarter consumers and 
more discerning travelers, while also offering the kind of informative 
and provocative stories that fuel the unending conversation that 
is golf. Golf Digest’s mantra is THINK YOUNG/PLAY HARD, a 
philosophy that defines both their reader and editorial alike, and is 
what differentiates Golf Digest from the competition. Golf Digest: 

It’s not just about swing speed – it’s a way of life.

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 16,000 49,760 $1,730

Los Angeles / West LA 15,000 46,650 $2,070

Manhattan 6,000 18,660 $1,730

San Francisco City / 
North Bay 6,000 18,660 $1,730

South Florida 20,000 62,200 $2,010

Washington DC Metro 24,000 75,640 $2,210

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com

Coldwell Banker Global Luxury® 54



BON APPET IT

D E M O G R A P H I C S

MEDIAN AGE: 52

MEDIAN HHI: $164,745

GENDER SKEW: 41% MALE, 59% FEMALE

bon appétit focuses on what’s current and stylish, while still giving 
readers valuable cooking tools and tips. The only food lifestyle 
publication on the market, bon appétit offers “life through the lens 
of food” — cooking in, dining out, culture, travel, entertainment, 
shopping and design. 

More than 60 local and feeder market regions 
available.  Email or call for the region list with 

pricing, circulation, distribution maps, etc.

ALL ADS ARE FULL PAGE AND COLOR.

2018 RATES

MARKETS SUSCRIBERS REACH RATE

Chicago City / 
North Suburbs 28,000 126,280 $3,130

Los Angeles / West LA 23,000 103,730 $2,710

Manhattan 17,000 76.670 $2,000

San Francisco City / 
North Bay 21,000 94,710 $2,470

South Florida 27,000 121,770 $3,180

Washington DC Metro 39,000 175,890 $3,530

2018 CLOSING DATES

ISSUE RESERVATIONS MATERIALS DUE

March December 15 December 20

April January 15 January 20

May February 15 February 20

June March 15 March 20

July April 15 April 20

August May 15 May 20

September June 15 June 20

October July 15 July 20

November August 15 August 20

December September 15 September 20

January 2019 October 15 October 20

February 2019 November 15 November 20

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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CITY LIFESTYLE & SPECIFIC INTEREST
2 0 1 8  G L O B A L  M A R K E T I N G  P R O G R A M



MODERN LUXURY

Modern Luxury, knows that community, more than ever, defines 
who we are.  And city by city, they make living well an art form.  
Modern Luxury is the largest local luxury media company, 
delivering the most affluent audiences in the most prominent 
cities in the US.  They bring luxury closer to home, because they 
live there too.

2018 CLOSING DATES

ISSUE MATERIALS DUE

March February 1

April March 1

May April 1

June May 1

July June 1

August July 1

September August 1

October September 1

November October 1

December November 1

January 2019 December 1

February 2019 January 1, 2019

D E M O G R A P H I C S

MEDIAN AGE: 47

MEDIAN HHI: $389,540

AVERAGE NET WORTH: $2,213,920

GENDER SKEW: 41% MALE, 59% FEMALE

2018 CIRCULATION & RATES

PUBLICATION REGION PRICE CIRCULATION

Beach  Hamptons $3,600 30,000

Hamptons Hamptons $3,850 40,000

Gotham Manhattan $4,750 65,000

Michigan Ave Chicago $4,750 65,000

LA Confidential California $4,750 65,000

Ocean Drive Miami  $4,200 50,000

Palm Beach Florida $4,200 30,000

Capitol File Washington 
DC $4,750 50,000

Aspen Peak Aspen $4,750 25,000

Local contract rates may apply.

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com
Paula Davidson at  
212.677.2671  |  paula@skyad.com
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GREENDALE REGIONAL T ITLES

Greendale lifestyle publications connect with the affluent, the 

aspirational, and socially sophisticated resident and visitor, 

through a format that’s uniquely fast-paced, modern, edgy, uber-

local and highly relevant. Reflecting the landscape of modern 

media and the way today’s consumers access and enjoy 

news, their publications combine slick, smart, pithy text with 

bold, beautiful imagery. The vibe is upbeat, witty, authoritative, 

insidery; the voice is intimate, irreverent, and intelligent. And, like 

the ultimate cocktail party, content is curated and sophisticated.

C I R C U L A T I O N / D E M O G R A P H I C S

AGE 25 -34: 11%

AGE 35 - 44: 29%

AGE 45 - 54: 28%

AGE 55+: 31%

HHI: $200,000+ 99%

LIQUID ASSETS: $750,000+ 99%

HOME VALUE: $1,000,000+ 98%

GENDER SKEW: 45% MALE, 55% FEMALE

MARRIED: 67%

Reach individuals with the highest disposable income 
and greatest spending power in each market.

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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GREENDALE REGIONAL T ITLES

2018 CLOSING DATES

Issue Distribution Date Materials Due

March March 1 January 21

April April 1 February 18

May May 1 March 24

June June 1 April 21

July July 1 May 19

August August 1 June 23

September September 1 July 21

October October 1 August 18

November November 1 September 22

December December 1 October 20

Deadline: 60 days before publication date

2018 RATES

LA, MICHIGAN AVE. (CHICAGO), VEGAS

1x 3x

Full Page $4,500 $4,000

1/2 Page $2,750 $2,500

1/4 Page $1,800 $1,500

BOSTON, CAPITOL FILE (DC), PHILADELPHIA STYLE, GOTHAM (NY), OCEAN DRIVE (MIAMI), ASPEN PEAK

1x 3x

Full Page $4,000 $3,500

1/2 Page $2,600 $2,350

1/4 Page $1,600 $1,500

BOSTON, CAPITOL FILE (DC), PHILADELPHIA STYLE, GOTHAM (NY), OCEAN DRIVE (MIAMI), ASPEN PEAK

1x 3x 6x

Full Page $3,750 $3,500 $3,250

1/2 Page $2,500 $2,250 $2,000

1/4 Page $1,500 $1,250 $1,000

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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slmag.net

Nov/Dec 2016

{Chicago’s Finest}

2018 RATES

MARKET FULL PAGE CIRCULATION

Louisville $2,100 10,000

Lexington $1,700 10,000

Cincinnati $2,100 10,000

Nashville $2,800 11,000

St. Louis $2,100 12,000

Chicago $5,100 25,000

Columbus $2,800 10,000

Arizona $4,200 25,000

Indianapolis $2,300 10,000

Local contract rates may apply.

2018 CLOSING DATES

ISSUE DEADLINE

March/April February 1

May/June April 1

July/August June 1

September/October August 1

November/December October 1

January/February December 1

Directly mailed six times a year to the highest-verified income 
earners in each of its nine city-specific markets, Sophisticated 
Living’s award-winning editorial appeals equally to both men 
and women. Sophisticated Living readers are successful, savvy, 
educated and capable consumers. The Sophisticated Living 
reader represents the wealthiest 1% and is responsible for almost 
all of the luxury brand spending in each city. 

D E M O G R A P H I C S

GENDER SKEW: 50% MALE, 50% FEMALE

AVERAGE HOUSEHOLD INCOME: $428,889

{Indianapolis’ Finest}

slmag.net

Nov/Dec 2016 

five dollars

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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I N T E R N AT I O N A L



THE GLOBE AND MAIL

The Globe is an essential read for Canadians who seek insight 
and prespective on the issues that affect the Canadian landscape 
and the world at large. The Globe has intimate, absorbed and 
fiercely loyal readership. And, as the only Canadian newspaper 
to show a readership growth trend over the last five years, The 
Globe remains your essential connection to Canada’s most 
influential and responsive audience.

2018 RATES

SIZE COLOR COST

Full Page Color $33,135

Half Page Color $19,150

Quarter Page Color $11,120

C I R C U L A T I O N / D E M O G R A P H I C S

GEOGRAPHIC DISTRIBUTION: CANADA

CIRCUL ATION: 407,000 (SATURDAY)

RE ADERSHIP: 1,864,000 (SATURDAY)

HOUSEHOLD INCOME: 36% HAVE INCOME OF 

$100,000+

2018 CLOSING DATES

ISSUE PUBLICATION 
DATE MATERIALS DUE

Weekly Saturday Monday (week of)

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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Tory plots — how the 
budget affects your 
property prospects 10

Hide away in
one of Europe’s 
secret havens 18

November 26, 2017

The social network 
Want to connect with your neighbours? There’s an app for that 8

Star quality: the 
coolest kids’ 
collections 20

Travel
INSIDE 

Anyone for spackling paste? Welcome to the world of YouTube DIY 6

How to get a good night’s sleep 21
Fair dos: the best design shows, from Stoke to Finland 27

September 3, 2017

Make your dream move by Christmas with our week-by-week guide 10

Glad tidings we bring

THE SUNDAY T IMES
OF LONDON

The Sunday Times is one of the largest-selling British national 
Sunday newspapers. Established over 200 years ago, The 
Sunday Times is one of the most trusted commercial news 
brands in the United Kingdom and continues to lead the market 
with quality journalism. HOME is the pre-eminent, award-winning 
national property supplement of The Sunday Times; advertisers, 
including estate agents, developers, retailers, architects and 
designers, use HOME to drive enquiries to their teams and help 
readers to make the best decision on how to spend their money.

C I R C U L A T I O N / D E M O G R A P H I C S

GEOGRAPHIC DISTRIBUTION: UK

CIRCUL ATION: 772,614

RE ADERSHIP: 2,055,000 

GENDER SKEW: 55% MALE, 45% FEMALE

RE AD BY UK BUSINESS ELITE: 54%

AVERAGE AGE: 49

NUMBER OF LISTINGS PER PAGE: 6 OR 9

2018 HOME DIGITAL OFFER

ISSUE SIZE PRICE

Weekly (Sunday) 970x250, 320x50, 
728x90, 30x250 $2,850 per Sunday

100% SOV (desktop, tablet, and mobile)

2018 HOME PRINT OFFER

SIZE COLOR COST

Full Page Color $9,350

Half Page Color $4,950

Quarter Page Color $3,300

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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COUNTRY L IFE

2018 RATES

SIZE COLOR COST

2 page spread Full Color $5,400

Full Page Full Color $2,700

1/2 Page Full Color $1,630

2018 SPECIAL INTERNATIONAL ISSUES

ISSUE ISSUE DATE MATERIAL 
DEADLINE

Spring March 28 March 2

Monaco & Mediterranean May 9 April 11

France June 27 June 6

Autumn October 10 September 19

Ski November 7 October 17

Caribbean December 5 November 14

Country Life is one of Britain’s best-loved magazines, celebrating 
a way of life reflected through property, architecture and the 
countryside.  Its matchless authority and its world-class writing 
and photography have established it as a nonpareil in publishing.  
At the heart of the magazine are the property pages, where the 
finest houses are showcased to a refined, wealthy readership in 
the UK and overseas, who seek the best things in life.  British 
country houses are the envy of the world – Country Life is where 
buyers search for their dream.

C I R C U L A T I O N / D E M O G R A P H I C S

CIRCUL ATION: 39,132 INCLUDING DIGITAL COPIES 

RE ADERSHIP: 219,000 UK, 187,389 GLOBALLY

AVERAGE HOUSEHOLD INCOME:  

25% OF READERS IN EXCESS OF $250,000

GENDER SKEW: 52% MALE, 48% FEMALE

AVERAGE AGE: 51

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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INTERNATIONAL ROBB REPORT

2018  RATES

EDITION CIRCULATION COST FREQUENCY

Saudi Arabia 20,000 $8,750 12x

China 848,000 $73,600 12x

India 30,000 $8,500 12x

Kazakstan 20,000 $10,700 10x

Korea 30,000 $21,000 12x

Malaysia 11,000 $1,900 12x

Mexico 40,000 $15,900 12x

Russia 22,000 $15,200 11x

Singapore 15,000 $5,000 12x

Spain 30,000 $13,900 10x

Thailand 15,000 $3,800 12x

Turkey 10,000 $4,900 12x

Vietnam 10,000 $5,800 12x

2018  CLOSING DATES

ISSUE MATERIALS 
DUE ISSUE MATERIALS 

DUE

March January 2 September July 1

April February 2 October August 3

May March 2 November September 1

June April 1 December October 1

July May 1 Jan 1, 2019 November 2

August June 1 Feb 1, 2019 December 1

Founded by Robert “Robbie” White, Robb Report magazine 
has been published in the U.S. for over 30 years. Emerging first 
as a newsletter for United States club owners and Rolls-Royce 
collectors, the publication eventually became the Robb Report 
luxury lifestyle magazine. To date, Robb Report has been named 
by the leading producers of luxury goods and services as the 
most authoritative publication in the world, further evidenced by 
the magazine’s numerous references in mainstream media.

Robb Report International has been published since 2004 and is 
a guide to the world’s highest standards, designed for the most 
discerning and sophisticated readers. We understand that most 
of our readers are not only experts in their professional lives, but 
in their hobbies, as well.

ADVERTISING INQUIRIES:

Phil Kaminowitz at  
212.677.2713  |  phil@skyad.com

Paula Davidson at  
212.677.2671  |  paula@skyad.com
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UNIQUE HOMES
CHINA EDIT ION

2018 RATES

SIZE COLOR COST

Full Page (one-time rate) Full Color $2,095

Full Page (2-time rate) Full Color $1,795

Full Page (4-time rate) Full Color $1,395

2018 UNIQUE HOMES CHINA SCHEDULE

ISSUE ISSUE DATE MATERIAL DEAD-
LINE

May February 23 March 2

August May 25 June 5

November August 31 September 7

February 2019 November 30 December 7

When your high-end sellers read about the staggering level of 
investment Chinese buyers are making in the luxury market, 
and especially real estate in the U.S., they likely are asking 
themselves: “What is my real estate agent doing to promote my 
home in China?” 

We have the answer for you: UNIQUE HOMES China Edition

For more than four decades, Unique Homes has been helping 
agents promote their top listings to affluent buyers outside their 
local marketplace. The recent launch of UNIQUE HOMES China 
Edition continues their mission to help luxury professionals bring 
buyers and sellers together.

D I S T R I B U T I O N :  1 0 , 0 0 0

Copies will be distributed to a select list of 
af fluent Chinese individuals in the major cities – 
including Beijing, Shanghai and Hong Kong – as 
well as in Taiwan and Macau. Magazines also 
will be made available in private membership 
organizations. The UNIQUE HOMES China 
Edition puts you front and center before one of 
the wealthiest, most desired audiences in the 
world. And placing an ad couldn’t be easier.

• We will create the ad using your photos and 
copy in one of our templates (up to 6 properties 
on a page).

• We will have your ad translated into Chinese.
• You will receive 5 copies for each page of 

advertising, plus you will be sent a l ink to the 
digital version of the UNIQUE HOMES China 
Edition, which is also promoted online in China.

• We can also provide you with a PDF of your ad 
in Chinese for your own marketing ef forts.

TO PLACE AN AD, CONTACT YOUR  
UNIQUE HOMES REPRESENTATIVE OR

B R U C E  G R I S E T

D I R E C T O R  O F  S A L E S

B G R I S E T @ U N I Q U E H O M E S . C O M

8 8 8 . 9 2 8 . 9 0 2 0

9 1 9 . 9 2 8 . 9 0 2 0

Coldwell Banker Global Luxury® 66



Company materials, programs or meetings that are not for compliance purposes are optional for your use as an independent agent affiliated with the Company. Your 
use is not required for your continued affiliation with the Company. ©2018 Coldwell Banker Residential Brokerage. All Rights Reserved. Coldwell Banker Residential 
Brokerage fully supports the principles of the Fair Housing Act and the Equal Opportunity Act. Owned by a subsidiary of NRT LLC. Coldwell Banker, the Coldwell Banker 
logo, Coldwell Banker Global Luxury and the Coldwell Banker Global Luxury logo are service marks registered or pending registration owned by Coldwell Banker Real 
Estate LLC.  292300MA_3/18


