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   oman’s Day captivates  more than  

22 million readers by inspiring them to Live  
Well Every Day. Woman’s Day is designed 

for how we live now – with a strong voice 

that serves up simple, but sound ideas about 

health, food, family, relationships, home and style. 

A streamlined look and integrated media 

capabilities reflect both the sensibility of our  

readers and our editorial commitment to  

fresh thinking. Woman’s Day is truly  

an indispensable guide to living the  
best day possible.
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Reader Profile
Rate Base: 3,800,000

						             AUDIENCE    	       % COMP.
	                                (000)

TOTAL ADULTS	              			   22,110	
									          
TOTAL WOMEN					     21,070		          100%

Age Group
	 18-34						        4,185 			  20	
	 18-49						      10,539			   50	
	 25-54						      11,692			   55

	 Median Age: 50.0 years

Median Household Income: $53,501

Work Status
	 Employed					     12,102		    	 57
	 Working Mothers				      4,835		     	 23

Att. / Grad. College+				    10,874			   52

Married						      12,110		             	 57

Children In Household
	 Under 18					       8,476			   48
	 Under 6					       3,298			   16
	 6-11						        4,059 			  19
	 12-17						        4,679 			  22

3+ People in Household				    10,572			   50

Homeowners
	 Own Home					     15,865			   75	
	 Home Value $100,000+			   12,460			   59
	
Region
	 A or B Counties				    13,488			   64

Source: MRI Spring 2008
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Readers Are Engaged  
with Woman’s Day

Source: Woman’s Day Live Well Every Day Surveys, MRI Interactive, 1-08

Actions readers have taken  
in the past year as a result  
of reading Woman’s Day:

n  62% entered a contest

n  56% visited a website for more information

n  �53% discussed a feature/article with a 

friend or relative

n  30% have bought an advertised product

WD is a favorite read:

n  ��Reads or looks into a typical issue an  

average of 4 times

n  Average time spent reading is 1.4 hours

n  74% say WD is one of their favorites

n  ��40% save the issue or particular articles 

when they are finished reading

n  ��98% “trust and believe what they read  

in Woman’s Day” and describe it as a  

“good value”
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The Woman’s Day Traveler

Source: MRI Spring 2008, Total Women	

It’s no secret that 70% of all travel arrangements are  

made by women. But what you may not know is that 

more than 22 million readers turn to the pages of 

Woman’s Day for information and advice. When it comes 

to travel, Woman’s Day gives these women everything 

they need to make smart, informed decisions. From  

reviews of family-friendly destinations and planning  

the ultimate road trip, to packing the perfect suitcase, 

Woman’s Day makes planning a vacation easy.

And Our Readers Respond
n  �Woman’s Day readers spent a total of $12 billion on domestic trips  

in the past 12 months and traveled a total of 9,725,533 miles

n  More than 11.6 million readers have taken a domestic trip in the past year

n  More than 3 million are members of a frequent flyer program

n  Nearly 1 million have used a travel agent to book their domestic trip

n  �More than 3.5 million made personal/business travel plans on the internet in  

the past 30 days

An Untapped Audience 

Woman’s Day provides travel advertisers with millions of fresh prospects.
 

98% do not read Condé Nast Traveler

96% do not read National Geographic Traveler

96% do not read Travel & Leisure
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Woman’s Day Readers See America: 
Domestic Travel

n  �Woman’s Day readers spent a total of $12 billion  
on domestic trips in the past 12 months and  
traveled a total of 9,725,533 miles

 n  ���55% of Woman’s Day readers traveled  
domestically in the past 12 months

 n  �37% traveled by car (personal/rental);  
25% traveled by plane (charter/scheduled)

 n  �Average time away is 8 nights

In the past 12 months 
7.5 million (36%) readers took 2+ domestic round-trips 
4.6 million (22%) readers took 3+ domestic round-trips 
1.9 million (9%) readers took 4+ domestic round-trips

Woman’s Day Readers Are Frequent Travelers

Activities Enjoyed While on Vacation
Sightseeing	 19%	 4.1 million readers
Shopping	 16%	 3.5 million
Beach	 13%	 2.6 million
Visiting a National Park	 6%	 1.2 million	

Regions Visited:     South: 31%     North Central: 15%     West: 16%     Northeast: 11%

Source: MRI Spring 2008, Total Women

Domestic Trip Past Year	A udience (000)	 %Coverage	 WD Advantage

Woman’s Day	 11,574	 18.9	 –	   	
National Geographic Traveler	 2,169	  3.5	 +434%		   
Travel & Leisure	  2,036	  3.3	 +468%
Condé Nast Traveler	 1,331	 2.2	 +770%

Reach five times more travelers with Woman’s Day!
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Woman’s Day Readers Venture Abroad: 
Foreign Travel

n  �Woman’s Day readers have spent more  
than $6.0 billion on foreign travel in the  
past 12 months

 n  ��More than 4.5 million readers have  
taken a foreign trip in the past 3 years

 n  �Their average stay is 13 nights

  Reach three times as many foreign travelers with Woman’s Day!

Foreign Trip Past 3 Years	A udience (000)	 %Coverage	 WD Advantage

Woman’s Day	 4,540	 15.4	 –	   	

Travel & Leisure	  1,504	  5.1	 +202%	  

National Geographic Traveler	 1,421	  4.8	 +219%

Condé Nast Traveler	 1,071	 3.6	 +324%

Took a Cruise in Past 3 Years	A udience (000)	 %Coverage	 WD Advantage

Woman’s Day	 1,899	 17.5	 –	   	

Travel & Leisure	 664	  6.1	 +186%		   

National Geographic Traveler	  524	  4.8	 +262%

Condé Nast Traveler	 462	 4.3	 +311%

Woman’s Day readers are more likely to spend their vacations at sea!

Source: MRI Spring 2008, Total Women
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Destination: Woman’s Day
The place you want to be!

Appearing in our second April issue each year, this special editorial section features the  

Woman’s Day annual Family Vacation-Planning Guide. The Family Vacation-Planning 

Guide is loaded with information on travel deals and packages, trips for traveling with children, 

and destination-specific editorial.  In 2009, Woman’s Day explores the beaches of Panama City 

Beach, FL and Wilmington, NC, the rich history and Lowcountry cuisine of Charleston, NC,  

Elvis’ Graceland Mansion in Memphis, the European experience of The Kentucky Bourbon Trail, 

and the gardens, museums, historic sights and world-class shopping of Orlando, FL.

Annual Travel Section: April 14, 2009 Issue
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Vacation Travel Planner  
Reader Service at its Best!

The Vacation Travel Planner is our comprehensive, newly enhanced reader service program.   

It is featured nationally in six perfectly timed issues and promotes the Woman’s Day   

travel microsite, adding exposure for travel advertisers and driving readers online.

In-book includes:
n  �An on-page BRC

n  �A postage-paid BRC  

within three of the issues

n  ��Your 20-word listing  

promoting your destination

Online features include:
n  �Hyperlink your website

n  �Point-and-click access

n  �Featured destination  

links available

Source: *AOL, April 08 - May 08

February 10		 On-page BRC, Web and Travel Planner Listing 

March 3		 On-page BRC, Postage-paid BRC, Web and Travel Planner Listing 

April 14		 On-page BRC, Postage-paid BRC, Web and Travel Planner Listing 

May 5		 On-page BRC, Web and Travel Planner Listing 

June 16		 On-page BRC, Web and Travel Planner Listing 

October 6		 On-page BRC, Postage-paid BRC, Web and Travel Planner Listing

2009 Issue Schedule

Travel is the 3rd largest website category to increase  
unique visitors!* Woman’s Day readers can request travel literature  

via WomansDay.com, putting it in readers’ hands faster.
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An Exclusive Offer to Increase Leads and Build Sales! 

Vacation Travel Planner Online

QUICK ACCESS
Online users can simply  
click on the Free Travel 
Information button on 
WomansDay.com to begin 
planning their next getaway.

ACCOUNTABILITY
Woman’s Day provides 
lead generation and ad 
tracking reports.

HIGHLY INTERACTIVE
Point-and-click access for  
instant information on  
premium travel destinations. 

*Sources:  WebTrends, May 2008; ComScore June 2008

Get your enhanced travel listing in one of these premium positions:

The Hot Spot/ 
Great Getaways/  
Spotlight Microsite   
Promote your destination in 
a premium above-the-fold 
position that links directly 
to an on-page “Spotlight 
Microsite,” providing more 
information and one-touch 
access to your website. 
 
Image Size:  90X90, 15k max   

Standard GIF or JPEG  
(no rich media) 

URL address 

Headline: 40 character limit  

Spotlight Microsite image  
size: 400X200 max 

2,000 character limit 

Link to website tracked 

“Request Catalog” button  
impressions and clicks tracked 

Value:  $7,500

Banner Ad  
Highly visible ad  
placement linking  
directly to your website.

Image Size:  728X90, 25k max 

Standard GIF or JPEG  
(no rich media) 

URL address 

Impressions and clicks tracked 

Value:  $5,000

Featured Sponsors 
Motivate online visitors  
to click directly to your  
website for more information. 
 
Image Size:  150X90, 15k max 

Standard GIF or JPEG  
(no rich media) 

URL address 

Impressions and clicks tracked 

Value:  $3,000

1

2

3

Ask your sales representative how you can qualify 
for an enhanced listing today.

WomansDay.com*  

Unique visitors: 
1.6 million+  

Avg. minutes  
per visitor:     

17.5
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Vacation Travel Planner  
Participation Form 

2009 Vacation Travel Planner Issue Schedule

(Please indicate issues)

o February 10.........Web and Travel Planner listing

o March 3...............BRC, Web and Travel Planner listing

o April 14................BRC, Web and Travel Planner listing

o May 5...............Web and Travel Planner listing

o June 16............Web and Travel Planner listing

o October 6.........BRC, Web and Travel Planner listing

Please note: Dates subject to change.

To participate in the Vacation Travel Planner, simply fill out the form below:

1. Advertiser Participating in Issue(s): 

2. Woman’s Day Sales Representative: 

3. Advertiser’s State: 

4. Title of Listing:  

5. Copy (15-20 words*):

6. Website/URL:

7. How would you like to recieve your leads? (check one) 	 o Labels	 o Disk** 	 o  Email

8. Send leads to:

    Name & Title

    Company & Address

    Phone & Email

9. Fax, email, or mail completed form to:  
    Maritza Barone, Woman’s Day, 1633 Broadway, 42nd Floor, New York, NY 10019
    Phone: (212) 767-6888, Fax: (212) 767-5611, Email: mbarone@hfmus.com

*Woman’s Day reserves the right to edit copy for clarity and/or to meet space requirements.
**There is a $20 charge to receive leads on a disk.
This form must be received on or before the issue regional closing date to ensure inclusion.

Live Well Every Day
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Helping You Reach More Than 
22 Million Readers

Woman’s Day continues to provide travel advertisers with targeted marketing  
opportunities at some of the most efficient rates available. Here is a look at 

a few of the travel advertising options available for 2009.

National Display Advertising: 17 issues
Woman’s Day has been #1 in Direct Response advertsing for the past 13 years* for one simple  

reason – Woman’s Day readers respond! And now travel advertisers have more reasons than ever to tap 
into the power of the Woman’s Day brand. With travel editorial in almost every issue, there’s no better 

place to reach our more than 22 million** decision makers with a national ad.

Regional Display Advertising: 12 issues
To help target specific travel markets, and maximize the effectiveness and efficiency of your advertising, 

Woman’s Day offers advertisers the option of selecting regional advertising by STATE. Travel editorial is 
scheduled to appear within all regions with scheduled travel advertising.

Travel Directory: 6 issues
A special section composed of fractional advertising units that runs adjacent to travel editorial.  

The Travel Directory remains one of the most cost-effective ways to reach your audience via three  
pre-determined circulation groupings (West, Central and East).  

Issues: February 10, March 3, April 14, May 5, June 16, October 6

Vacation Travel Planner: 6 issues (listing), 3 issues (BRC) and Online Exposure
Woman’s Day magazine’s national Reader Service page is available to all qualifying travel advertisers.   
The section allows interested readers to receive additional information from travel destinations, and  

includes 15-20 words of your message accompanying each listing.   
Listing: February 10, March 3, April 14, May 5, June 16, October 6   

BRC: March 3, April 14, October 6

CO-OP Sections:
Woman’s Day can create custom travel advertising sections to meet the specific marketing objectives of 

your travel destination. Please contact your sales representative for additional details.

Source: *PIB/CMR 1993-May 2008; **MRI Spring 2008
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2009 Editorial At-A-Glance  

Issue	E ditorial Feature	 On Sale	 Close	 Close	 Options

1/1	 WINTER WONDERLANDS	 12/9/08	 9/30/08	 9/23/08

	 Sun Valley, ID

	 Vail Valley, CO

2/10	 ROMANTIC DESTINATIONS	 1/20/09	 11/10/08	 11/3/08	 On-page BRC

	 Virginia is for Lovers				    Travel Planner

	 Romantic San Francisco				    Web-listing

3/3	 Key West, FL	 2/10/09	 12/3/08	 11/26/08	 On-page BRC

	 Taste of New Orleans 				    Postage-paid BRC

	 Singer Island, FL				    Travel Planner

					     Web-listing

	

	 Annual Travel Section:

4/14	 SOUTHEAST TOURISM	 3/24/09	 1/14/09	 11/7/09	 On-page BRC

	 Orlando, FL				    Postage-paid BRC

	 Hershey, PA				    Travel Planner

	 Bourbon Trail, KY				    Web-listing

	 Charleston, SC

	 Memphis, TN

	 Wilmington, NC/ Cape Fear Coast

	 Savannah, GA

	 Panama City Beach, FL

	 Myrtle Beach, SC

	 Lewes, Delaware

	 Cruising

	 Explore Texas

	 Aloha to Hawaii

Please note: Editorial is subject to change. 

National Regional Response

Live Well Every Day
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2009 Editorial At-A-Glance  

Issue	E ditorial Feature	 On Sale	 Close	 Close	 Options

5/5	 North Carolina’s Outer Banks	 4/14/09	 2/4/09	 1/28/08	 On-page BRC

	 Indianapolis, IN				    Travel Planner

	 Magic in the Midwest (Chicago,				    Web-listing 

	 Minneapolis, Detroit & St. Louis)

	

6/16	 CULTURAL DESTINATIONS	 5/26/09	 3/18/09	 3/11/09	 On-page BRC

	 Learning Vacations				    Travel Planner

	 Cooking School Getaways				    Web-listing

	 Warding Off Weight Gain Vacations

7/7	 Turks & Caicos	 6/16/09	 4/8/09	 4/1/09

	 Lake Tahoe, CA			     

	

8/4	 Grand Cayman Islands	 7/7/09	 4/29/09	 4/22/09

	 Lake Sunapee, NH

				  

9/15	 Port Land, OR		  8/18/09	 6/10/09	 6/3/09

	 Best Autumn Escapes

	 (New Hampshire, Minnesota & North Carolina)

10/6	 To be annouced.	 9/8/09	 7/1/09	 6/24/09	 On-page BRC 

					     Postage-paid BRC 

					     Travel Planner 

					     Web-listing	

11/3	 To be announced.	 10/6/09	 7/29/09	 *			 

11/17	 To be announced.	 10/27/09	 8/19/09	 8/12/09

12/1	 To be announced.	 11/17/09	 9/9/09	 9/2/09

Please note: Editorial is subject to change. 
*No Regional Availability

National Regional Response
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Quick Audience Cume Benefit:
Your Ads Will Be Seen, Read and  

Responded to Sooner in Woman’s Day

Woman’s Day reaches  
its audience 28-55% faster

Source: 2008 MRI Spring; Base: MRI Women Audience Accumulation Curve 
5 WM equals the average of Better Homes & Gardens, Family Circle,  
Good Housekeeping, Ladies’ Home Journal and Redbook

+55%

+42%

+33%

+28%

34%

47%

56%

64%

WD

22%

33%

42%

50%

5WM

Week 1 Week 2 Week 3 Week 4

WD
Advantage

vs.
5 WM
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The Single Copy Difference
#1 in Reader Responsiveness 

Primary Women Readers

48.7%

44.5%

33.5%

28.5%

Any Reader 
Action

Cut Out/Used 
Recipes

WD
Advantage

9% WD
Advantage

18%

� Woman’s Day
� Average Other 5 WM

Source: ���MRI Spring 2008, Primary Women
5 WM equals the average of Better Homes & Gardens, Family Circle,  
Good Housekeeping, Ladies’ Home Journal and Redbook
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2009 Regional Rates  

Region	 West	 Central	E ast

Circulation	 620,000	 1,647,000	 1,491,000		

		    

4-Color    CPM	

Full Page  $71.96		  $44,615	 $118,516	 $107,291

2/3	 54.73		  33,933	 90,141	 81,603

1/2 	 42.92		  26,610	 70,689	 63,994

1/3	 34.69		  21,506	 57,129	 51,718

2-Color    CPM	

Full Page  $69.85		  $43,308	 $115,046	 $104,149

2/3	 53.76		  33,328	 88,535	 80,149

1/2	 40.77		  25,275	 67,143	 60,783

1/3	 27.74		  17,198	 45,685	 41,358

B&W        CPM	

Full Page  $60.69		  $37,628	 $99,957	 $90,489

2/3	 43.77		  27,140	 72,097	 65,268

1/2	 34.29		  21,259	 56,472	 51,123

1/3	 23.39		  14,503	 38,527	 34,878 

Please note: Advertisers wishing to run regionally in Woman’s Day can purchase one or more regional 
edition either by regional group or state.

There is minimum space charge of $1,500 gross on regional buys.
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Travel Directory Digital Ad Specifications  
and Mechanical Requirements

Ship All Materials to: Woman’s Day Production Department, 43rd floor, 1633 Broadway, New York, NY 10019, Attention:  

Anthony White.  Note: All electronic data will be held for one year from date of last insertion and all media will be destroyed 

after three months unless directed otherwise.  

For Assistance Call:  Production Manager: Anthony White – 212-767-6704 or awhite@hfmus.com

Acceptable File Formats: The following digital file types are considered optimum. Each of the preferred formats  

are acceptable for full or partial pages.  Trapping is the responsibility of the file provider.  Information on PDFs can be  

found at www.ddap.org.

	 �PDF (Professionally Prepared) – Acrobat v4.01 (press optimized); composite CMYK; all fonts embedded; 300 dpi bitmaps.

Proof Specifications:  Kodak Approval; Imation Matchprint Digital Halftone; or Progressive press proofs.  All contract 

proofs must be made according to SWOP standards.  Proofs that do not meet SWOP criteria will be used for color break only.

*Please place your ad on a disk or CD and send it to the appropriate department at the above address along with your color proof. 

Do not email your file unless you have been instructed to do so.

Checklist

PDF

o All fonts are embedded and images are included

o All colors are CMYK (except for Spot Colors)

o CMYK images are RES12 (304.8 dpi)

o Performed all desired trapping

o SWOP certified contract proof

o 2 content proofs

Ad Size Specifications

                                    Non-Bleed	 Bleed	T rim size

	
Format	 Width Depth	 Width Depth	 Width Depth

Full Page	 71⁄
8  
”X 10”	 81⁄

8  
” X 103⁄

4   
”	 77⁄

8  
” X 101⁄

2   
”

1/2 page horizontal	 71⁄
8  
”X 4”	 81⁄

8  
” X 53⁄

8   
”	 77⁄

8  
” X 51⁄

4   
” 

1/3 page vertical	 21⁄
4  
”X 81⁄

2   
”	 –      –	 –      –

1/3 page square	 45⁄
8  
” X 4”	 –      –	 –      –

1/6 page	 21⁄
4  
” X 4”	  –      – 	 –  –

1/12 page	 21⁄
4  
” X 2”	 –       –	 –     –

Live Well Every Day

A Publication of Hachette Filipacchi Media U.S., Inc.



t r a v e l

Lewis Stafford Company 
5000 Quorum Drive, Suite 545
Dallas, TX 75254 
Phone: (972) 960-2889
Fax: (972) 960-2886

Woman’s Day
1633 Broadway, 42nd Fl. 
New York, NY 10019
Phone: (212) 767-5707
Fax: (212) 767-5611 

Verbatim Media
10622 Cheval Place
Lakewood Ranch, FL 34202
Phone/Fax: (941) 359-9841

X Media
709 Millpond Road
Lexington, KY 40514
Phone: (859) 273-6464
Fax: (859) 273-6474

Alaska, Arizona, Arkansas,  
California, Colorado, Idaho, Iowa, 
Kansas, Michigan, Montana,  
Nebraska, Nevada, New Mexico, 
North Dakota, Oklahoma, Oregon, 
South Dakota, Texas, Utah,  

Washington, Wisconsin, Wyoming

Connecticut, Maine, Massachusetts, 
New Hampshire, Rhode Island,  

Vermont, Canada

 

Alabama, Florida, Georgia, Kentucky,  
Louisiana, Mississippi, North Carolina,  
South Carolina, Tennessee, Virginia, 
West Virginia  

The Caribbean

Delaware, Illinois, Indiana, Maryland,  
Missouri, New Jersey, New York, 
Ohio, Pennsylvania, Washington, D.C.  

Brian Davis: 
brian@lewisstafford.com

Candia Herman:
cherman@hfmus.com

Louis Haley:
verbatimmedia@aol.com

Eric Lukehart:
eric@goxmedia.com

Company Representatives Regions
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