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8 YEARS OF 
NATIONAL 
CELEBRITIES 
FROM OHIO
& THE BEST IN 
ARTS, FOOD & 
ENTERTAINMENT
IN Columbus

As Columbus’ only feature magazine, as well as its only independently owned and operated publication, 

C The Columbus Magazine is Columbus’ go-to magazine for positive, utilitarian information.  Food, fashion, 

art and entertainment are our callings; delivering these elements of Columbus to active and demanding 

consumers in one vibrant and intelligent resource is our mission. 

C The Columbus Magazine profiles the most interesting and prominent personalities, events, restaurants and 

happenings in the capital city.  With a language that speaks “to” our audiences, rather than “at” them, we seek 

to empower and educate Columbus’ professionals, young and old, on all that this eccentric and progressing 

city has to offer.  We thrive on positive energy and embrace any opportunity to promote the institutions, 

events and individuals that make Columbus worthy of its capital status.

about us



Years of exclusive content. 
All in one place. 
In addition to our excellent content in the printed 

magazine, the new C Magazine website celebrates 

over 400 restaurants with feature articles and images.  

The site also offers  over 150 profiles on Columbus’ 

notable professionals and personalities.  What’s more 

is readers may effortlessly search directories of bars 

and nightclubs and view paparazzi pictures from 

nights out in the capital city.  Your web advertise-

ment receives the maximum exposure of any site in 

Columbus by delivering relevant content to profes-

sionals who spend money.

restaurants
Over 400 places to dine, categorized 

by location, accompanied by an 

article and full color picture.   Search 

lunch or dinner menus to find that 

perfect place that fits your appetite.

paparazzi	
Check out what happened last 

night or during the weekend. Our 

photographers are at the top events 

in the city.  This popular section 

keeps readers coming back to see if  

their pictures are posted and to view 

event developments.

sections
Each section of the printed 

magazine is continued on the 

website.  Additionally, an archive 

of past stories from all sections 

is available to create the most 

complete lifestyle directory for 

Columbus, Ohio.

columbusmag.com

print + web



COVERING THE 
CITY IN OVER 
400 LOCATIONS 
EVERY MONTH
PICKED UP 
BY READERS 
WITHIN 24 
HOURS OF DROP

Our professional distribution team delivers the magazine every month with speed and accuracy with 

our proprietary point of delivery (POD) reporting system.  The truth is that most copies are taken within 

24 hours of being dropped off, thus effectively putting your message in the hands of your audience in a 

timely and efficient manner.  C Magazine  is delivered to homes via the USPS and distributed to over 400 

locations in the capital city.

ANNUAL BASE RATE : 
COPIES PER MONTH:     
MAILED COPIES:             

330,000
30,000
10,000

distribution & circulation



<<118* DISTRIBUTION SYSTEMS
Starting in 2009, C Magazine will be distributed in 100 
outdoor distribution systems in addition to the 18 
downtown systems currently in place.

<<120,000 READERS PER MONTH

According to the Media Audit™, C Magazine’s high-
end quality and themed agenda ensures a long shelf-
life on the coffee table.  Issues do not lose their value, 
but remain to be points of reference months later.

<< 400 DELIVERY POINTS PER MONTH
Our online Point of Delivery system ensures that 
every copy  is out quickly.

source:
The Media Audit

* To be placed
   throughout 2009



8 YEARS OF 
REACHING 
YOUR COVETED 
DEMOGRAPHIC
THE PROVEN & 
PROGRESSIVE 
MAGAZINE
FOR Columbus

Our audited demographics give you the snapshot of our readers.  In fact, we reach the category of “Young 

with Money” better than any other publication in Ohio.  C Magazine is audited by the Media Audit, the same 

company that audits Columbus Monthly™, Business First™ and most other prominent media in Columbus, Ohio.   

readership demographics
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As Good as Gold
North Bank Condos

Chances are, if you’ve been 
anywhere near the downtown 
area within the last year, you’re 

already familiar with the Condomini-
ums at North Bank Park.  After all, it’s 
not everyday that a 20-story tower of 
glass and steel sprouts up to become 
the newest (and not to mention, shini-
est) landmark in Columbus’ highly 
sought-after Arena District.  The 
project, which is the work of Nation-
wide Realty Investors, consists of 109 
total units split among two attached 
buildings: the aforementioned Tower 
and the Lofts, which are housed in the 
renovated A&P Warehouse building.

Any discussion of the Condos at North 
Bank Park begins and ends with the 
views it provides of our fine city.  
Now, you might expect that based on 
sheer height and location (the corner 
of Neil Avenue and Spring Street) 
that the views would be pretty great.  
Well, “pretty great” is one heck of an 
understatement, because the views 
you’ll find there are nothing short of 
spectacular.  In fact, it’s best not to 
leave it to the imagination… go see it 

in person and expect panoramic views 
of downtown Columbus, the Scioto 
riverfront and the future site of the 
Columbus Clippers ballpark.  Every 
unit in the Tower comes with its own 
balcony, each of which ranges from 
100 to 300 square feet of outdoor liv-
ing space.  To complement the balco-
nies, units come with floor-to-ceiling 
windows and glass balcony railings 
for a truly unobstructed view of the 
surrounding areas.

Interiors at the Tower include elevator 
service, secured telephone entry sys-
tem, access controlled parking garage, 
trash chute access on each residential 
level, reinforced concrete floors, wall 
sound insulation, Time Warner digital 
cable access, and Road Runner high-
speed Internet access.  Potential buyers 
can also expect generous living area 
ceiling heights, individual washer/
dryer hook-ups, ceramic floor tile in 
laundry space, carpet flooring in all 
living and bedrooms, and some of the 
most enormous closets the city has to 
offer.  Kitchens come standard with 
large islands that contain both a sink 

story | Michael scott
Photography | eric Wagner

Homework
 c how to live

Depending on which way you face, the model balcony provides a panoramic view of downtown.

average market value of our readers’
homes

currently own their home

plan to buy a new home in the next
two years

of C Magazine readers are looking to
buy a new home

plan to remodel their home within the
next year

plan to buy new furniture and/or bedding
within the year

plan to buy a new appliance within the 
next 12 months

$267,000

72%

25%

21%

32%

54%

53%

HOMEWORK: Step out of the office and into 
some of Columbus’ greatest homes.  Homework 
provides an intimate look into the hottest prop-
erties and how they became.

c how we ride
Ride 23
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Mercedes CLS Shark II By Matthew A. Snider 
For over 20 years, my father and I have 
pushed the boundaries when it comes to 
custom exotic cars.  My first whip, a 1968 
Camaro, with a big block and a 100 shot of 
Nitrous led to tricking out Range Rovers, 
Lamborghinis, Benzos, BMWs, Vipers, 
etc.  Basically, everything that was hot at 
the time. 

This brings us to the story of the Shark, 
which started over a year and a half ago.  We 
were looking to build a Mercedes CLS show 
car that could not be duplicated in any way.  
We loved the look of the Maybach Excelero 
and the Bugatti Veyron.  Both cars have an 
extreme-looking front grill, and the bodies 
have a two-tone paint scheme.  ASMA 
DESIGNS, a custom fabrication company in 
Germany, built the body pieces we needed 
and shipped them to us.
We then bought a black CLS and went to 

town.  True Performance did a complete re-
build of the car and full body two-tone paint 
job.  Of course, not many normal people buy 
an $89,000 car to tear it apart and repaint 
it, but we’re not most people. Brice at the 
Wheel Medic did the rims, tires, brakes and 
custom exhaust.  The 3M Mylar clear bra 
took Dave at Automotive Appearance Pros 
a week to cut by hand in order to give the 
front end the protection it required.   AAP 
also did the window tint. 

So after months of hard work and a TON 
of money spent, the Shark was born.  The 
final product is a one-of-a-kind Mercedes 
Benz that is a true head-turner.  I’ve yet to 
meet a person who is not impressed with 
the strong lines of the Shark’s body and the 
“Darth Vader” look it has coming down the 
road.                           

photography by Eric Wagner

own two vehicles

have shopped at an auto parts store
within the past four weeks

own a SUV

will be spent by our readers on auto
purchases this year

currently own a domestic vehicle

currently own a foreign vehicle

are high mileage drivers, driving over
350 miles per week

46%

25%

31%

$184 
MILLION

69%

31%

18%

“According to The Media Audit”, 66% of C Magazine readers will likely spend over $30,000 for their next 
vehicle purchase this year, with potential buying power of $48 million.

“According to The Media Audit”, C Magazine reaches a larger concentration of motorcycle owners than 
any other print publication in the city.

vehicle buying habits

RIDE 23:  This monthly feature showcases the 
finest and most sought after vehicles in Colum-
bus.  Undeniably one of the sharpest features in 
the magazine.  Cars are featured with owners.

source:
The Media Audit



56% of our 
readers are 
between 25-49 
making $65,000
31% MAKE OVER 
$75,000. OUR 
READERS HAVE 
& SPEND $$

readership demographics
“According to The Media Audit”, 56% of C Magazine readers are between the ages of 25-49; the average age of a 

C Magazine reader is 43 years.  C Magazine’s average household income is $61,000 with 32% earning $35,000 to 

$74,000 a year and 31% earning over $75,000 a year!
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The Fare
 c how to dine

Bo Diddly once implied 
that there are things well 
worth inconveniencing 

yourself for.  He asserted that he 
would walk fourteen miles over 
barbed wire with a rattlesnake 
for a necktie, and that was all to 
get to a woman.  She must have 
been really worth it.  The same 
aesthetic applies to anything truly 
great.  Arduous and obstacle-laden 
treks are often undertaken with the 
promise of spectacular rewards, 
like love, money, cars and, of 
course, a great meal.

Now, after these mentions of 
rattlesnakes and barbed wire, a 
drive to Powell probably doesn’t 
seem like that big of a deal.  That’s 
good, because at the end of that 
drive will be one of those meals 
that would have been worth any of 
the preceding.  At Luce, chef Alex 
Rodriguez is presenting fascinating 
and familiar dishes that by any 

measure are truly worth the drive.  
I, personally, would crawl on my 
hands and knees (which would be 
skinned) over shards of red-hot 
broken glass just to lick a fork that 
sat on the same table as some of 
Alex’s dishes.  I’m not suggesting 
that anyone should do that, since it 
is so much easier to just drive, but 
Luce really is a great experience 
and we should get there however 
we can.

The room itself is colored in 
earthtones and sparsely decorated, 
giving it an old-world modern 
kind of feel.  The arched doorways 
and rustic wooden tables suggest 
Italian farmhouse and the aromas 
emanating from the kitchen back 
up this assertion.  Diners get the 
feeling there has to be lasagna 
and caprese on this menu just by 
strolling from the host’s stand to 
the table.  The eclectic collection 
of photographs on the walls and 

the bendy and curly glass light 
fixtures don’t exactly fit into that 
box.  However, they are quite 
attractive and an appropriate 
complement to the more traditional 
Italian elements of Luce’s décor.  
The room becomes perfect as soon 
as Alex’s food starts coming to the 
table.  The same dichotomy of old 
and new world is at work on every 
plate, and it works deliciously.

The starters go great with some 
of Luce’s ambitious and unusual 
by-the-glass selections, especially 
the sparkling ones.  San Guiseppe’s 
“Vignadora” Prosecco absolutely 
slays with shrimp, especially 
when the shrimp are wrapped in 
prosciutto and served with spiced 
cocktail sauce.  Luce’s cocktail 
sauce has hints of sweet spices and 
the Vignadora’s dominant notes 
of ripe red apple blend seamlessly 
with it, the slight brine of the 
shrimp and the bold salty ham.  

Unlike most places, Luce offers 
a Champagne Rose by the glass.  
Even more unlike the others, the 
Rose isn’t a Veuve, Moet, Roderer 
or any of those über popular 
labels.  Luce pours a non-vintage 
Henriot for their Champagne Rose.  
Its musty yeast and crabapple 
scream for a slightly sweet and 
aggressively tart food companion.  
The Watermelon Caprese is just 
the thing for that.  The sweet, 
juicy melon and ripe heirloom 
tomatoes provide exactly what 
the wine was wanting, while the 
fresh mozzarella abates the juices 
and acids and coats the palate with 
fresh milky-ness, which allows the 
must and yeast to the foreground 
once again.  What a ride!

As long as the topic is milky-ness, 
consider a Spanish Piquillo stuffed 
with smooth whipped gorgonzola.  
It is a small appetizer that seems 
like it was made to accompany 

Enlightened
Luce Story | John Davis

Photography | Eric Wagner3499 Market St. Powell, OH 43065 740-881-4600
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are regular patrons of the arts community, 
attending the opera, symphony, theatre 
productions and more

frequent bars and nightclubs regularly

go to the movies at least once every four 
weeks

of C Magazine readers dine out 4 times or 
more at a sit-down restaurant every two 
weeks

47%

44%

41%

32%

THE FARE:  Who’s Who resource in Columbus’ 
dining arena.  This section showcases the best 
Columbus has to offer, no matter the cuisine.   
From the valet to the aperitif, readers get an 
intimate look into each featured location. are between the ages of 18-44

are between the ages of 25-49

average household income

of C Magazine readers are 25-49 and
earn over $50,000 in annual income

earn $35,000 to $74,000

earn over $75,000 a year

of C Magazine readers are currently
married

have children at home

have a household income of over
$100,000 

work in professional and/or managerial
occupations

are business owners or corporate 
officers

work in the sales profession

63%

56%

$61,000

38%

32%

31%

55%

32%

17%

31 %

22%

22%

There are 52,000 people in Columbus who fall in 
the category of “Young with Money;” 18-34 years of 
age and earning over $100,000 in annual income. 
C Magazine reaches this audience better than ANY 
OTHER publication in Central Ohio.

source:
The Media Audit

COVER STORY: Every month we feature a 
national celebrity from Ohio.  7 years of exclusive 
covers and many more to come.



*PLEASE NOTE THAT CONTENT AND SCHEDULING MAY CHANGE 
WITHOUT NOTICE.

C Magazine is published 11 times per year in themed volumes.

The Health Issue
Arnold Classic
UFC Exclusive
Auto show preview
Diet DOs
Fitness Gurus

The Auto Issue
Expanded Ride 23
Going Green
Miss Ohio USA
Columbus Clippers

The Food Issue
The New 90 for $9 
Dining Guide
Industry Insight

The Relax Issue
Travel, Fun 
& Entertainment
Columbus Crew
Relaxing Locales
Easy Living

The Home Issue
Home Builder’s 
Guide
Expanded Home-
work Section
Summer Arts & 
Entertainment 
Calendar

The Beauty Issue
Columbus Spa 
Secrets
The Hottest Beauty 
Products

Back to Campus
Tailgate Essentials
Collegiate Champs
College Profiles

Arts & Fashion
2009 Fall Fashions
Fall Arts & 
Entertainment 
Calendar 
Fall Dining

The Sports Issue
OSU Athletics 
Preview
CBJ Preview
Our Insanely Cool 
Sports Guide

The Holiday Issue
Holiday Events 
Calendar
Holiday Gift Guide

Year in Review
Where to Go & Where to Be in 2010
New Year’s Resolutions

C Magazine is published monthly in themed volumes 11 times per year.  The issues reflect the events,  

personalities and popular items that celebrate each theme in Columbus, Ohio. 

2009 editorial calendar 



Rates displayed are per each individual insertion.  Ads must be paid before inserted and run in the magazine  

unless credit terms are reached at time of contract.  

2009 advertising rates 

full color cover premiums
placement 1x 3x 6x 9x 12x

inside front cover $3875 $3650 $3300 $2925 $2400

inside back cover $3350 $3125 $2875 $2550 $2295

back cover $4750 $4175 $3625 $3100 $2775

placement 1x 3x 6x 9x 12x

full $2300 $2095 $1895 $1750 $1525

full color full page

placement 1x 3x 6x 9x 12x

double $4375 $4075 $3850 $3625 $3175

full color double truck

placement 1x 3x 6x 9x 12x

half $1250 $1125 $995 $900 $835

full color half page 

placement 1x 3x 6x 9x 12x

quarter $690 $640 $625 $605 $585

full color quarter page 

Insertion cards or blow-in advertising rates available upon request

We reserve the right to accept advertisements at our discretion.





Call your account representative at 614 228 7531 to discuss ad rates and available promotions.



Half Page:
Horizontal

Half Page:
Vertical

Qtr. PageFull Page2-Page Spread

7.875” X 5”Trim Size:
16.75” X 10.875”

Live Area:
16.25” X 10.375”

Size with Bleed:
17.25” X 11.375”

Trim Size:
8.375” X 10.875”

Live Area:
7.875” X 10.375”

Size with Bleed:
8.875” X 11.375”

3.75”X 10.375” 3.75” X 5”

*All Sizes shown width by height

UNACCEPTABLE APPLICATIONS
Microsoft Word or any word processing 
program. No Ti�  It or CT/LW � les will be 
accepted. No native PC-based applications 
(refer to graphics guidelines elsewhere in 
this document). No compressed images 
will be accepted.

All electronic ads must be Ma-
cintosh compatible and accom-
panied by a contract proof (dot-
based) such as Kodak Approval  
or CREO Spectrum. All color 
proofs must meet SWOP stan-
dards and we suggest a color 
bar for accuracy. Royal Tiger Pub- 
lishing Limited is not responsible 
for ads sent without proofs or ads 
not meeting our electronic sub-
mission requirements. A design 
fee will be incurred for any work 
Royal Tiger Publishing Limited 
does on behalf of the customer. 
Royal Tiger Publishing Limited 
can provide a color-proof for 
$30.00 to the client.

FONTS
Include a copy of ALL fonts used 
in you fi les. If EPS images are 
linked, be sure to include all 
linked fonts as well. Be sure to 
include both printer fonts and 
screen fonts for your fi les. All 
fonts must be Postscript Type I. 
TrueType and Multi Master for-
mat will not be accepted.

E-MAIL
Please send all your ads smaller
than  8 MB to:
editor@columbusmag.com
File corruption may occur. Always 
use StuffIt, Zip, or any Macintosh 
self-extraction format in order to 
prevent this. Include in the sub-
ject line of your e-mail the follow-
ing tagline: “Name of Advertise-
ment/Publication/Issue Date” 

Royal Tiger Publishing is not re-
sponsible for errors in ads submit-
ted via e-mail, and is not respon-
sible for misdirected emails.

GRAPHICS
PDF and TIFF fi les are accepted. 
Convert all RGB graphics to CMYK 
for printability. All images should 
be 300-dpi at minimum and 
should be received at fi nal size. 
Files not submitted in CMYK for-
mat will be carry a $30.00 charge 
for conversion. 

MEDIA
Ads must be submitted on CDs or 
via e-mail. No fi lm accepted.

NEED HELP?
Contact our graphics department at 
editor@ColumbusMag.com or call 
614.328.9624 ext 1004

ad specifi cations

C Magazine® is a registered trademark of Roopan Dey Limited. Our corporate offi ces are located at 1287 King Ave. Suite 203, Columbus, Ohio 43212. You can 
contact us at  614 328 9624 ext 1004. This media kit, current issues and more information can be found on our website at www.ColumbusMag.com. Please contact 
your Account Executive with any questions you may have.                                                                                                                                         ©2008 




