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TOPICS OUR READERS LOVE: 

AUDIENCE 
DEMO

93%75% of our readers are 
between the ages of 25-64

81% of our readers own 
their primary residence

say it is important to 
shop local businesses

70% women average 
readership

Health • Events • Food • Home • Travel • Business

15K+ 
print subscribers

17.4K 
website visits/issue 

15K+  	        	     
social followers

6.6K+         
email subscribers

Shayna Mace, Editorial Director 
Dena Frisch, Advertising Sales Manager

SOME OF OUR CURRENT CLIENTS

OUR REACH

BRAVA is the top influencer among 
women in the Madison area

Advertise with Influence
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JANUARY/FEBRUARY
Ad Close: 12/9
Materials Due: 12/16
Ship Date: 1/8

EDITORIAL CALENDAR

WOMEN TO WATCH ISSUE
FEATURES: Women to Watch, an inspiring 
home tour 
DWELL: Midcentury modern design
BEAUTY & STYLE: Local jewelry brands
GO + DO: Valentine’s Day ideas, creative 
regional getaways

EVENT SPONSORSHIP: 
Women to Watch Celebration

MAY/JUNE
Ad Close: 4/9
Materials Due: 4/16
Ship Date: 5/6

DESIGN PROFILES
FEATURED PARTNER SHOWCASE: 
Summer Travel Adventures

THE HOME & GARDEN ISSUE
FEATURES: A beautiful abode, cool garden 
tours, the sandwich generation, local food

DWELL: What’s hot in home décor,  
outdoor living

CAREER: A freelancer’s guide to thriving

GO + DO: Food-themed fests

MARCH/APRIL
Ad Close: 2/16
Materials Due: 2/23
Ship Date: 3/12

RAVES & FAVES ISSUE
FEATURES: Raves & Faves, the childcare  
shortage, women embracing the outdoors
DWELL: Maximalist décor, a cool home project
CAREER: Dealing with job loss
GO + DO: Artsy destinations

SPECIAL SECTION:
BRAVA At Home
Raves & Faves

ISSUE 
EDITORIAL

ADVERTISING
OPPORTUNITIES2026

JULY/AUGUST
Ad Close: 6/6
Materials Due: 6/13
Ship Date: 7/7

SUMMER FUN ISSUE
FEATURES: Women finding joy, summer fun 
guide, Capital City Dogs
DWELL: Local designer inspiration, highlighting 
Madison creatives
MONEY: Investing in real estate 
GO + DO: Exploring a Madison neighborhood

BRANDED SPONSORSHIP:
Capital City Dogs

SEPTEMBER/OCTOBER
Ad Close: 8/3
Materials Due: 8/10
Ship Date: 9/10*

WOMEN IN BUSINESS ISSUE
FEATURES: Secrets of successful women, friend 
getaways, arts and entertainment season preview

DWELL: Color trends

CAREER: How to build a personal brand

GO + DO: Hop over to New Glarus   

EVENT SPONSORSHIP:
Women in Business Celebration

PARTNER CONTENT: 
Cozy Autumn Escapes
Women in Business Profiles
BRAVA At Home
 

NOVEMBER/DECEMBER

Ad Close: 10/5
Materials Due: 10/12
Ship Date: 11/5

THE HOLIDAY ISSUE
FEATURES: Women of faith, what I’ve learned, 
delicious food 

DWELL: Mantel decor, closet organization

CAREER: DEI in the workplace

GO + DO: Asian fusion restaurants

BRANDED SPONSORSHIP:
Community Giving Guide

SHOP LOCAL HOLIDAY GUIDE

*Ship date dependent on 2026 Women in Business 
event date, TBD.
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ADVERTISING RATES

PARTNER CONTENT PROFESSIONAL PROFILES 

BRAVA ADVERTORIAL 
SERIES

ASK THE EXPERT

FULL PAGE

2/3 PAGE

1/2 PAGE

1/3 PAGE

SHOP LOCAL

1/6 PAGE

SPREAD

BACK COVER

INSIDE COVERS 
+ PAGE 1

FULL PAGE PLACEMENT 
GUARANTEED (pages 2-13)

FULL PAGE

1/2 PAGE

1/3 PAGE

FULL PAGE

1/2 PAGE

1/3 PAGE

FULL PAGE FULL PAGE

SIZE

SIZE SIZE

SIZE SIZE

6X 3X 1X

1,745

1,500

1,085

775

450

435

3,400

2,600

2,400

1,985

1,995

1,155

895

1,755

1,135

895

1,930 2,275

1,810

1,575

1,125

805

470

450

3,570

2,730

2,520

2,075

1,930

1,680

1,200

865

500

480

3,800

2,850

2,595

2,200

All rates are net.

CONTACT US: 
DENA FRISCH, SALES MANAGER | DENA@NTMEDIAGROUP.COM | 608.220.2120

951 KIMBALL LN., STE. 122 | VERONA, WI 53593 | BRAVAMAGAZINE.COM

DESIGN PROFILES

FULL PAGE

SIZE

1,895

1/2 PAGE 1,195
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ADVERTISING SPECIFICATIONS

SPECIAL ADVERTISING EXAMPLES

SPREAD SPREAD FULL PAGE

FILE SUBMISSION GUIDELINES:

PRINT-READY ADS 
Your ad must be press-quality (300 dpi) 
designed with proper size and bleeds 
described to the left, CMYK preferred, 
flattened PDF. Ads containing spot colors 
or RGB color space will be automatically 
converted to four-color process. Submit  
press-ready ads to ads@ntmediagroup.com.

AD DESIGN BY BRAVA
If you do not have an existing ad that meets 
our specs, our design department can create 
original artwork for you. Ad rates include one 
hour of design time at no charge.

Any design or revision required to an ad after 
approval deadline will be invoiced at the 
standard rate of $75 per hour. 

PHOTOGRAPHY
All image resolutions must be at least 300 dpi, 
and CMYK preferred. JPEG, TIFF, and EPS are 
acceptable file formats. Images downloaded 
from search engines will not be accepted.

LOGOS
Submit original logo in EPS or AI (vector), or 
TIFF or JPEG (pixel) formats with a resolution 
of at least 300 dpi and CMYK preferred. RGB 
or Spot Pantone colors will be automatically 
converted. All fonts must be outlined if 
supplying vector files.

SPREAD:
17.0" x 11.125"  
(includes bleed)

FULL PAGE:  
Trim size:  
8.375" x 10.875" 
Add 0.125" bleed:  
8.625" x 11.125"

2/3 VERTICAL:  
4.5" X 9.75"

1/2 HORIZONTAL:
6.875" X 4.75" 

1/3 VERTICAL:  
2.15" X 9.75" 

1/3 SQUARE:  
4.5" X 4.75" 

THE LOCAL LIST:  
2.365" X 3.926"

1/6 VERTICAL:  
2.15" X 4.75"

Sponsored content and professional profiles:  
See our editorial calendar for advertising opportunities specific to your industry and speak with Dena Frisch for rates and ad sizes.

1/3 V2/3 

1/6 1/3 S

1/2 

Th e  L o c a l  L i s t
PARTNER CONTENT

One Sentence will go here with a  
total of 10-15 words.

Olbrich Botanical Gardens
3330 Atwood Avenue

Madison, WI 53704
608.246.4550 | olbrich.org

One Sentence will go here with a  
total of 10-15 words.

Chauette Home and Fashion
1827 Paramenter St.,
Middleton, WI 53562

608.836.5366 | shopchauette.com

One Sentence will go here with a  
total of 10-15 words.

University Book Store
711 State St., 

Madison 53703 
608.257.3784 | uwbookstore.com

One Sentence will go here with a  
total of 10-15 words.

Olbrich Botanical Gardens
3330 Atwood Avenue

Madison, WI 53704
608.246.4550 | olbrich.org

Photo Size 2.36 x 2.2396 Photo Size 2.36 x 2.2396

Photo Size 2.36 x 2.2396 Photo Size 2.36 x 2.2396

THE LOCAL LIST

When hunger strikes, head to gastropub drafthouse, where 
two dozen Wisconsin beers are on tap. Grab one — along 
with, say, a blackened salmon BLT — and enjoy at one of the 
communal tables, where gathering is encouraged. Another 
good choice is Prime Quarter Steak House. Grill your own 
steak over a hickory charcoal grill, then add a baked potato, 
Texas toast and unlimited trips to the salad bar. Sammies 
rule at the Sandwich Bar, where you can score inventive 
varieties like the Hoosier Daddy, crafted with breaded pork 
tenderloin, dill aioli, arugula and a mustard vinaigrette. 

SPECIAL TRAVEL SECTION

janesvillecvb.com

The holidays mean shopping! Adorn Janesville is the 
spot for unique locally- and ethically-made goods. 
Think leather roll-down backpacks, Wisco apparel 
and bath bombs. Stationery is the star at Mood, 
where you can snag greeting cards, journals and desk 
accessories, but also home décor, mugs and more. At 
Best of Janesville Vintage Mall, booths are filled with 
antiques, collectibles and handmade items, all crafted 
by some 90 regional makers. 

Janesville Holiday Fun
Janesville celebrates the holidays in style. More 
than 1.6 million twinkling lights enchant 
visitors every year during the Rotary Botanical 
Gardens Holiday Light Show. Stroll along 
the gardens’ pathways to admire the decorative 
lights and creative holiday-themed displays. 
Nov. 29–Jan. 4 (most evenings)

Over at the Rock County Historical Society, 
the Holiday Tree Show is another favorite. 
Grab a beverage from the Lincoln-Tallman 
Museum’s speakeasy, then wander through 
the mansion to ooh and ahh at the 100-plus 
festively decorated trees and sparkling holiday 
décor. Nov. 29–Dec. 30

During Janesville’s Jolly Jingle, you can 
enjoy a variety of free or low-cost events 
and activities, such as an outdoor Christmas 
market, jingle bell hunt and mistletoe kissing 
booth. The most popular event is the holiday 
parade, which features lighted floats and, most 
importantly, Santa Claus. Dec. 6-8

Sip and Savor
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Holiday Light Show at Rotary 
Botanical Gardens

©Full Spectrum Photography

Memories That Last a Lifetime 
Celebrate the holidays in Janesville, Wisconsin

A holiday destination filled with dozens 
of festive events, entertainment, shopping and dining! 

JANESVILLECVB.COM  (800) 487-2757  

Shopping Choices Abound
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TRAVEL SPONSORED CONTENT

WHERE FORM MEETS FUNCTION

AT HOME SPECIAL ADVERTISEMENT Classic Custom
 H

om
es of W

aunakee  |  608.850.4450  |  401 N
. Century Ave., W

aunakee  |  cchofw
aunakee.com

  

Since 2005, Classic Custom Homes 

of Waunakee has been building 

custom homes full of time-honored 

craftsmanship. This long-standing history 

means the team at Classic Custom Homes 

understand the trends permeating the 

custom home industry. Some of these 

key trends pertain to kitchen and bath 

design. 

“Largely in part to the pandemic, 

kitchen and bath design has become 

more focused on functionality and 

organization,” says Jenn Anderson, 

designer at Classic Custom Homes. 

The biggest trends in kitchens right 

now are open-concept designs, smart 

appliances, textured materials and 

f lexible/functional spaces. 

“Whether you call it a butler’s pantry 

or a ‘dirty kitchen,’ these are quickly 

becoming some of the most asked-for 

spaces in new homes,” Anderson says. 

“They are multi-function rooms, giving 

homeowners additional storage space, a 

food prep area and can even include a 

secondary cleaning space for all those 

dishes while entertaining.”

In addition, homeowners are looking to 

focus on more of the little details in their 

spaces, like having smart appliances that 

are Bluetooth-enabled, or hidden outlets 

for small appliances. 

As far as finishes, currently the design 

team at Classic Custom Homes is seeing 

a slight move away from “all white” 

everything. Wood tones are coming back, 

along with a surge in bold colors like 

deep blues and greens. 

“These all pair great with white quartz 

or granite, black or gold hardware, and 

medium wood-toned f looring,” Anderson 

says. 

In bathrooms, larger walk-in showers 

with unique tilework, personalized 

storage solutions and heated f loors are 

top of mind for today’s consumers. And 

a lot of the same finishes in kitchens 

are spilling over into bathrooms as well. 

Anderson says spa-like finishes with pops 

of color are popular, as well as the classic 

white. Textured tiles for showers or 

accent walls with hexagons or fish scale 

tiles are gaining popularity.

When working with homeowners to 

design theses spaces in their new home, 

the Classic Custom Homes team looks at 

the core functionality of these rooms. 

“The layout of the spaces is key for 

the home to be functional for those who 

live in it, as every homeowner’s needs 

are different,” Anderson says. “Take a 

look at your current spaces and take 

note of what you like and don’t like 

about each space. Do you have too many 

small appliances taking up valuable 

countertop space? Then putting them in 

a pantry or an appliance garage should 

be considered. Do you like having a linen 

cabinet in the bathroom? Then make 

sure to have that incorporated into the 

new home layout as well. It’s all about 

making your home as functional for your 

needs as possible.”

Largely in part to the 
pandemic, kitchen and bath 

design has become more 
focused on functionality 

and organization.

 — Jenn Anderson, designer

“
”
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TRANSPARENCY. 

QUALITY.

OLD FASHIONED 
SERVICE. 

608.850.4450 · cchofwaunakee.com 

contactus@cchofwaunakee.com

Classic Custom Homes of Waunakee, Inc. has a sound 
reputation in the construction industry confirmed by over  
35 years of Wisconsin home building experience. 
Our expertise stems from residential and commercial 
construction, as well as residential and commercial remodeling.

BRAVA AT HOME
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BUILDING SUCCESS IN 
BUSINESS AND BEYOND

1 S. Pinckney St., Ste. 410, P.O. Box 927, 
Madison, WI 53701 | 608.257.9521
mbehnke@boardmanclark.com

boardmanclark.com 

MICHELLE BEHNKE

I love playing 
quarterback for 
my clients to help 
them accomplish 
their goals.
— Michelle Behnke”

“
Attorney Michelle Behnke finds her satisfaction in making a meaningful 

impact for her clients and her profession. 

“I love playing quarterback for my clients to help them accomplish their 

goals,” she says. “As a business attorney, my clients seek me out for strategies 

related to a variety of issues, including forming new business enterprises, 

providing general business advice or assisting with the transfer of their 

business to the next generation.” 

Michelle says being a good attorney and advocate for her clients is about 

more than knowing the law — it’s about seeing potential issues before 

they can cause disputes or problems and helping clients take advantage 

of opportunities. 

“I can help clients see the big picture and bring in other attorneys when 

needed to address specialized issues like tax planning and intellectual 

property,” she adds. 

Michelle gets equal satisfaction from the opportunity to work with smart 

people to serve the legal profession and the community. As the president.

PARTNER CONTENT

PROFESSIONAL PROFILE
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PARTNER CONTENT
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THRIVE
AFTER 55
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FINANCIAL

As summer fades and the school bells 
start to ring, it’s easy to focus on the 

academic checklist — supplies, schedules 
and homework prep. But mental health is 
just as crucial to your child’s success. Here 
are some expert-backed tips to help your 
family build a mentally healthy foundation 
for the school year ahead.

Foster Positive Conversations 
About School 
One of the most effective ways to help your 
child feel prepared is to talk openly about 
school. Encourage them to share their 
feelings — both excitement and anxiety. 
Acknowledge that it’s normal to feel a mix of 
emotions about returning to school.

Ask open-ended questions like, “What are 
you looking forward to about school this 
year?” or, “What’s something you’re feeling 
a little worried about?” These questions 
allow your child to express themselves 
without feeling pressured.

Monitor for Warning Signs of Mental 
Health Concerns 
While most children will experience some 
degree of anxiety or stress as they return 
to school, there are specific warning signs 
parents should look for. If your child is 

struggling emotionally, they might show 
changes in behavior or mood, such as:

• Frequent complaints of physical 
symptoms (like stomachaches or 
headaches) without a clear cause 

• Increased irritability or sadness 

• Changes in sleep patterns, such as    
difficulty falling asleep or frequent 
nightmares 

• Withdrawal from social activities or a loss 
of interest in things they once enjoyed 

• Difficulty concentrating or a drop in 
academic performance 

If you notice these changes, it’s important 
to have a conversation with your child’s 
school counselor and consider seeking the 
guidance of a mental health professional.

Normalize Conversations About 
Mental Health 
Let your child know it’s OK to ask for help 
when they feel overwhelmed, sad or 
different. 

Use age-appropriate language when 

discussing mental health. For younger 
children, you might say, “Sometimes our 
brains need a little help just like our bodies do 
when we’re sick.” For older children, you might 
discuss mental health in terms of “stress” and 
“coping skills” or explain that it’s OK to speak 
with a counselor if they feel stuck.

Encourage Self-Care and Healthy Habits 
Helping your child develop healthy coping 
strategies can reduce anxiety and promote 
emotional resilience. Teach them about 
and encourage them to try deep breathing, 
journaling or physical activity to manage 
stress. A healthy balance of school, play, rest 
and connection with family can go a long 
way in supporting your child’s mental health 
throughout the school year.

If you notice that your child’s anxiety, mood 
changes or other mental health concerns 
persist or worsen as they return to school, 
it’s important to seek professional support. 
The UnityPoint Health – Meriter Child and 
Adolescent Psychiatry Program offers 
specialized care tailored to help children 
and teens navigate emotional challenges. 

If you’re concerned about your child’s 
mental health, speak with your primary care 
provider to explore referral options.

Back to School, Mindfully 
UnityPoint Health – Meriter shares tips on how to 
nurture your child’s mental health  for the upcoming 
school year.

Scan for our
FREE Menopause 

Guidebook! 

Nikki Grossen of LOURE Aesthetics & 

Wellness® is passionate about helping women 

foster their health and confidence during 

perimenopause and menopause. Here, 

Grossen talks about common questions 

patients have about hormones and their 

integral role in our health.

What do our hormones do, and how do 
they influence both our physical and 
mental health? 

We have hormone receptors in our gut, 

brain, heart, blood vessels, breasts, bones, 

liver, uterus, ovaries, testes and more, which 

turn on key functions for cognition (focus, 

motivation, anxiety), blood pressure, bone 

strength, menstrual cycle regulation, sexual 

desire, improved insulin sensitivity, increased 

metabolism, vaginal elasticity and moisture, 

and much more. When our hormone levels 

decline, these organs and tissues don’t 

function as effectively, and this can have a 

great impact on our physical, immune, gut 

and mental health.  

How do I know if my hormones are out  
of balance? 

Some common hormonal imbalance 

symptoms include: brain fog, forgetfulness, 

irregular menstrual cycles, lower libido, less 

energy, more irritability and impatience, sleep 

disruption, increased anxiety, midsection 

weight gain, more difficulty losing weight and 

gaining muscle (even if you’re doing all the 

right things), hair loss, hot flashes, worsening 

PMS, painful intercourse and so on. 

Some of these symptoms overlap with other 

disorders, so it’s imperative that you visit your 

primary care provider regularly to ensure 

these symptoms are not due to other unrelated 

health issues. 

What types of hormone therapies do you 
offer to clients? 

I treat perimenopausal and postmenopausal 

females, low testosterone in men and 

sluggish thyroids. At LOURE Aesthetics & 

Wellness®, I only offer bioidentical hormones, 

including bioidentical estradiol, progesterone, 

testosterone and thyroid hormone. 

I believe hormone pellet delivery is superior 

due to its ease of use. Hormone pellets (which 

are tiny, compressed implants about the size 

of a grain of rice) are placed into the upper 

buttock tissue and deliver a timed release of 

hormones to the body. I place the pellets in 

the office and the patient does not need to 

return for three to five months.  

Is hormone therapy safe, and how do you 
monitor patient progress with treatments 
at Loure? 

Bioidentical hormone therapy is safe if the 

patient is treated appropriately for their 

needs. I monitor patients with lab work 

several times per year and during regular 

follow-up visits. I have worked the majority 

of my 15-year career as a board-certified 

physician associate in women’s health, and 

I’ve seen the amazing changes hormones have 

made in my patients’ lives. 

They have their libido and energy back, 

intercourse is pleasurable again, their mood 

gets better, muscle tone improves, lab 

numbers are optimized, their sleep is more 

restorative and they have less anxiety — just 

to name a few benefits.  

1001 Arboretum Drive
Suite 139, Waunakee Dr.

608.886.0022
loureaesthetics@yahoo.com

Q&A with LOURE Aesthetics & Wellness® in Waunakee
Optimizing Hormone Health for Women

PARTNER CONTENT

Nikki Grossen

My passion is 
helping women with 

their health and 
confidence during 

perimenopause and 
menopause.

— Nikki Grossen
PA- C, MS CP

“

”
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INTERIOR DESIGN PROFILES BRAVA ADVERTORIAL SERIES ASK THE EXPERT

What are the signature touches of a professionally 

designed room?

One of my goals as a designer is to create a visually cohesive 

home with unity where each room flows into the other. A 

professionally designed room will feature elements that 

reflect the client’s needs as well as incorporate design 

fundamentals that set the client’s home apart from others. 

With the help of a professional designer, clients receive 

expert advice on how to incorporate color, texture and 

overall design.

What home trends are you most excited about 

right now? 

• Texture  

• Natural elements 

• Wallpaper

• Lighter wood tones in cabinets, f looring and trim

• Patterned textiles

What colors are popular right now in 

interior design?

Neutrals are popular on walls, furniture and textiles. We’re 

also seeing black incorporated in trim, cabinets and more. 

Lighter wood tones are becoming more common, eclipsing 

darker woods.  

What are your favorite budget-friendly ways 

to refresh a room?

A paint refresh, changing accessories or furniture 

arrangement. Sometimes the simplest change can make a 

world of difference.
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How do you create a design that stays timeless and 

doesn’t feel outdated after a few years? 

If the permanent features of the home are done in timeless 

finishes and the decor incorporates neutrals (shades of 

white, black, gray and brown, as well as certain blues and 

greens in my opinion), everything else around this can 

easily change over time.  

One example of this is a white kitchen. We hear so many 

people say they don’t want a white kitchen because it’s too 

trendy. Believe it or not, white kitchens have been around 

since the early 1900s! White cabinets with clean lines and a 

classic door style are timeless. The hardware, countertops, 

light fixtures and wall colors that are used will dictate how 

in or out of style that white kitchen is. This holds true for 

other rooms with neutral color schemes as well.

To transform a neutral room, you can install fun new light 

fixtures, or add stools, accessories or throw pillows in a 

trendy style or finish. These all add a pop of personality and 

are easier to change out as trends evolve.  

SPONSORED CONTENT

How do you incorporate a client’s personality 

into your designs?  

I had one client who wanted to update the kitchen and 

gravitated toward a warm, country style. Their kitchen 

featured classic stained wood cabinets, a custom rustic 

steel range hood and a live-edge walnut wood snack bar 

top. Those one-of-a-kind features became talking points. 

We removed the traditional breakfast nook table that was 

seldom used and replaced it with a comfortable seating 

area with unique pendants where they can sit comfortably 

and sip their morning coffee or have an afternoon cocktail.  

Another client loved ornate French style and liked to 

entertain. For that project, we used classic white cabinetry 

and a black island, but incorporated a custom painted 

ceiling treatment above the island and some fun light 

fixtures — all in the French provincial style — creating 

those touches of personality. This kitchen even had a baby 

grand piano in it, too!

Linda Eberle, senior designer 
leberle@drmkit.com

Dream House Dream Kitchens 

Melissa Dale, owner 
melissa.dale03@gmail.com

Olivine Designs & Home Solutions
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SPONSORED CONTENT
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• Monthly digital package
• BRAVA Daily News newsletter
• NEW! BRAVA Business Monthly newsletter. Size 300x250 px, Format  JPG, PNG or GIF, File size under 256 KB. 
• NEW! BRAVA Business Directory
• NEW! BRAVA Pop Ad. Size 1000x1400 px, minimum width 1000 px.

BRAVA DIGITAL OPPORTUNITIES

EXCLUSIVE DIGITAL SPONSOR BENEFITS

• �Maximum visibility with high-impact ad positions in our newsletters  and on our website. Your logo 
appears on our website and in every BRAVA Daily News and Friday Recap newsletter 
(three to five times per week).

• �Your web banners will rotate in ALL web and email positions. 
• �One monthly Facebook post on the BRAVA page.
• �One BRAVA exclusive email campaign per three-month sponsorship. (Average open rate of over 30%.)

BRAVA EXCLUSIVE EMAIL 
CAMPAIGN

BRAVA WEBSITE SIZES:

BRAVA FACEBOOK POST

AD

BRAVA DAILY NEWS NEWSLETTER

AD

ADAD

ADAD

DIGITAL AD SIZE: 300X100 PX

300X250 PX AND 728X90PX

BRAVA SPONSORSHIP OPPORTUNITIES

Since 2012, BRAVA has honored women in the Dane County area with visionary 
plans for the coming year. Nominations are submitted by the community and 
Women to Watch are featured in the January/February issue. Our annual Women 
to Watch event celebrates this extraordinary group of women.

Launched in 2024 due to the success of our annual Women in Business issue 
(September/October), the Women in Business event is about connecting and 
uplifting professional women in our community. A combined launch party/
networking event, this evening has a festive atmosphere.

BR
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WOMEN
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AD
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AMPLIFY YOUR MESSAGE WITH DIGITAL

PROGRAMMATIC DISPLAY
Reach the right audience, at the right time, with the right message. Household-level 
audience curation, geo-fencing, site retargeting, keyword/search retargeting, addressable 
geo-fencing, luxe list targeting and event targeting with your display ad program. 24/7 
transparent reporting and hands-on optimizations.

PAID SOCIAL
Reach customers through Instagram and Facebook using a variety of ads along with custom 
audiences and expanded reporting.

STREAMING TV(OTT/CTV)
Reach hyper-targeted audience through non-skippable, immersive content and be seen on 
premiere streaming channels.

PROGRAMMATIC VIDEO
Reach a hyper-targeted audience with pre-roll, mid-roll, post-roll, and in-banner video ads 
throughout the web.

SEARCH ENGINE MARKETING(SEM)
Be seen higher up on search pages such as Google to ensure optimal site visits for users 
searching your keywords and phrases.

STREAMING AUDIO
Have your ads be heard by highly engaged listeners throughout streaming audio content 
such as podcasts, music, and online radio.

SEARCH ENGINE OPTIMIZATION (SEO)
Establish your website as an authority and trusted information source while linking with 
other trusted sites and brands online.

TARGETED EMAIL CAMPAIGNS
Reach potential shoppers right in their inbox. Promote your special offers and unique 
products. One-to-one marketing that allows you to capture their undivided attention.
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SAIL AWAY
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GOLF | POOL | TENNIS | PICKLEBALLA Community for All Ages
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No matter where you are in your marketing and advertising plans, one thing 
is for certain — digital is everywhere right now. Everywhere you look, people 

are on mobile devices, laptops or tablets. But you would be making a big 
mistake if you underestimate or dismiss the power of print.


