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A MONTHLY SLICE OF  
CONNECTICUT LIVING
Connecticut Magazine, a trusted brand for 
over 50 years, is published to excite, empower, 
and inspire readers to explore their state. Our 
editorial environment is designed to inform and 
enlighten our exclusive audience about living 
with Connecticut style.

Our readers experience the Best of Connecticut® 
every time they pick up the magazine. It’s the print 
and online resource Connecticut consumers count 
on and live by.

[mission]

Connecticut Magazine is part of Hearst Connecticut Media Group. As the largest local news operation in the state, with more 
than 200 journalists, Hearst Connecticut Media Group is comprised of eight daily newspapers and 13 weekly newspapers in 
addition to Connecticut Magazine and the Connecticut Bride.

Hearst, the parent company of Hearst Connecticut Media Group, is a leading global, diversified media, information and 
services company with more than 360 businesses. Its major interests include ownership in cable television networks; global 
financial services leader Fitch Group; Hearst Health, a group of medical information and services businesses; transportation 
assets; 33 television stations; newspapers; more than 300 magazines around the world; and investments in emerging digital 
entertainment companies such as Complex Networks.

Five Mile Point Lighthouse (New Haven, Connecticut)



[audience]

NO MAGAZINE 
DELIVERS CT 
BETTER!
CIRCULATION
59,255
(includes CPTV subscriptions)

PRINT READERS
222,206

NEWSSTAND
5,194

DIGITAL UNIQUE VISITORS
331,310/mo

TOTAL READERSHIP
452,324

FACEBOOK FOLLOWERS
15,110

INSTAGRAM FOLLOWERS
8,825

TWITTER FOLLOWERS
73,147

EMAIL SUBSCRIBERS
12,124

CIRCULATION % BY COUNTY
Hartford 27%
New Haven 25%
Fairfield 13%
New London 7%
Middlesex 6%
Litchfield 6%
Tolland 4%
Windham 2%
out of state 7%

Circulation and Readership information provided through CVC Audit. Connecticut Magazine’s average circulation is greater 
than all local and most national magazines in Connecticut, including Time, Food & Wine, Travel & Leisure, Architectural Digest 
and a whole lot more. In addition to paid subscribers welcoming Connecticut Magazine into their homes every month, copies 
are also distributed to the waiting rooms of professional offices. It is on sale every month at popular retail locations throughout 
the state, including Barnes & Noble, Stop & Shop, Big Y, ShopRite, Whole Foods Market, CVS, Walgreens and Rite Aid.

From: Connecticut Magazine
Sent: Thursday, December 10, 2020 7:05 AM
To: Hearst CT Media <advertise@hearstmediact.com>
Subject: He got a DNA test. Then his life changed — twice.



VALUABLE
HIGH-END
CONSUMERS
The Connecticut Magazine audience is 
more than a collection of impressive 
numbers. They are consumers active in their 
communities - passionate and motivated 
to spend time and money on dining out, 
culture & entertainment, travel, home & 
garden, health, education, fashion, fitness 
and beauty. They are a sophisticated crowd 
looking for the good life. 

•  1 in 3 readers have NetWorth of $1M+
•  106% more likely to own second home

Connecticut Magazine reaches 55+ Baby 
Boomers who rank within the top 10 
household clusters for net worth and 
higher education. They tend to hold upscale, 
white-collar occupations, have the money 
to retire early and spend money freely on 
expensive hobbies and luxury goods and 
services, like high-end automobiles, real 
estate and foreign travel.

TOP DEMOS
FEMALE
54.1%

MALE
45.9%

AGE 35 OR OLDER
87.7%

MEDIAN AGE
55.06

MEAN HOUSEHOLD INCOME
$106,512

OWN SINGLE FAMILY HOUSE
75.6%

Source: Nielsen Scarborough Research 2021; 
Read Connecticut Magazine last 6 months

[audience]



[audience insights]
2021 NIELSEN SCARBOROUGH
Read Connecticut Magazine in the past 6 months:

BASE DEMOS
MEN
158,999

WOMEN
187,468

35-54 YEARS OLD
108,623

EDUCATION
COLLEGE AND OR POSTGRAD
159,733

WEALTH
HHI $100K+
154,369

NET WORTH $1M+
104,131

USED FINANCIAL PLANNER
104,591

HAS INVESTMENTS
291,060

LEISURE / FUN (past 12 months)
SIT-DOWN RESTAURANT (past 30 days)
203,745

HEALTH CLUB OR GYM
90,654

GOLF OR TENNIS
49,701

CASINOS
120,999

VISITED ART GALLERY, MUSEUM OR THEATRE
183,146

DAY SPA
10,533

BOATING
79,921

CAMPING
32,416

VACATIONS
56,155

ANY HOTEL/MOTEL
228,061

ANY BED & BREAKFAST
39,488

HOME
OWN SINGLE FAMILY HOUSE
262,084

HAS HOME MORTGAGE
138,502

PURCHASED CARPET OR FLOORS (past 12 months)
82,857
 
HOME (next 12 months)
HOME IMPROVEMENT PROJECT
141,003

BUY ELECTRONICS
99,935

LANDSCAPING
46,446

PLANS TO BUY NEW VEHICLE
33,300

HEALTH / PERSONAL CARE
HEALTH AND BEAUTY ITEMS (past 30 days)
132,209

Past 3 years:
HOSPITAL
292,668

HOSPITAL EMERGENCY ROOM
130,665

ORTHOPEDICS
40,504

DENTAL IMPLANTS
19,121

DERMATOLOGIST (past 12 months)
103,320

Source: Nielsen Scarborough Research 2021



EVERY MONTH: Restaurant Guide & Reviews, CPTV Program Guide and Premium Luxury/Shelter. Plus fixed positions front of book, opposite section openers & 
On Smart Money, Wine Review and Premium Luxury/Shelter columns. Business profiles and Q&As available every issue as well.  

ADVERTORIAL: Bonus listing, write-up, or photo for advertisers in a particular category.

FORMATTED: Specially sized and placed category ad page or pages.

ADVERTISING SECTION: Category advertising sections accompanied by a relevant story or introduction.

SPONSORED SPECIAL SECTION: A special section inserted into Connecticut Magazine via an advertising sponsor.

[2022 content calendar]

JANUARY 
SPACE RESERVATIONS 12.03.21
FINAL CREATIVE DUE 12.08.21

EDITORIAL HIGHLIGHTS
•  Best Restaurants: Readers’ Choice  

& Experts’ Picks

ADVERTISING HIGHLIGHTS
•  Best Restaurants Chef Profiles Formatted

FEBRUARY 
SPACE RESERVATIONS 12.30.21
FINAL CREATIVE DUE 1.05.22

EDITORIAL HIGHLIGHTS
• 40 under 40

ADVERTISING HIGHLIGHTS
• Innovations in Healthcare Advertorial

MARCH
SPACE RESERVATIONS 1.31.22
FINAL CREATIVE DUE 2.04.22

EDITORIAL HIGHLIGHTS
• TBD

ADVERTISING HIGHLIGHTS
• Education Advertising Section
•  5-Star Real Estate Professionals  

Advertising Section
• Best Restaurants Gallery

APRIL 
SPACE RESERVATIONS 3.04.22
FINAL CREATIVE DUE 3.11.22

EDITORIAL HIGHLIGHTS
• The Environment

ADVERTISING HIGHLIGHTS
• TBD

MAY 
SPACE RESERVATIONS 4.01.22
FINAL CREATIVE DUE 4.06.22

EDITORIAL HIGHLIGHTS
• Top Doctors 

ADVERTISING HIGHLIGHTS
• TBD

JUNE
SPACE RESERVATIONS 4.29.22
FINAL CREATIVE DUE 5.06.22

EDITORIAL HIGHLIGHTS
• Summer Fun/Travel

ADVERTISING HIGHLIGHTS
• TBD



EVERY MONTH: Restaurant Guide & Reviews, CPTV Program Guide and Premium Luxury/Shelter. Plus fixed positions front of book, opposite section openers & 
On Smart Money, Wine Review and Premium Luxury/Shelter columns. Business profiles and Q&As available every issue as well.  

ADVERTORIAL: Bonus listing, write-up, or photo for advertisers in a particular category.

FORMATTED: Specially sized and placed category ad page or pages.

ADVERTISING SECTION: Category advertising sections accompanied by a relevant story or introduction.

SPONSORED SPECIAL SECTION: A special section inserted into Connecticut Magazine via an advertising sponsor.

[2022 content calendar]

JULY
SPACE RESERVATIONS 6.03.22
FINAL CREATIVE DUE 6.10.22

EDITORIAL HIGHLIGHTS
• Best of Connecticut®
• Food & Drink | Fun & Leisure | Shopping

ADVERTISING HIGHLIGHTS
• TBD

AUGUST
SPACE RESERVATIONS 7.01.22
FINAL CREATIVE DUE 7.08.22

EDITORIAL HIGHLIGHTS
• Summer Dining 

ADVERTISING HIGHLIGHTS
• Education Advertising Section
• Senior Living Advertising Section

SEPTEMBER
SPACE RESERVATIONS 8.05.22
FINAL CREATIVE DUE 8.10.22

EDITORIAL HIGHLIGHTS
• Fall Arts Season

ADVERTISING HIGHLIGHTS
• TBD

OCTOBER
SPACE RESERVATIONS 9.02.22
FINAL CREATIVE DUE 9.09.22

EDITORIAL HIGHLIGHTS
• Top Dentists

ADVERTISING HIGHLIGHTS
• Independent Schools Advertising Section
• Best Restaurants Gallery

NOVEMBER
SPACE RESERVATIONS 9.30.22
FINAL CREATIVE DUE 10.07.22

EDITORIAL HIGHLIGHTS
• TBD

ADVERTISING HIGHLIGHTS
• Innovations In Healthcare Advertorial
• Super Lawyers Sponsored Special Section

DECEMBER
SPACE RESERVATIONS 10.28.22
FINAL CREATIVE DUE 11.04.22

EDITORIAL HIGHLIGHTS
•  Holiday Gift Guide

ADVERTISING HIGHLIGHTS
• 5-Star Wealth Managers Advertising Section
• Senior Living Advertising Section



[advertising rates]
Print rates effective January 1, 2022. Rates are net, full run and include color.

AD SIZE  OPEN 3-5X 6-11X 12X
FULL PAGE $5,100 $4,590 $3,825 $3,060
2/3 PAGE VERTICAL $3,825 $3,443 $2,869 $2,295
1/2 PAGE HORIZONTAL $3,060 $2,754 $2,295 $1,836
1/3 PAGE $2,040 $1,836 $1,530 $1,224
1/6 PAGE $1,122 $1,010 $842 $673

AD SIZE  SPECS (IN INCHES)
FULL PAGE 6.75 X 9.87
BLEED FULL 8 X 10.75
Please include .125” bleed on all sides

2/3 VERTICAL 4.44 X 9.87
1/2 HORIZONTAL 6.75 X 4.84
1/3 VERTICAL 2.13 X 9.87
1/3 SQUARE 4.44 X 4.84
1/6 VERTICAL 2.13 X 4.84
1/6 HORIZONTAL 4.44 X 2.33

FULL PAGE

1/3 V 2/3 V

1/6 V 1/3 SQ

 1/2 H

MAGAZINE.ORG FAST FACTS
•  On average, 68% of readers take action after seeing a print magazine ad, regardless of size or placement. 

Source: MRI Simmons Starch Advertising Research, January-December 2020 

•   The total number of adults 18+ who read magazines in 2020 was 221.9 million. 
Source: MRI Simmons, Fall 2020

•   Magazines perform better than TV or the Internet on getting users to try new things, inspiring them to 
buy new things, and helping them make purchase decisions. 
Source: MRI Simmons Multi-Media Engagement Survey, Spring 2020

 1/6 H



[premium positions]

ALIGN WITH THE 
RIGHT CONTENT
Lock in editorial adjacencies with a 
three, six or year-round commitment. 
Our Perfect Pour wine column, Smart 
Money pages, section openers, editor’s 
letter and table of contents all offer 
premium full and fractional 
contextual ad real estate placements. 

A limited number of front-of-book 
opening full pages are also available. 

Everyone is making the change, don’t be left behind.We set the standard for Personalized Service.We offer both Personal
and Business Accounts.We are Experts inCommercial and Residential Lending. Discover a True Community Bank!
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A
t this time a year ago, there were 
still so many questions on all of our 
minds during pandemic life, chief 
among them about the virus and 
vaccines.

Next up was the resilience of the economy 
and the cascade effect on our fi nancial secu-
rity. With the biggest relief package in history, 
the economy proved resilient. But it serves 
as a good reminder of the wisdom of taking 
stock of one’s fi nancial outlook, annually at a 
minimum. Mike Parry, president of Liberty 
Wealth Advisors in Stamford and the Fairfi eld 
County chapter of the Financial Planning 
Association, highlights what he considers the 
biggest boxes to check off in any annual fi nan-
cial checkup.

First and foremost: assets, liabilities and 
runway to retirement, yes?

A client shared this with me recently: the 
nine words to fi nancial security are “work a 
lot, spend a little, invest the difference” — it’s 
as simple as that. There has to be some dis-
cipline in your life to make sure  that you’re 
spending less than you’re earning. What are 
your assets and liabilities? Scrutinize your 
expenses. Make sure that you are doing a 
regular review of your credit report.

Getting a snapshot of what your overall 
assets are is definitely important, but it’s 
just as important to get a sense of what your 
overall allocation is to equities and how that 
aligns with your willingness to stomach risk. 
You’ve got to ask yourself, after a 0-year bull 
market essentially, are you overweighted in 
equities and if we have another big sell off 
in the stock market would you be able to 
handle it? I mean 50 percent. You say, ‘Wow, 
50 percent, that’s never going to happen,’ but 
that’s not necessarily true. We’ve seen two 50 
percent declines in the last 20 years. … Don’t 
fall in love with your stocks, because they will 
not love you back.

Debt—should refi nancing be part of an 
annual review?

Interest rates are low. For folks who didn’t 
refinance in the last couple of years, there 
might be an opportunity to get a lower rate on 

a mortgage. Going with a 5-year mortgage 
instead of a 30-year typically is going to save 
you a little bit on interest and you are going 
to pay off the loan sooner. When it comes to 
credit cards, get rid of the high-interest credit 
card debt fi rst; focus on eliminating that.

We are programmed already for taxes 
annually—anything new?

Refund checks are not getting processed 
as quickly as they have in the past. It was a 
problem last year, and it’s a problem this year 
and I don’t see anything on the horizon that’s 
going to make this problem go away anytime 
soon. If you had a big tax refund last year and 
you got your refund quickly, don’t assume that 
you are going to get your refund quickly going 
forward. I’ve had [clients] where it took them 
six to eight months to get their refunds. There’s 
no rhyme or reason for it — it has nothing to 
do with the complexity of your return.

What about 401(k) plans and other 
retirement assets?

There’s that knee-jerk suggestion that you 
want to maximize 40(k) contributions. But 
if you have fi nancial priorities that involve a 
down payment on a house or a purchase of a 
car, when it comes to your ability to pull money 
back out of the 40(k) plan, you don’t have as 
many options as if you were to set the money 
aside in a savings account. A typical corporate 
40(k) plan does have provisions for taking 
a loan, but trying to fi nd that right balance 
between retirement and non-retirement assets 
is largely determined by what your short-
term and medium-term goals are. Certainly, 
if saving for retirement is your primary objec-
tive, then you defi nitely want to maximize that 
contribution, and remember that the year you 
turn 50 you do get that catch-up provision for 
both 40(k) and IRA contributions annually.

How does the insurance equation change 
over time?

The purpose of life insurance is to replace 
the lifetime value of somebody’s working 
years. I tend to have a view of buying term life 
insurance and investing the difference, rather 
than purchasing whole-life insurance.

Disability coverage is extremely 
important for people who are in 
the middle of their working careers
— frankly, more important than life 
insurance because there’s a higher prob-
ability of becoming disabled than getting 
hit by the proverbial bus. For folks who work 
for a company, the disability coverage that is 
offered is usually pretty good and you want to 
make sure that you maximize your coverage.

In terms of long-term care insurance, by 
the time you get to your mid-50s or 60s, it’s 
something that’s worth considering. Assisted 
living and nursing home costs are really 
expensive, and long-term care is something 
that we talk about with clients all the time, 
but it’s not cheap.

The types of policies that cover long-term 
care are evolving. There are policies now that 
are hybrid life and long-term care, so that you 
get either coverage, unlike a traditional long-
term care policy where you have the potential 
of never using the benefi t.

A typical liability policy in an auto and a 
homeowner’s policy is $500,000, although 
some folks may choose a lower amount. If your 
assets exceed that $500,000, you can buy an 
excess liability and umbrella policy typically 
from the company that you have your auto 
policy with. For a surprisingly modest annual 
premium, you can get $ million in additional 
liability coverage, which if you’re spending 
any time commuting on I-95 it’s probably 
worth having.

Anything new to consider with respect to 
inheritance and gift taxes?

I would suggest that folks who have any 
assets definitely get a will — because if you 
don’t have one, the state of Connecticut does 
have one for you. Then there are ancillary 
documents that you want to have as well like 
power of attorney and a health-care proxy. 

In terms of gifting, the annual gift [tax] 
exclusion is still $5,000. The lifetime exclu-
sion amount for federal coverage is about $2 
million per person. Connecticut is [trending] 
to couple with the federal amount — there 
does not seem to be any change in the coming 
year that would impact that.

Time for a Checkup
Haven’t assessed your fi nances yet this year? Here’s how.
BY ALE X ANDER SOULE

home&&living smart money
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The expansion of The Village at McLean is taking
shape, and our 125-acre campus is brimming with
excitement.

That’s because our Goodrich building will usher
in a transformative era of inspired senior living.
Imagine waking up every day to striking views
of HopMeadow golf course and enjoying social
membership to the country club. And every
apartment will reflect the very latest in modern
housing design.

A beautiful new look and first-class amenities are
only the beginning. Each day will bring opportunities
for wellness, including a state-of-the-art fitness
center, performing arts theater and gourmet dining.

There’s only one thingmissing from
our active, vibrant community: you.

ACT SOON, BECAUSE RESIDENCES ARE
BEING RESERVED NOW.

Call 860-658-3786
today to schedule a

virtual tour!

Anticipation isBUILDING
The Goodrich, Opening 2022

75GreatPondRoad •Simsbury,CT06070

ExploreMcLean.org

DISCOVERING OUR BEST

T
he sun is shining. The air is fragrant with deli-
cious foods. And the sights and sounds of the 
ballpark are all around me. 

It was the middle of May, and I was at Dunkin’ 
Donuts Park in Hartford to see the Yard Goats 

take on the Portland Sea Dogs. Only days earlier, the 
Yard Goats, the Double-A af� liate of the Colorado 
Rockies, played a baseball game in the capital city for 
the � rst time in nearly two years. Fans had to wait 621 
days to see the team take the � eld again at “The Dunk,” 
after minor league baseball was canceled in 2020 due to 
you-know-what.

The wait was even longer for me. It was my � rst time at 
a Yard Goats’ game in Hartford, and it was the � rst time 
I had attended an in-person game of any kind in a long 
while. Looking back on it now, it was my � rst time at a 
crowded event since the Before Times. I think that’s what 
made the game-day experience extra special. While I was 
� nally discovering for myself a jewel of a ballpark, the 
palpable pulse of people was also a discovery of sorts, or 
more accurately, a rediscovery of the reinvigorating joys 
of community. 

Months later, as summer drew to its end, the Yard 
Goats’ season didn’t turn out the way they wanted in 
the standings. But it was nothing short of a smashing 

success in the stands. It was proof that, while the summer 
wasn’t the carefree extended holiday we were all hoping 
for, there was still life, fun and ways to enjoy the best 
Connecticut has to offer.

In many ways, it’s a re� ection of our annual “Best of 
Connecticut” feature—a celebration of our state and all 
the things that make it such a pleasure. As in previous 
years, we asked readers to vote for their favorite people, 
places and things in well over 100 categories. Based on the 
thousands more votes cast in this year’s survey compared 
to last year, folks are eager to share their opinions on the 
best of everything in Connecticut. 

As part of the “Best of Connecticut” package (which 
begins on page 59), we also asked our magazine contrib-
utors for their best recent discoveries—places, activities 
and things they fell in love with, just as I did with the 
Yard Goats’ home park. The responses range from artis-
anal food shops and dreamy cocktails to live-music venues 
and glorious gift shops, and everything in between. Some 
selections are newly opened, while others only recently 
caught our attention. But they’re all “Best of Connecticut.”

So, whether you want to know the state’s best bagels or 
ballparks, pizza or podcasters, theaters or toy stores, it’s 
all here. And you only get one guess which ballpark was 
the biggest hit with voters.

Albie Yuravich
ayuravich@
connecticutmag.com

Follow me on Twitter 
and Instagram 
@AlbieYuravich

Let us Help You
Celebrate Life’s

Special Occasions

Complimentary gift
wrapping, too!

41 Oak Tree Road Southbury, CT
203-264-7333 NewburyPlace.comLIVE. LAUGH. LOVE. SHOP LOCAL

editor's note
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VOTED BEST 
Local 

Wine Shop

DANBURY  •   NEWINGTON  •    NORWALK

WINES & SPIRITS

Shop at StewsWines.com • DELIVERY • Curbside PICKUP
Newington store separately owned and operated.

2,000 
Wines

to Choose 
From

1,000 
Spirits

500 
Beers

...and more!

Wine Shop

eat&&drink  the perfect pour

Domäne Wachau Federspiel 
Bruck Riesling 2018
Wachau, Austria, $25

Domäne Wachau is a certified sustain-
able winery producing wines from grapes 
grown in the cool climate of Austria’s 
Wachau Valley. Named after the steep 
Ried Bruck vineyard within, this dry 
riesling is a versatile pairing partner for 
Oktoberfest fare. Opting for plant-based 
Bavarian bites? Guzzle this wine guilt-
free; it’s vegan. 

Shimmering light gold, this wine has 
all the aromas associated with a classic 
riesling. Its nose brimming with 
petrol, with subtle notes of apricot 
and peach in the background, this 
slightly weightier federspiel riesling is 
lush and mouth-coating. Citrus peel 
joins peaches and apricots on the 
palate, carrying through to a lightly 
pithy finish. Acidity is kept deftly 
in check in this ample and well-bal-
anced wine.

Pair it with:Pair it with: Cabbage strudel, a 
traditional savory strudel. 
Skip the bacon bits for 
a vegan version.

Loimer lois Grüner Veltliner 2019
Kamptal, Austria, $24

The name Fred Loimer is synonymous with high-quality 
grüner veltliner, Austria’s signature white grape. Known 
for his commitment to being a champion of the land, 
Loimer has been practicing biodynamic farming since 
2006. This wine is produced from 100 percent USDA-
certified organic, estate-grown grapes. It is also vegan.

The youthful grüner veltliner opens with a slight 
spritz, immediately revealing the white-pepper notes 
characteristic of the variety, accompanied by a core of 
yellow apple and lime. The palate is complex, combining 
spicy, vegetal and fruity flavors, led by honeydew melon 
and pea shoots. A tangy salinity begins a finish that is 
long and ends with juicy pineapple.

Pair it with:Pair it with: German weisswurst, creamy white 
sausage of veal and fresh parsley.

HuM Hofer Zweigelt 2018
Weinviertel, Austria, $16

The Hofer family’s vineyards are located just north of 
Vienna in the Weinviertel, where they have been prac-
ticing certified organic farming for 20 years. Austria’s 
largest winegrowing region, this area is often associ-
ated with more mass-produced wines. The Hofer’s 
young and easy-drinking wines stand out here for 
their quality.

The Hofer Zweigelt’s cherry-red hue sets the stage 
for what awaits. Aromas of sour cherries and red 
raspberries greet the nose, eventually ceding to 
an herbaceous back note. Silky and straightfor-
ward, the palate is fresh and juicy, like a homemade 
cherry wine sauce. The wine is dry with refresh-
ing acidity and a tingly black-pepper finish. Bottled 
in what was the original “Bio-liter,” this simple yet 
satisfying wine comes with plenty to share.

Pair it with:Pair it with: Stelze, the Austrian version of the 
German eisbein, a crispy knuckle of pork.

Renée B. Allen, CSW, FWS, CSS, is a wine and spirits expert and the director of the award-winning Wine Institute of New England, which offers wine and spirits 
education and events. She is a professor at the University of New Haven, a wine competition director and judge, and can be seen on WFSB’s Better Connecticut.

Prost! 
Celebrate an Austrian 
Oktoberfest with these 
versatile wines.
BY RENÉE ALLEN
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[digital]

NEWSLETTER SPONSORSHIP
Engage a captive audience who 
have opted-in to our Connecticut 
Magazine newsletter. 
Our newsletter is sent out every 
Thursday. There is one sponsorship 
position available each week. We 
currently have 12,124 subscribers 
and counting!
72% of people prefer to receive 
promotional content through email. 
Reach local, receptive consumers 
through Connecticut Magazine’s 
email newsletter every week. 
Source: Smallbizgenius.net

$250 per Week
OR
$800 per Month

BE BOLD. BE RECOGNIZED. BE CHOSEN.
Our online display advertising takes prominence to another level with a range of 
sizes, placements and interactive features. Connect to your audience, and only 
your audience. We help you get the most out of every ad impression by selecting 
the audience with the highest likelihood to respond to your advertising, using a 
range of techniques including:
 • Browsing History • Retargeting
 • Contextual Advertising • Demographic Information
 • Geographic Targeting • Hearst Magazines & TV
 • Partner Websites

DIGITAL RATES: $250 PER MONTH 
SHARE OF VOICE
Ad sizes: 300x250, 300x600, 728x90, 970x250, Mobile

Connecticut Magazine’s social 
media community continues to 
grow. We have more than 15,000 
followers on Facebook and 8,825 
on Instagram. 

And our readers are active on 
social media; 62.2% have used 
Facebook and /or Instagram in 
the past 30 days. 41.2% of our 
readers spend up to 4 hours a day 
on social media sites/apps.

OUR READERS STAY CONNECTED SOCIALLY



CONTACT US
Fairfield County
Tracy Poeti
860-335-2737
tracy.poeti@hearstmediact.com

Hartford & Litchfield Counties
Karla Jordan
646-327-7344
karla.jordan@hearstmediact.com

Greater New Haven
Caroline Stein
973-615-9529
caroline.b.stein@hearstmediact.com

Tolland, Windham, Middlesex 
& New London Counties
Gladymar Guzman
305-788-7789 
Gladymar.Guzman @hearstmediact.com

Out of State
Robin Kroopnick
203-387-0856
Robin.Kroopnick@hearstmediact.com

Morgan Point Lighthouse (Noank, Connecticut)


