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	 WALTER is a beautiful, upscale magazine dedicated to celebrating Raleigh culture 
through curated, authentic stories. The print magazine publishes 12 times per year and 
includes arts coverage, human interest stories, home tours and literary pieces. WALTER 
contributors include top talent from North Carolina, including New York Times bestsell-
ing writers and award-winning photographers. WALTER’s editorial and advertising pages 
have received numerous awards, including Best Magazine from the North Carolina Press 
Association and Best Design from the Folio: Eddie and Ozzie Awards. In addition to the 
monthly magazine, once a year WALTER publishes OUR TOWN, an insider’s guide to 
living in Raleigh. 
	 WALTER is a part of the magazine group at The Pilot, a North Carolina-based  
publisher. This family-owned company has supported journalism in Raleigh for more 
than 125 years. WALTER’s sister publications include O.Henry in Greensboro, PineStraw  
in Southern Pines, SouthPark in Charlotte, Eastbound in the Coastal Plains and Business 
North Carolina.
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The Art & Soul  
of Raleigh

W I N N E R
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DATEBOOK A curated list of what to do each month 
 

LOCALS The people and places that make Raleigh tick 

NATURE Celebrating the wild in our own backyard

FOOD & DRINK New and noteworthy restaurants and bars

MUSIC Getting to know bands, solo acts and institutions

EXPLORE New ways to experience North Carolina and beyond

GIVERS Nonprofits and philanthropists at the heart of our city

HISTORY A look back at important events and figures

NOTED Locals share their wisdom and memories
 

STORY OF A HOUSE Tours of stylish homes and gardens
 

ARTIST IN STUDIO Profiles of established and emerging creatives

THE WHIRL Photos from galas, gatherings and fundraisers
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Raleigh native Jenn Sandman didn’t grow up 
working in the garden. “My mom grew mari-
golds every summer, but that’s about it,” she says. 
But she may have had a dormant green thumb. 
Her grandfather, who lived in Massachusetts,    
  had a large vegetable garden, and the rhubarb  

in particular impressed Sandman: “I didn’t care for the taste, 
but I remember being very taken by the enormous leaves.” 
 On the other side of the family, her grandmother in New 
York had a beautiful yard, too. “She had a goldfish pond 
surrounded by ferns and stepping stones, and I’ve been 
obsessed with moving water features since,” says Sandman.  
“I also remember how she used to dig her bulbs up each year 
and overwinter them in the garage wrapped in newspaper;  
I thought that was the most bizarre practice then.”  
 When they were newly married, Sandman convinced her 
husband, Andy, that they should have a dedicated vegetable 
garden in their North Hills backyard. Over 20 years, the two 
built a family — and a child-friendly, wildlife-friendly garden. 
 “The garden changed over with the ages and stages of our 
children. I grew what they liked to eat as toddlers, so cherry 
tomatoes and dragon carrots featured prominently. Snap peas 
were always a hit,” she says. “There were also years we tried for 
the biggest watermelons or pumpkins, just for fun.” 

 The couple was steadfast in their commitment to sustainable 
practices as they began their journey. “We feel that what’s best 
for the earth and healthiest for humans and wildlife can also be 
beautiful,” says Sandman. For her and Andy, that meant staying 
away from pesticides, using Neem oil, soap spray and hand 
removal for pest control instead, and inspecting their plants 
weekly to keep on top of things before they became a problem.  
 They worked to offer undisturbed habitats within their yard 
and added shallow water features to provide drinking water 
for wildlife and preening for birds. “We hoped to provide 
birds, animals and insects with a safe place to live,” she says.  
If she found that rabbits, squirrels or birds were eating her 
harvest, she’d plant extra to make sure there was plenty for 
everyone. She used arborist wood chips for mulch, which 
serves as an excellent weed barrier and reduces the need for 
watering as it also improves soil compaction. It also increases 
aeration and replaces nutrients in the soil. Stonecrop and 
creeping phlox served as living mulches and composted food 
scraps to enrich the vegetable beds.  
 They learned as they went along, including making mis-
takes. “I do my research and try things out. It’s not the end  
of the world if we have some plant losses,” Sandman says.  
“As long as you are planting with soil, water and light require-
ments in mind, it’s worth a shot.”  

SHARING  
Jenn and Andy Sandman’s front-yard vegetable garden  
is a welcoming space for neighbors human and wild

by COLONY LITTLE   photography by JOSHUA STEADMAN
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Visual artist 
MARTHA THORN 

follows her intuition  
to build her colorful,  
energetic paintings

INSIDE THE ISSUE
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AUDIENCE

51
average 

age

85% of readers  
have a home  
value above   

$900K   
80% have a  
household  
income of    

$310K
or more

51%     49%
female   male   

Received through 
subscription &  
special events 

10%

Live in Raleigh,  
inside the Beltline 

 75%  
15% 

Live in  
North Raleigh

10,000 
copies mailed directly 

to select zip codes  
in Raleigh including 
27601, 27605, 27607, 27608, 

27609 and 27612  
2,000 
copies delivered 

through partnerships 
with retailers, hospitality brands, 
museums and businesses such as  
North Carolina Museum of Art,  

The Umstead Hotel & Spa and SAS 

12  
custom magazine racks  
designed by local artists  

in high-traffic, upscale retail locations such as  
the Village District, Five Points and North Hills 
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PRINT 
80,000 
monthly readership  
23,000 
printed circulation

WALTER’S REACH

ONLINE 
348,000 
annual users 
1,080,000 
annual page views

NEWSLETTERS 
11,000 
email subscribers
35% 
average open rate

SOCIAL 
31,500 
Instagram and 
Facebook followers 
2,000,000 
annual impressions

EVENTS 
1,000 
in-person engagement 
100,000 
impressions
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STATEWIDE REACH 
210,000 
readers with sister pubs 
5 
areas covered
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		  1 TIME	 3 TIMES 6 TIMES	 12 TIMES

	 Two-Page Spread	 $4,950   	 $4,160  $3,690 	 $3,410 

	 Full Page	 $2,970 	 $2,500  $2,215 	 $2,050 

	 2/3 Page	 $2,235 	 $1,885  $1,665 	 $1,535 

	 1/2 Page horizontal/vertical	 $1,785 	 $1,500  $1,330 	 $1,225 

	 1/3 Page square/vertical	 $1,345 	 $1,130  $1,000 	 $920 

	 1/4 Page	 $1,050 	 $890  $785 	 $720 

SIZE

 	 1 TIME	 12 TIMES

Back Cover  	 $4,450	 $3,180

Inside Front  	 $4,080	 $2,915

Inside Back  	 $4,080	 $2,915

Forward Position (3-9, 11) 	 $3,265	 $2,335

Two-Page Spread  	 $5,490	 $3,925

PREMIUM POSITIONS

WALTER solicits on-brand advertising partners that appeal to a sophisticated Raleigh reader. 
Our in-house designers work with clients to create marketing campaigns and place them 
near complementary editorial.

PRINT ADVERTISEMENTS
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In addition to our standard advertising offerings, WALTER is always happy to work with 
clients to create new ways to reach our readers. Specialty print products include polybag 
inserts, multi-page gatefolds and stitch-in sections, as well as promotions and contests.  
Clients can also advertise with our sister magazines to reach more than 200,000 readers 
across North Carolina. Special rates are offered for a multi-market buy. 
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ADVERTISING SPECIAL SECTIONS

FEBRUARY  
TRAVEL 
Places to go in North  
Carolina and beyond.
Space & Materials: 12/22
From $1,895

MARCH  
SPRING EVENTS GUIDE 
What’s in store for art, 
music, culture and more. 
Space & Materials: 1/29
From $1,200

MAY 
SHOP LOCAL 
What to buy from  
area retailers.
Space & Materials: 3/12
From $495

JUNE 
THE SUMMER EDIT 
Things to do in North 
Carolina and beyond.
Space & Materials: 4/16 
From $1,895

JANUARY 
THE LEGACY EDIT 
Celebrating companies  
with generational impact.
Space & Materials: 11/13
From $1,500

SEPTEMBER 
FALL EVENTS GUIDE 
What’s in store for art, 
music, culture and more.
Space & Materials: 7/24
From $1,200

OCTOBER 
PARADE OF HOMES 
Preview this local  
building showcase.
Space & Materials: 7/23
From $2,100

NOVEMBER  
GUIDE TO GIVING  
Organizations that give 
back to our community. 
Space & Materials: 9/17
From $995

DECEMBER  
HOLIDAY EVENTS &  
CELEBRATE THE SEASON 
What to buy from  
area retailers.
Space & Materials: 10/16
From $495
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Raleigh is the perfect jumping-off point for destinations from 
the mountains to the sea — and beyond! 

Get Out & Explore! 

SPECIAL ADVERTISING SECTION

THe Art & Soul of  Raleigh | 83

Con perit mo consecatatis et Met delia es 
autas modis es qui dolorum sequo odi sumet 
qui utem eossint fuga. Et voluptias dolorep

building legacy 

SPECIAL ADVERTISING SECTION THe Art & Soul of  Raleigh | 83

 

Friday, September 5
Set at The Umstead Hotel & Spa, this special event 
attracts an audience of female CEOs, innovators, 
entrepreneurs and leaders. Participate through 
one of our sponsorship packages and expose your 
business to this captive audience. 

Our signature innovation event returns  
featuring inspiring workshops and  

moving talks by local female leaders.

WINnovation 
sharing STORIES inspiring ACTION

AUGUST 
WINNOVATION 
A preview of our signature 
September event.
Space & Materials: 6/15
From $1,750
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WALTER’s website, social media accounts and newsletters offer fresh content every day. This 
is where locals find the newest cultural events, restaurants, travel ideas and more. WALTER 
reaches more than 100,000 readers a month across its digital platforms.

DIGITAL ADVERTISING

SOCIAL MEDIA POST 
•	Up to 20 images and 40 words of copy 		
  with client tagged in WALTER’s Instagram 
•	Work with editorial team to create 		
	 WALTER voice 
•	Paid partnership label 
•	Opportunity to direct link in Stories 
•	Up to 1 sold per week 
$600

HOME PAGE ADS 
• 	One 728x90 image with direct link  
	 to client 
•	Up to 2 sold per month 
$850

 
SIDEBAR ADS 
•	One 300x250 image with direct link  
	 to client 
•	Up to 2 sold per month 
$850

 
BRANDED WEB POST 
•	Full article (up to 3 images & 500 words  
	 of text) with advertiser information 
•	Work with editorial team on copy 
•	Runs on home page for 1 month 
•	Up to 1 sold per month 
$1,500 
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DEDICATED EMAIL 
•	100% share of voice 
•	Same audience as the editorial 	
	 newsletters 
•	Work with the editorial team 	
	 to create engaging campaign 
•	Up to 4 visuals and 500   	
	 words of copy with direct  	
	 links to client 
$1,025

 

EDITORIAL NEWSLETTERS

HIGHLIGHTED CONTENT 
•	1 square image and up to 40  
	 words of copy with direct link  
	 to client 
•	Work with editorial team to 	
	 create WALTER voice 
•	Only 1 sold per newsletter 
$600

 

AD BLOCK 
• 500x500 image with direct    
   link to client 
• Use your own creative 
• Only 1 sold per newsletter 
$500

 

SPONSORED EMAIL 
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At WALTER events, sponsors have an opportunity to engage directly with an 
enthusiastic, engaged audience. Each year, WALTER hosts 5-6 events, including...

EVENTS 

BOOK CLUBS 
When North Carolina authors have new books that 
are relevant to our audience, we work with them to 
curate a custom book event that matches the spirit 
of their latest work. Past events have included An 
Evening in Paris with Jennifer Dasal, an intimate 
Q&A with Valerie Bauerlein. a summer supper with 
Kristy Woodson Harvey, Italian bites with Frances 
Mayes, as well as appetizers and drinks with Allan 
Gurganus, Lee Smith and Celia Rivenbark.

WINNOVATION 
For more than 10 years, professional women have 
gathered at WINnovation to celebrate innovative 
leaders in our community. In TED-style talks, 
speakers share their stories over dinner at The  
Umstead Hotel & Spa. Networking and profes-
sional workshops are also part of the evening. 
Past speakers have included Janet Cowell, Valerie 
Hillings, Cheetie Kumar, Lindsay Zanno, Nnenna 
Freelon and Brooks Bell.

TASTE OF THE WILD 
This fall event honors North Carolina’s agricultural 
roots with a farm-to-table dinner that pairs two 
celebrity chefs for an exclusive meal celebrating 
the outdoors and conservation. Some past chef 
duos have included Jamie Davis & Sam Jones, Ricky 
Moore & Matt Register, Dean Neff & Wyatt Dick-
son and Sunny Gerhart & Jake Wood.
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AD SIZE NON-BLEED AD BLEED AD LIVE/SAFETY AREA* TRIM SIZE

Two-Page Spread  17.5 x 10.375 18.25 x 11.125  17.5 x 10.375 18 x 10.875*

Full Page  8.5 x 10.375 9.25 x 11.125  8.5 x 10.375 9 x 10.875*

2/3 Vertical  5.25 x 9.625

1/2 Horizontal  8 x 4.625

1/2 Vertical  3.875 x 9.625

1/3 Vertical  2.5 x 9.625

1/3 Square  5.25 x 4.625

1/4 Page  3.875 x 4.625

GENERAL INFORMATION
Publication size  9 x 10.875 inches
Safety .25 inch from trim on all sides
Bleed .125 inch beyond trim on all sides
Binding method Perfect bound
Image resolution 300 dpi
Line screen 150 dpi
Color space CMYK only; no spot, PMS or RGB

ERRORS TO AVOID
• Incorrect dimensions
• Text outside the safety area
• Low-resolution images
• Images not converted to CMYK
• Spot color/PMS used in the color space
• Position marks or color bars in the live area

ACCEPTABLE FILE FORMAT
PDF/X-1a files are preferred with all fonts and high- 
resolution images embedded. Ensure that all elements  
are a minimum of 300 dpi at 100% size used in the ad. 
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PRODUCTION SPECS

*Full page ads with bleed should be built to the trim size listed above. Add a .125 bleed to all four sides when 
creating PDF. Keep text and important information within the live/safety area. *Text or logos outside the live/safety 
area are in danger of  being trimmed during the printing process.

1/3   
VERTICAL
2.5 X 
9.625 

1/3 SQUARE
5.25 X 4.625

1/2  
VERTICAL
3.875 X 9.625
 

1/4 VERTICAL
3.875 X4.625

1/2  
HORIZONTAL
8 X 4.625

2/3  
VERTICAL 
5.25 X 9.625FULL PAGE BLEED

bleed = 9.25 X 11.125

trim = 9 X 10.875

safety = .5 trim



WALTER CANCELLATION POLICY: Advertisers are required to select their designated issues in advance. Any cancellations or 
changes to the designated issues must be submitted in writing 10 days prior to space deadline of the issue in which the  
ad is to publish. Advertiser is otherwise liable for scheduled advertising. In the absence of a written cancellation notice, 
Publisher reserves the right to publish and bill the advertisement of advertiser’s last designated issue for fulfillment of the 
contract obligation. If advertiser has not met Contract requirements, advertiser agrees to additionally pay Publisher the 
Rebilled Rate. Any advertiser cancelling their designated issue after space deadline will be charged a cancellation fee  
of 50% of advertiser’s earned contract rate.  

All Terms and Conditions in the current rate card apply.

ISSUE	 SPACE/AD MATERIALS	 CAMERA READY	 IN HOMES

January 	 Thursday, November 20	 Monday, December 1 	 Friday, December 26

February 	 Tuesday, December 30 	 Tuesday, January 6	 Thursday, January 29

March 	 Thursday, January 22	 Tuesday, February 3	 Thursday, February 26

April 	 Thursday, February 19	 Monday, March 2	 Wednesday, March 25

May 	 Thursday, March 19	 Monday, March 30	 Wednesday, April 22

June 	 Thursday, April 23	 Monday, May 4	 Wednesday, May 27

July 	 Friday, May 22	 Monday, June 1	 Wednesday, June 24

August 	 Thursday, June 25	 Monday, July 6	 Wednesday, July 29

September 	 Thursday, July 23 	 Monday, August 3	 Wednesday, August 26

October 	 Thursday, August 20	 Monday, August 31	 Wednesday, September 23

November 	 Thursday, September 24	 Monday, October 5	 Wednesday, October 28

December 	 Thursday, October 22 	 Monday, November 2	 Friday, November 27

JULIE NICKENS
Sales Manager 

julie@waltermagazine.com 
919.622.5720 

CRISTINA BAKER
Advertising Account Executive
cristina@waltermagazine.com 

919.279.3132
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DEADLINES


