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* Full page $3,749 $3,562 $3,374 $3,187 $3,000 
2/3 page V $2,574 $2,445 $2,317 $2,188 $2,059 
1/2 page V $2,022 $1,921 $1,820 $1,719 $1,618 
1/2 page H $2,022 $1,921 $1,820 $1,719 $1,618 
1/4 page block $1,057 $1,004 $951 $898 $845 
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1/8 page H $560 $532 $504 $476 $448 
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1/8 page V 1.85” X 5.138”
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To advertise in Bu� alo Magazine or if you need help designing a 
marketing plan, contact your Bu� alo News sales representative or:

Ann Brooker • Specialty Products Manager
(716) 849-4413 • abrooker@bu� news.com

Maria Bemis • Product Specialist
(716) 849-6949 • mbemis@bu� news.com

Complement your Bu� alo Magazine ad with an 
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that is certain to capture the attention of our 

a�  uent WNY audience.
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AGE

77%

ARE HOMEOWNERS

AVERAGE MARKET 
VALUE OF HOME: 

$192,000

ACTIVITIES/LEISURE PAST 12 MONTHS

66% OF READERS ATE AT A SIT-DOWN RESTAURANT 
           3 OR MORE TIMES IN THE PAST 30 DAYS

60% OF READERS DRINK WINE AT LEAST ONCE PER MONTH

49% ATTENDED  LIVE THEATER

74% ATTENDED  CONCERTS

40% VISITED A CASINO

61% ATTENDED A PROFESSIONAL SPORTING EVENT

74% ENJOY GARDENING

60% VISITED A SPA

WIDESPREAD 
DISTRIBUTION

91,000 
COPIES PRINTED PER ISSUE!

READER DEMOGRAPHICS TOP REASONS TO ADVERTISE IN

HOME 
Bu� alo Magazine readers repre-
sent some of the most a�  uent 
neighborhoods in Western New 
York. Whether you specialize in 
restoration, interior design, décor 
or remodeling, you’ll want to get 
in front of this target audience 
before they make changes to their 
home and garden.

STYLE
No matter how well-heeled, wom-
en of all ages can still benefi t from 
a few tips on what to wear and 
where to shop. This section is the 
perfect fi t for the discerning trend-
setter and the perfect opportunity 
to market your unique clothing 
boutique, new collection of swim-
wear or locally made jewelry.

FOOD
Western New York is home to a 
growing number of serious food-
ies, and these folks want to be 
wined and dined. Whether you 
o� er gourmet cooking classes, 
recently opened a new restaurant 
or sell home brewing and wine 
making supplies, our readers are 
hungry (and thirsty) for more. 

HEALTH
From cutting-edge medical treat-
ments to rejuvenating spa parties, 
our readers are constantly looking 
for ways to improve their physical, 
emotional, mental and spiritual well-
being. Reach these highly moti-
vated individuals with products and 
services that help them achieve bal-
ance, peace of mind and longevity.

TRAVEL
While our readers might be happy 
to call Western New York home, 
they also have the desire — and 
disposable income — to explore 
new and interesting places near 
and far. Don’t miss the chance to 
spotlight everything from weekend 
getaway packages to new car gad-
gets that make traveling easier.

SECTIONS 1.  AFFLUENT 
READERSHIP 

We only distribute to your best po-
tential prospects – WNY's top 25 zip 
codes based on household income. 

2. GREAT CONTENT
We cover what is trending with homes, 
style, food, health and travel. Our writ-
ers tap into what people are thinking 
and talking about every day. 

3. LONGEVITY
Bu� alo Magazine is designed to look 
and feel like a co� ee table magazine. 
Consumers keep it in a handy loca-
tion and refer back to it. Your ad will 
be close by when they’re ready to do 
business with you.

4.  STRONG 
PRESENCE

Readers can also visit our website at 
Bfl omagazine.com and digitally view 
and read Bu� alo Magazine. We have 
a strong presence on Facebook and 
Twitter with over 14,000 followers. 

26 | buffalom a g a z i n e | December 2015

Once you’ve reached a certain age, you want
classic pieces that will last but are on-trend.
EnterAnnarlette, a new boutique in Snyder
with a carefully curated selection of qual-
ity pieces: cozy cashmere plaid wraps; clas-
sic white shirts with beautiful, understated
detailing; fun satiny pants; beautifully-cut
party dresses. “It’s elegant and classic with
a little funky twist,” said Patti Lawley, who
co-owns the shop with Mindy Shine. The two
moms, whose kids total seven between them,
have a background in fashion and business;
Shine went to FIT and worked at ADAM,
fashion designer Adam Lippes’ store; Lawley
worked in advertising. Their clothing lines
are mostly higher-end, but look a little deep-
er and you’ll also find surprisingly affordable
pieces. The store design reflects the selection
– sleek and sophisticated but comfortable;
the owners say they want it to be a gathering
place for friends.

3959 Main St., Amherst
Annarlette.com

Holiday tip: Annarlette will offer a gift
registry service, just in time for the holidays
(isn’t it thoughtful of you to take the guess-
work out of your hubby’s holiday shopping?)

buff list
A quick guide to what’s trending in WNY

By Bridget Schaefer and Jennifer Rung

New classics
Local libations
Going to Savory Sips is like walking into
your best friend’s living room – comfortable
and friendly, except with bottles of imported
wine everywhere you turn.

Rebecca Christie and her husband opened
Savory Sips in Lewiston four years ago, before
moving the specialty wine shop to Hertel
Avenue. Christie, originally from North Buffalo,
wanted to get back to her Italian roots and live
out her passion for wine. None of the wines
carried by Savory Sips are mass-produced or
have residual or artificial sugars. They all are
rated extremely high, coming from some of the
best and most unique vineyards, and are hand-
selected by Christie herself. The prices are
great too, with bottles ranging from $11 to $27.
The best part? You can try before you buy.

Christie is excited to be part of the Hertel
neighborhood’s expanding business district.
“This is how the area used to be when I was
a kid… Buffalo is booming,” she said.

1448 Hertel Ave. (at Norwalk)
Villagevineyardwines.com

Holiday tip: For the dog lovers on your list, check out Daisy’s Doghouse, located right in front
of Savory Sips. Pets are welcome!

Decades
of toys
Madeline, the Hungry Caterpillar, Winnie the Pooh and all your favorite childhood
characters live at Clayton’s, the locally owned toy store that opened its doors in 1916,
originally as a doll hospital in Williamsville. This summer, Clayton’s opened a second
location at HarborCenter in downtown Buffalo; owners Tera McElligott and Kellie
Klos said they couldn’t turn down the offer to be one of the first retail stores to open at
the waterfront. “It makes me proud to bring families back down to harbor,” said Klos.

What else can you expect to find at Clayton’s? There are no “install batteries here” or
screen-time products. It’s all about “old school, hands-on toys that promote learning,”
said McElligott. Good, wholesome fun.

75 Main St., Buffalo (HarborCenter)
5225 Main St., Williamsville (original location)
Claytonstoystore.com

Holiday tip: After shopping at Clayton’s at HarborCenter, head next door to Modern
Nostalgia and Red Siren for some fun clothing options for the ladies on your list!

and friendly, except with bottles of imported
wine everywhere you turn.
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The more,the merrier
How WNY’s largest families make it work

G
rowing up in the 1960s and ‘70s, big families
ruled. If you were part of a semi-large clan whose
siblings outnumbered the parents, you learned
everything from your older brothers and sisters,
wore hand-me-downs from both, and happily

piled into the back of your faux wood-paneled station
wagons with no regard for safety (or comfort).
One-on-one time with parents and personal space

didn’t exist, but guaranteed playmates — and the ability
to field your own Wiffle ball team — made up for it. Kids
from big families became natural sharers, masters of the
art of compromise, and learned quickly how to roll with
punches — sometimes, literally.
In the modern era, the large family concept lost

much of its appeal. In a 1962 Gallup poll, 46 percent
of respondents said having four or more children was
ideal, while 16 percent thought having two kids was
best. By 2013, popular opinion had flip-flopped: 13
percent replied they’d like four or more children, while
48 percent said two were ideal.
Credit some of that shift in attitude to the changing

family dynamic in the past 50 years: more women in the
work force, the rising cost of raising children, the intro-
duction of birth control. But there are still some families
who buck the trend, and who’ve made a deliberate deci-
sion to go big.
How do they do it in this day and age – and why?
“I’m intrigued by large families; I love the dynamic,”

said Liz Sheehan of North Buffalo, a stay-at-home moth-
er of nine children. “As long as I can remember,
it’s something I’ve always wanted.”

By Tracey Duffy

Continued on next page

ity pieces: cozy cashmere plaid wraps; clas-
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The Sheehan kids, who number
nine total, often spend time with
their cousins, the Kooshoians,
who live in the same North
Buffalo neighborhood. Pictured
are Clare, Maeve, Meghan,
Tommy, Patrick, Molly and
Luke Sheehan and Katie, Peter,
Lizzie and Daniel Kooshoian.

“I’m intrigued by large families; I love the
dynamic. As long as I can remember, it’s
something I’ve always wanted.”
- Liz Sheehan, North Buffalo

Source: Scarborough Research, Bu� alo CBSA Survey 2015, release 1; Adults 18+,  Bu� alo Magazine average issue.

Copies can also be purchased at 
Wegmans, Tops, Dash’s, Talking 
Leaves Bookstore, Lexington 
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and far. Don’t miss the chance to 
spotlight everything from weekend 
getaway packages to new car gad-
gets that make traveling easier.

SECTIONS 1.  AFFLUENT 
READERSHIP 

We only distribute to your best po-
tential prospects – WNY's top 25 zip 
codes based on household income. 

2. GREAT CONTENT
We cover what is trending with homes, 
style, food, health and travel. Our writ-
ers tap into what people are thinking 
and talking about every day. 

3. LONGEVITY
Bu� alo Magazine is designed to look 
and feel like a co� ee table magazine. 
Consumers keep it in a handy loca-
tion and refer back to it. Your ad will 
be close by when they’re ready to do 
business with you.

4.  STRONG 
PRESENCE

Readers can also visit our website at 
Bfl omagazine.com and digitally view 
and read Bu� alo Magazine. We have 
a strong presence on Facebook and 
Twitter with over 14,000 followers. 
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Once you’ve reached a certain age, you want
classic pieces that will last but are on-trend.
EnterAnnarlette, a new boutique in Snyder
with a carefully curated selection of qual-
ity pieces: cozy cashmere plaid wraps; clas-
sic white shirts with beautiful, understated
detailing; fun satiny pants; beautifully-cut
party dresses. “It’s elegant and classic with
a little funky twist,” said Patti Lawley, who
co-owns the shop with Mindy Shine. The two
moms, whose kids total seven between them,
have a background in fashion and business;
Shine went to FIT and worked at ADAM,
fashion designer Adam Lippes’ store; Lawley
worked in advertising. Their clothing lines
are mostly higher-end, but look a little deep-
er and you’ll also find surprisingly affordable
pieces. The store design reflects the selection
– sleek and sophisticated but comfortable;
the owners say they want it to be a gathering
place for friends.

3959 Main St., Amherst
Annarlette.com

Holiday tip: Annarlette will offer a gift
registry service, just in time for the holidays
(isn’t it thoughtful of you to take the guess-
work out of your hubby’s holiday shopping?)

buff list
A quick guide to what’s trending in WNY

By Bridget Schaefer and Jennifer Rung

New classics
Local libations
Going to Savory Sips is like walking into
your best friend’s living room – comfortable
and friendly, except with bottles of imported
wine everywhere you turn.

Rebecca Christie and her husband opened
Savory Sips in Lewiston four years ago, before
moving the specialty wine shop to Hertel
Avenue. Christie, originally from North Buffalo,
wanted to get back to her Italian roots and live
out her passion for wine. None of the wines
carried by Savory Sips are mass-produced or
have residual or artificial sugars. They all are
rated extremely high, coming from some of the
best and most unique vineyards, and are hand-
selected by Christie herself. The prices are
great too, with bottles ranging from $11 to $27.
The best part? You can try before you buy.

Christie is excited to be part of the Hertel
neighborhood’s expanding business district.
“This is how the area used to be when I was
a kid… Buffalo is booming,” she said.

1448 Hertel Ave. (at Norwalk)
Villagevineyardwines.com

Holiday tip: For the dog lovers on your list, check out Daisy’s Doghouse, located right in front
of Savory Sips. Pets are welcome!

Decades
of toys
Madeline, the Hungry Caterpillar, Winnie the Pooh and all your favorite childhood
characters live at Clayton’s, the locally owned toy store that opened its doors in 1916,
originally as a doll hospital in Williamsville. This summer, Clayton’s opened a second
location at HarborCenter in downtown Buffalo; owners Tera McElligott and Kellie
Klos said they couldn’t turn down the offer to be one of the first retail stores to open at
the waterfront. “It makes me proud to bring families back down to harbor,” said Klos.

What else can you expect to find at Clayton’s? There are no “install batteries here” or
screen-time products. It’s all about “old school, hands-on toys that promote learning,”
said McElligott. Good, wholesome fun.

75 Main St., Buffalo (HarborCenter)
5225 Main St., Williamsville (original location)
Claytonstoystore.com

Holiday tip: After shopping at Clayton’s at HarborCenter, head next door to Modern
Nostalgia and Red Siren for some fun clothing options for the ladies on your list!

and friendly, except with bottles of imported
wine everywhere you turn.
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The more,the merrier
How WNY’s largest families make it work

G
rowing up in the 1960s and ‘70s, big families
ruled. If you were part of a semi-large clan whose
siblings outnumbered the parents, you learned
everything from your older brothers and sisters,
wore hand-me-downs from both, and happily

piled into the back of your faux wood-paneled station
wagons with no regard for safety (or comfort).
One-on-one time with parents and personal space

didn’t exist, but guaranteed playmates — and the ability
to field your own Wiffle ball team — made up for it. Kids
from big families became natural sharers, masters of the
art of compromise, and learned quickly how to roll with
punches — sometimes, literally.
In the modern era, the large family concept lost

much of its appeal. In a 1962 Gallup poll, 46 percent
of respondents said having four or more children was
ideal, while 16 percent thought having two kids was
best. By 2013, popular opinion had flip-flopped: 13
percent replied they’d like four or more children, while
48 percent said two were ideal.
Credit some of that shift in attitude to the changing

family dynamic in the past 50 years: more women in the
work force, the rising cost of raising children, the intro-
duction of birth control. But there are still some families
who buck the trend, and who’ve made a deliberate deci-
sion to go big.
How do they do it in this day and age – and why?
“I’m intrigued by large families; I love the dynamic,”

said Liz Sheehan of North Buffalo, a stay-at-home moth-
er of nine children. “As long as I can remember,
it’s something I’ve always wanted.”

By Tracey Duffy

Continued on next page

ity pieces: cozy cashmere plaid wraps; clas-
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The Sheehan kids, who number
nine total, often spend time with
their cousins, the Kooshoians,
who live in the same North
Buffalo neighborhood. Pictured
are Clare, Maeve, Meghan,
Tommy, Patrick, Molly and
Luke Sheehan and Katie, Peter,
Lizzie and Daniel Kooshoian.

“I’m intrigued by large families; I love the
dynamic. As long as I can remember, it’s
something I’ve always wanted.”
- Liz Sheehan, North Buffalo

Source: Scarborough Research, Bu� alo CBSA Survey 2015, release 1; Adults 18+,  Bu� alo Magazine average issue.

Copies can also be purchased at 
Wegmans, Tops, Dash’s, Talking 
Leaves Bookstore, Lexington 
Co-op, and the Bu� alo Niagara 
International Airport



RATE CARD 2016

 AD SIZE 1 X 2 X 4 X 6X 8X
* Back page $6,100 $5,795 $5,490 $5,185 $4,880 
* Inside front/back $4,491 $4,267 $4,042 $3,818 $3,593 
* Premium full page (3-17) $4,120 $3,914 $3,708 $3,502 $3,296 
* Full page $3,749 $3,562 $3,374 $3,187 $3,000 
2/3 page V $2,574 $2,445 $2,317 $2,188 $2,059 
1/2 page V $2,022 $1,921 $1,820 $1,719 $1,618 
1/2 page H $2,022 $1,921 $1,820 $1,719 $1,618 
1/4 page block $1,057 $1,004 $951 $898 $845 
1/8 page V $560 $532 $504 $476 $448 
1/8 page H $560 $532 $504 $476 $448 

Ad Sizes Dimensions

*Back page 8.625” X 11.125”

*Inside front/back cover 8.625” X 11.125”

*Premium full page (3-7) 8.625” X 11.125”

*Full page 8.625” X 11.125”

1/2 page V 3.8” X 10.375”

Ad Sizes Dimensions

1/2 page H 7.75” X 5.138”

1/4 page block 3.8” X 5.138”

1/8 page V 1.85” X 5.138”

1/8 page H 3.8” X 2.469”

To advertise in Bu� alo Magazine or if you need help designing a 
marketing plan, contact your Bu� alo News sales representative or:

Ann Brooker • Specialty Products Manager
(716) 849-4413 • abrooker@bu� news.com

Maria Bemis • Product Specialist
(716) 849-6949 • mbemis@bu� news.com

Complement your Bu� alo Magazine ad with an 

ENHANCED DIGITAL PACKAGE 
that is certain to capture the attention of our 

a�  uent WNY audience.

2016 
PUBLICATION SCHEDULE*

SIZES

RATES

PUBLICATION DATE SPACE RESERVATION
DATE

CAMERA-READY
DEADLINE THEME OR COVER STORY

SUNDAY,  FEB. 7  Friday, Dec. 11 Friday, Dec. 18 New You 
(Health, Beauty & Wellness)

SUNDAY,  MARCH 20 Friday, Jan. 29 Friday, Feb. 5 People (Life Planning Guide)

SUNDAY,  MAY 1  Friday, March 11 Friday, March 18 Food & Drink 
(Southern Ontario Pullout Section)

SUNDAY,  JUNE 12 Friday, April 22 Friday, April 29 The Man Issue

SUNDAY,  JULY 24 Friday, June 3  Friday, June 10 Home 

SUNDAY,  SEPT. 11 Friday, July 22 Friday, July 29 Theatre/Arts/Culture 
(New Season Pullout Section)

SUNDAY,  OCT. 16 Friday, Aug. 26 Friday, Sept. 2 The Shopping Issue

SUNDAY,  NOV. 20 Friday, Sept. 30 Friday, Oct.  7 Holiday

PUBLIC
ART
Changing the
landscape of WNY

Plus
New Season
guide to the
coming theater
season!

Inside the city’s new
luxury apartments

What’s hot in
home building

The Albrights
make their mark
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Amazing
adaptive ski
programs

The lowdown
on local weight
loss centers

Heart health in WNY Bookstores we love Hot new eateries

buffalo
February 2015

LoveLove
yourselfyourself

Our annual guide
to being the

best possible you
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