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• �Sunset Insider Guide: SoCal allows advertisers to reach 533,693 
readers in the greater Los Angeles area four times a year

• �Your ad will be surrounded by relevant editorial focused  
specifically on the Los Angeles metropolitan area

• �Sunset has more than 100 years of relationship building with  
Los Angeles consumers. Sunset is a companion they know  
and trust

Sunset readers are involved and 
responsive
• 99% of subscribers read 3 or more of the past four issues

• 98% are inspired by Sunset to try new ideas

• 98% say Sunset fits their lifestyle

• 97% are inspired by Sunset to see local attractions

• 99% took action after reading an issue of Sunset

SoCal insider at a glance
• Rate base: 136,000

• Cover price: $4.99

• �Frequency: 4 issues (April, June, September, December)

• �Distribution: Greater Los Angeles area

audience profile
• �Female: 72% 

Male: 28%

• Average household income: $185,400

• Homeowners: 92%

• College educated: 92%

• Median age: 48

editorial themes
• �Dining

• Arts and culture

• Shopping and design

• City vacations

Sources: 2011 Ipsos Mendelsohn Affluent Survey, HHI $100K+; Sunset Profiling Study; 2011 Sunset Readership 
Study; Circulation: 6/30/11 ABC Statement (Sunset SoCal Insider, Los Angeles Magazine, Orange Coast Magazine); 
Sunset Grocery Study, Nov 2009; 2011 Spring GfK MRI

The Sunset Southern California 
audience
Sunset readers invest in their homess

• 88% purchased plants & gardening supplies
• 69% purchased bedding and linens
• 64% decorated their home

• 40% purchased furniture

Sunset readers love wine

• 47% say they like to try new and different wines
• 31% spent $250 or more on wine

• 27% attended wine tastings or festivals

Sunset readers are foodies

• 73% shop at local farmers’ markets
• 64% cook for fun or bake

• 61% like to try new restaurants

Sunset readers want eco-friendly products

• �55% are willing to pay more for products that are environmentally 

friendly

Sunset readers spend more on jewelry & apparel

• �95% spent $1,000 or more on apparel and accessories in the past year
• �1 in 3 spent $500 or more on jewelry in the past year

• �1 in 4 spent $500 or more on watches in the past year

Sunset Insider Guide: SoCal— 
an advertising investment that works

			   CA Circ

A Insider Guide: SoCal	 145,818

Los Angeles Magazine		  126,184

Orange Coast Magazine		  41,814

Sunset Insider Guide: SoCal vs. LA Area City Magazines

california

Ventura

orange

Los angeles



Meet the  
new anti-mall
The OC Mart Mix is the best  
new reason to pull off the 405 
By Chantal Lamers | Photographs by Andrea GÓmez Romero
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Microbrews on the move
The craft beer scene is finally heading north By Jason Kessler | Photographs by Andrea Gómez Romero

Assistant brewer 
Andrew Bakofsky of 
Eagle Rock Brewery
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Stock up 
for 
summer
Market Editor Jess Chamberlain 
takes us to her favorite L.A. 
shops for outdoor entertaining 
essentials  
Photographs by andrea gómez Romero

This COLUMN, From 
TOP Plastica (2), Plain Air 
Middle NotNeutral (2) 
FAR LEFT Big Red Sun (3) 
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SoCal has had a long love affair with Mexican food, but 
until recently, only the more hard-core aficionados were 
familiar with the superstar sandwich of Puebla: the cemita 
poblana. Now, thanks to the rise of street-food chic, this 
niche sandwich is developing a following and venturing out 
of primarily Latino neighborhoods into the hands of fans 
desperate for more. Deli ciously dense and easy on the wallet 
(like the sound of a $5 dinner?), the cemita poblana, we’re 
happy to say, is finally having its moment. >36L

A sassier 
sammy
Meet the cemita––the Mexican sandwich 
taking the streets by storm  
by jason kessler | photographs by andrea gómez romero 

The cemita An 
impossibly fluffy egg 
bun with a crisp, golden 
brown exterior freckled 
with sesame seeds.

The meat Beef milanesa 
(Pal Cabrón’s La Muy 
Muy, pictured), cecina 
(marinated strips of 
pork or beef), or queso 
de puerco (headcheese).

The cheese Panela 
cow’s-milk cheese and 
ribbons of quesillo 
(Mexican string cheese) 
add salty punch. Papalo Like an extra- 

charged version of 
cilantro, this Mexican 
herb fills every bite 
with its acerbic flavor.

Avocado Gives just  
the right creaminess for 
balance.

Onions They can be 
either white or red, but 
they’re always there to 
add a bit of sharpness.

Peppers Choose a 
chipotle sauce with 
kick, or play it safe with 
jalapeño rajas (pickled 
strips of roasted 
jalapeño). 

36J   Sunset April 2011 

WT: Cemitas
PF: O1
ZO: SoCal

page

36J

Eat

Advertising specifications
Media
Ad files are to be sent via the Time Inc. web ad portal at  
http://direct2time.sendmyad.com.  No color proof is required.  
Publisher reserves the right to “pick-up” previously run ad materi-
als, if available, when new material is not received by close date.

Acceptable File Formats 
PDFX1a (version 1.3) required.  If you cannot provide that format, 
call Rosana Chang at 212-522-7792 for specific instructions.

Resolution
Sunset prints at 133-line screen, so images should be 266 dpi or 
higher.

Proofing
No color proofs are required. The presses will run to industry-
standard inking levels.
For materials questions or submissions, contact:

Rosana Chang 
212-522-7792 
rosana_chang@timeinc.com 

Mechanical requirements
Trim Size: 83⁄8" x 10½" 
Binding: Perfect, jogs to foot 
Printing: Body and covers, web offset

2012 Net advertising rates
	 Insertions per 12-month period
	 1	 2	 3	 4

Full page	 $13,210 	 $12,670 	 $12,410 	 $11,880 
²⁄³ page*	 $9,960 	 $9,560 	 $9,370 	 $8,980  
½ page	 $7,980 	 $7,660 	 $7,500 	 $7,190 
¹⁄³ page**	 $5,780 	 $5,550 	 $5,440 	 $5,200 
If agency places advertising, divide by 0.85 to generate gross rates.

Rates are net and not agency commissionable. All rates are shown per ad.
*No horizontal, only ²⁄³ page vertical

**Column or square

2012 Publishing calendar
	 Space Close, 	
Issue	 Materials Due	 On Sale

April	 January 25	 March 23
June	 March 26	 May 25
September	 June 25	 August 24
December	 Sept 24	 November 16

Unit Sizes Available

size non-bleed bleed Live area Trim

Spread 16¼" x 10" 17" x 11" 16¼" x 10" 16¾" x 10½"

Page 7½" x 10" 85⁄8" x 11" 7½" x 10" 83⁄8" x 10½"

²⁄³ page vert. 45⁄8" x 10" 53⁄8" x 11" 45⁄8" x 10" 51⁄8" x 10½"

½ page vert. 3½" x 10" 4¼" x 11" 3½" x 10" 4" x 10½"

½ page horiz. 7½" x 47⁄8" 85⁄8" x 5½" 7½" x 413⁄16" 83⁄8" x 53⁄16"

½ pg. horiz. sprd. 16" x 47⁄8" 17" x 5½" 16¼" x 413⁄16" 16¾" x 53⁄16"

¹⁄³ page vert. 2" x 10" 3 " x 11" 2" x 10" 2¾" x 10½"

¹⁄³ page square 45⁄8" x 47⁄8" n/a n/a n/a



2012 Advertising terms and conditions
Sunset magazine 2012 print advertising terms and conditions
The following are certain general terms and conditions governing advertising published in the U.S. 
print edition of Sunset Magazine (the “Magazine”) published by Sunset Publishing Corporation 
(the “Publisher”). 

1. Rates are based on average total audited print circulation, effective with the issue dated January 
2012. Announcement of any change in rates and/or circulation rate base will be made in advance of 
the Magazine’s advertising sales close date of the first issue to which such rates and/or circulation 
rate base will be applicable. The Magazine Rate Card specifies the publication schedule of the 
Magazine, and its respective on-sale dates.

2. The Magazine is a member of the Audit Bureau of Circulations (ABC). Total audited circulation is 
reported on an issue-by-issue basis in publisher’s statements audited by the ABC. Total audited 
circulation for the Magazine is comprised of paid plus verified.

3. Advertisers may not cancel orders for, or make changes in, advertising after the closing dates of 
the Magazine.

4. The Publisher is not responsible for errors or omissions in any advertising materials provided by 
the advertiser or its agency (including errors in key numbers) or for changes made after closing 
dates.

5. The Publisher may reject or cancel any advertising for any reason at any time. Advertisements 
simulating the Magazine’s editorial material in appearance or style or that are not immediately 
identifiable as advertisements are not acceptable.

6. All advertisements, including without limitation those for which Publisher has provided creative 
services, are accepted and published in the Magazine subject to the representation by the agency 
and advertiser that they are authorized to publish the entire contents and subject matter thereof in 
all applicable editions, formats and derivations of the Magazine and that such publication will not 
violate any law or infringe upon any right of any party. In consideration of the publication of adver-
tisements, the advertiser and agency will, jointly and severally, indemnify, defend and hold the 
Publisher harmless from and against any and all losses and expenses (including, without limitation, 
attorney’s fees) (collectively, “Losses”) arising out of the publication of such advertisements in all 
applicable editions, formats and derivations of the Magazine, including, without limitation, those 
arising from third party claims or suits for defamation, copyright or trademark infringement, misap-
propriation, violation of the Lanham Act or rights of privacy or publicity, or from any and all claims 
now known or hereafter devised or created (collectively “Claims”).  In the event the Publisher has 
agreed to provide contest or sweepstakes management services, email design or distribution or 
other promotional services in connection with an advertising commitment by advertiser, all such 
services are performed upon the warranty of the agency and advertiser that they will, jointly and 
severally, indemnify and hold the Publisher harmless from and against any and all Losses arising 
out of the publication, use or distribution of any materials, products (including, without limitation, 
prizes) or services provided by or on behalf of the agency or advertiser, their agents and employees, 
including, without limitation, those arising from any Claims.

7. In consideration of the Publisher’s reviewing for acceptance, or acceptance of, any advertising for 
publication in the Magazine, the agency and advertiser agree not to make promotional or merchan-
dising reference to the Magazine in any way without the prior written permission of the Publisher 
in each instance.

8. No conditions, printed or otherwise, appearing on contracts, orders or copy instructions which 
conflict with, vary, or add to these Terms and Conditions or the provisions of the Magazine’s Rate 
Card will be binding on the Publisher and to the extent that the Terms and Conditions contained 
herein are inconsistent with any such conditions, these Terms and Conditions shall govern and 
supersede any such conditions. 

9. The Publisher has the right to insert the advertising anywhere in the Magazine at its discretion, 
and any condition on contracts, orders or copy instructions involving the placement of advertising 
within an issue of the Magazine (such as page location, competitive separation or placement facing 
editorial copy) will be treated as a positioning request only and cannot be guaranteed. The 
Publisher’s inability or failure to comply with any such condition shall not relieve the agency or 
advertiser of the obligation to pay for the advertising.

10. The Publisher shall not be subject to any liability whatsoever for any failure to publish or circu-
late all or any part of any issue(s) of the Magazine because of strikes, work stoppages, accidents, 
fires, acts of God or any other circumstances not within the control of the Publisher.

11. Agency commission (or equivalent): up to 15% (where applicable to recognized agents) of gross 
advertising charges after earned advertiser discounts.

12. Invoices are rendered on or about the on-sale date of the Magazine. Payments are due within 
20 days from the billing date. The Publisher reserves the right to change the payment terms to cash 
with order at any time. The advertiser and agency are jointly and severally liable for payment of all 
invoices for advertising published in the Magazine.

13. All pricing information shall be the confidential information of Publisher and neither advertiser 
nor agency may disclose such information without obtaining Publisher’s prior written consent.

14. Any and all negotiated advertiser discounts are only applicable to and available during the 
period in which they are earned. Rebates resulting from any and all earned advertiser discount 
adjustments must be used within six months after the end of the period in which they were earned. 
Unused rebates will expire six months after the end of the period in which they were earned.

15. Special advertising production premiums do not earn any discounts or agency commissions.

16. The Magazine is subject to Time Inc.’s standard 2012 issue-by-issue tally (IBIT) pricing system. 

TIME INC. 2012 ISSUE-BY-ISSUE TALLY (IBIT) PRICING SYSTEM
1. Magazine circulation delivery of the U.S. and North American editions of magazines published by 
Time Inc. and its affiliates (collectively, referred to herein as the “Publisher”) is measured on an 
issue-by-issue tally (IBIT) pricing system for full-run print circulation advertising only.  The IBIT 
pricing system is administered by comparing, for each issue of a magazine in which an advertiser 
books space and remits a cash payment for such advertisement, the issue’s print only component 
of total audited circulation as reported in the magazine’s publisher’s statement (issued by the 
Audit Bureau of Circulations (ABC) or BPA Worldwide (BPA) for the first or second half of the 2012 
calendar year) and the published total circulation rate base as set forth in the applicable maga-
zine’s rate card.

2. In order to permit advertisers to apply earned IBIT credit in a timely manner, ABC Publisher’s 
Statements and BPA Circulation Statements are used to calculate IBIT credit.  The calculation may 
only be made following the issuance of the Publisher’s Statements or Circulation Statements for 
second half of the 2012 calendar year (July – December) and will be based on final billed earned 
advertising rates.

3. Total audited circulation for magazines audited by the ABC is comprised of paid plus verified 
(plus analyzed non-paid for those magazines who count analyzed non-paid in their rate base). 
Total audited circulation for magazines audited by BPA is comprised of qualified paid plus qualified 
non-paid.

4. IBIT credits will be calculated on an individual insertion basis and will only be credited to an 
advertiser if the total audited print circulation of the issue booked by the advertiser is lower by 
more than two percent (2%) than its published circulation rate base.

5. If the total audited print circulation of the issue booked by an advertiser is lower by more than 
two percent (2%) than its published circulation rate base, the advertiser’s IBIT credit will be calcu-
lated by multiplying the net cost after agency commissions (excluding production premiums) (“Net 
Cost”) of the advertiser’s insertion in that issue by the difference between two percent and the 
actual percentage by which the total audited print circulation is less than its published circulation 
rate base.  By way of example, if the “Net Cost” of the advertiser’s insertion is $100,000 and the 
total audited print circulation of an issue is three percent lower than its published circulation rate 
base, the IBIT credit would be calculated as follows: $100,000 x (3% - 2%) = $1,000.

6. IBIT credit must be used against future insertions, must be applied at the magazine at which it 
was earned and must be used within 12 months after the issuance of the Publisher’s Statements or 
Circulation Statements for the second half (July – December) ABC/BPA reporting period and calcu-
lation of the 2012 IBIT credit. An advertiser may apply IBIT credit to any brand, product or division 
within the same advertiser parent company.  

7. IBIT credit will be issued net of agency commissions and must be applied to invoices net of 
agency commissions. No agency commissions will be paid by the magazine on IBIT credit.

8. IBIT credit may be applied to production charges.

9. The magazine will not refund IBIT credit as cash.

10. Only full-run print circulation advertising in regular issues as reported in Paragraph 3 of the 
Publisher’s Statements issued by ABC and Paragraph 2 of the Circulation Statements issued by BPA 
are eligible for IBIT credit. The following are not eligible for IBIT credit: (a) special issues published 
in addition to the normal frequency of a magazine (including those listed in Paragraphs 3 and 2 of 
the ABC Publisher’s Statements and BPA Circulation Statements, respectively) and (b) any issues 
specifically excluded from being eligible for IBIT per the applicable magazine’s rate card.

11. No barter (whether cash paid or trade), standby or remnant advertising is eligible for IBIT credit.

12. IBIT credit will only be issued against eligible insertions that have been paid in full at the final 
earned and billed (pre-IBIT) rate.

Sunset is a registered trademark of Sunset Publishing Corporation.

A
Sunset Publishing Corporation
80 Willow Road
Menlo Park, CA 94025
650/321-3600
650/324-5745 (fax)
www.sunset.com

Inside Publications Manager
Melinda Sheehan
650/324-5631
650/322-1043 (fax)
sheehanm@sunset.com


