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In an age of interruption, magazines 
engage and captivate.

Advertisers, take note. Among all media—digital or 
analog—magazine readers are least likely to engage in 
another activity while reading.

Magazine readers spend an average of 43 minutes of 
undivided attention with each issue.

Actual customer comments:
We are very pleased with our experience and a boost 
in sales from our ad in Winston-Salem Monthly! The 
results have been amazing. The next day after it was 
mailed out, we had a new customer with her magazine 
in one hand and our phone number in another, she 
called and said, ‘I got up very early this morning. I 
have been waiting around the house for 8:00am to get 
here so I could call you.’ Now that’s results!
 
Tommy & Kelli Campbell
Panther Creek Boxwood Gardens

Just pulled my Winston-Salem Monthly out of the mailbox 
—the ad looks fabulous, we were getting calls about 
it yesterday, all positive. So thank you! Really want to 
continue advertising…Talk soon. Thanks again!

Julie Beth Bean, necie bean

Contact Angie Gibson, Sales Manager | adgibson@mediageneral.com | 336-944-4275 | or your Winston-Salem Journal Account Executive

WINSTON-SALEM MONTHLY

readership is composed of an 

upscale demographic.

Minimum Household 

Income $100,000

~ and ~

Minimum Home Value 

$200,000

20,000 MAGAZINES ARE 

DIRECT MAILED MONTHLY: 

to affl uent homeowners in 

Forsyth County and surrounding

areas as well as members of 

the Winston-Salem Chamber 

of Commerce. 

The Winston-Salem Visitors 

Center, the Downtown 

Winston-Salem Partnership, 

and various establishments 

(restaurants, coffee shops, 

spas, bed & breakfasts) are 

stocked with monthly issues. 

Copies are also sold at Barnes

& Noble, the Moravian Book 

& Gift Shop, and at the Old 

Salem Visitors Center.



ADVERTISING Content

planning calendar

Contact Angie Gibson, Sales Manager | adgibson@mediageneral.com | 336-944-4275 | or your Winston-Salem Journal Account Executive
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❱ JANUARY 
 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ FEBRUARY
 Valentine's Day Gift Guide

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ MARCH
 Jr. League Annual Tour of Fine Spaces

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ APRIL
 Commemorating Easter 

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ MAY 
 Mom/Grad Gift Guide

 Summer Fun (Camps and Kid stuff)

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ JUNE
 Summer Fun (Camps and Kid stuff)

 Dad/Grad Gift Guide

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

January
Time, History, New Directions

February
Health

March
Sports, Spring Cleaning

April
Music, Fashion

May
Celebrations

June
Food Issue

July
Travel, Day Trips

August
Hidden Treasures, College 

Road Trip

September
Annual Arts & Innovation
(biotech/medical innovations)

October
Hobbies, Pastimes, Pets

November
Giving Back, Holiday Travel

December
Traditions, Holiday 

Entertaining

❱ JULY  
 Summer Fun (Camps and Kid stuff)

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ AUGUST
 Summer Fun (Camps and Kidstuff)

 Back-To-School Guide

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ SEPTEMBER
 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ OCTOBER
 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ NOVEMBER
 Best Gifts 2012: $30 or Less

 Holiday Gift Guide

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

❱ DECEMBER 
 Best Gifts 2012: $30 or Less

 Holiday Gift Guide

 Paving Ways Guide to 

  Educational Services

 Food & Wine Guide

 Design & Décor

 Arts & Entertainment

Content subject to change

2012DEADLINES: Space reservation 6th. Completed materials due 13th of each month prior

Editorial Content
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ADVERTISING RATES (per month) 

AD SIZE 12X 6X 3X 1X

2 page spread $4140 $4730 $5320 $5910

Full page $2295 $2630 $2955 $3285

2/3 page $1935 $2210 $2485 $2760

1/2 page $1450 $1660 $1865 $2070

1/3 page $965 $1105 $1245 $1380

1/6 page $645 $740 $830 $920

Note: All rates include corresponding website presence on winstonsalemmonthly.com,
full-color, and complimentary graphic design. 15% upcharge for premium positions.
Page Peels are available on the website for premium position advertisers.

ADVERTISING DIMENSIONS

AD SIZE  WIDTH  HEIGHT

Two page spread bleed 17" 11.125"

trims to: 16.75" 10.875"

Full page bleed  8.625" 11.125"

trims to:  8.375"  10.875"

Full page live image area-no bleed  7.5"  10"

2/3 page vertical  4.625"  10"

1/2 page horizontal  7.5"  4.875"

1/3 page square  4.625"  4.875"

1/3 page vertical  2.5"  10"

1/6 page vertical  2.5"  4.875"

Full Page Bleed 
(trim) 8.375” x 10.875”

(bleed) 8.625” x 11.125”

Full Page Live Image Area 
7.5” x 10” (no bleed)

1/3 Page 
(vertical)
2.5” x 10”

2/3 Page
(vertical)

4.625” x 10”

1/6 Page
(vertical)

2.5” x 4.875”

1/2 Page
(horizontal)
7.5” x 4.875”

1/3 Page (square)
4.625” x 4.875”

Contact Angie Gibson, Sales Manager | adgibson@mediageneral.com | 336-944-4275 | or your Winston-Salem Journal Sales Representative

300 x 250
Pillow Ad

728 x 90
Leaderboard Ad

advertising
rates

Online ads are limited to these sizes and have specifi c placement spots on the site:

AD SIZE

300 x 250 pillow

728 x 90 leader

winstonsalemmonthly.com  ADVERTISING DIMENSIONS

DEADLINES: Space reservation 6th. 
Completed materials due 13th of each month prior



“Recycling Knowledge “Recycling Knowledge Through Reusing Books”

Buy  Sell  Trade

336.724.6133
115 Oakwood Dr. Winston-Salem

www.facebook.com/EdwardMcKayWinston

VOTED #1 BOOKSTORE
in Winston-Salem for 2010!

Let Edward McKay be your first 
stop for Back to School supplies.

690 Jonestown Road • 659-7786 • www.etcconsignmentshoppe.com
Monday-Friday 10-6  /  Saturday 10-5

BACK•TO•SCHOOL
SAVINGS!

15TH ANNUAL PARKING LOT SALE - SEPTEMBER 11TH

Something’s always

50%off !
Fall & Winter Fashions
for the Entire Family...
plus great things for the home, too!

etc.
Consignment Shoppe

Now
accepting

Fall/Winter
Apparel.

Beautiful  Unique  Stylish

M-F 1 1 by appointment
11  

F

High P 312

P

 
 

 
 

D E S I G N  &  D E C O R The advertising guide 
hosts full-color, vibrant 
ads in a special themed 
advertising-only section. 
Available each month. 

* See Planning Calendar.

Contact Angie Gibson, Sales Manager | adgibson@mediageneral.com | 336-944-4275 | or your Winston-Salem Journal Account Executive
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ADVERTISING RATES/DIMENSIONS

AD SIZE 1X  2X 3X + WIDTH  HEIGHT

Full page  $2000  $1600 $1200 7.25"  9.75"

1/2 page horizontal  $1000  $800 $600 7.25"  4.5"

1/4 page  $500  $400 $300 3.5"  4.5"

Special Sections 
ADVERTISING OPPORTUNITIES 

8-Page Supplemental Publications, Special Sections & Overruns Available. 

Contact for quote.

WINSTON-SALEM MONTHLY 

advertising guides are special 

themed, full-color advertising 

sections that provide your 

business an affordable venue 

to reach affl uent local readers.

FEBRUARY ISSUE • Valentine’s Day

MARCH ISSUE • Easter Issue

MAY ISSUE • Mother’s Day

JUNE ISSUE • Father’s Day

AUGUST ISSUE • Back-To-School

NOVEMBER ISSUE • Holiday Issue

DECEMBER ISSUE • Holiday Issue
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WELLS
FARGO
taking care of
Winston-Salem

September 2011  43  

“Wachovia concentrated on the human side as 
well as the financial side of life.”

—John Medlin, former CEO of Wachovia

CELEBRATING A 
RICH HERITAGE 
Since its start in 1879,  
the contributions of Wachovia to this area are rich and multi-layered. 
“Over the years, Wachovia has developed a set of values deeply rooted in 
the Moravian heritage that dominated Salem and then Winston-Salem,” 
says John Medlin, who joined Wachovia in 1959, later served as CEO, 
and currently sits on the advisory board as chairman emeritus. “Wachovia 
concentrated on the human side as well as the financial side of life.” 
Medlin says the company served its community well even during hard 
times, including making loans during the Great Depression and lending 
money to the state when it couldn’t meet its payroll. 

“Every generation has had a different challenge, but the solutions 
were always guided by a solid set of principles: soundness, profitability, 
and growth, in that order of priority,” says Medlin. “Wells Fargo also has 
a long history and heritage, and they’ve been protecting people’s assets 
for a long time, all the way back to 1852 and the time of stagecoaches,” 
says Medlin.

Above: Wachovia’s 
early headquarters at 
the corner of Third 
and Main streets.
Below from left: 
New York Wells 
Fargo employees 
pose outside their 
Manhattan office. 
Wells Fargo pioneered 
the use of the credit 
card as well as 24 
hour banking through 
ATMs.
PHOTOS COURTESY 
WELLS FARGO 
CORPORATE ARCHIVES
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FROM WACHOVIA TO WELLS FARGO:

CONTINUING A LEGACY OF 

SERVICE
B Y  M I C H A E L  B R E E D L O V E  A N D  E M I L Y - S A R A H  L I N E B A C K

when Wachovia visibly becomes Wells Fargo. With that, the 
Twin City will wave goodbye to the Wachovia name, marking the end of a relationship that 

dates back more than 130 years. At the same time, it will officially say hello to a new friend in Wells 
Fargo, a company that promises to take good care of local workers, customers, and the community 
as a whole. 

When the merger was announced in 2008, people were cautiously optimistic that the deal 
would deliver positive outcomes for the area. Three years in, and many changes, conversions, and 
conversations later, Wells Fargo officials have retained the nearly 3,000 Wachovia team members 
and promised to create additional jobs, adding that Winston-Salem will become one of its hub 
quarters. As Stan Kelly tells it, Wells Fargo has “delivered on that promise.”

A long-time Wachovia executive, Kelly now serves as regional president of Wells Fargo’s Carolinas 
Community Banking. He says the bank’s affirmed commitment to Winston-Salem has been a 
comforting occurrence. “As we’ve become part of the Wells Fargo family, we’re seeing that a lot of 
the Wells Fargo culture is similar to Wachovia’s. They start with the customer and 
work their way back to the income statement—that’s the way we were raised at 
Wachovia. So while the signs might be changing, the customer experience remains 
the same.”

Currently about 80 percent of Wachovia banking locations across the nation 
have been converted to Wells Fargo banking stores. In the course of the integration, 
18 states have undergone the transformation. The decision to make North Carolina 
the last state to convert wasn’t an accident. “We take great pride in the fact that 
North Carolina, Wachovia’s home state, will provide the exclamation point to this 
merger,” Kelly said earlier this year, noting that in mid-October Winston-Salem 

will see Wachovia’s blue and green colors replaced by Wells Fargo’s red and yellow logo. And the 
28-story tower in the middle of downtown? It will officially become the Wells Fargo Center.

Aside from that, customers won’t see much difference, but their banking experience will be 
enhanced. “Changes for our customers will be positive,” says Leslie Hayes, the Triad West regional 
president. “They’ll now have coast-to-coast distribution networks with a greater variety of account 
and service offerings to help them succeed.”

She says that each retail store in the area has added new tellers, bankers, and a service manager. 
“Our thought is that the more team members who can help our customers, the better the customer 
experience will be.”

“While the 
signs might 
be changing, 
the customer 
experience is 
only going to 
improve.”

— Stan Kelly
Regional President of 

Wells Fargo’s Carolinas 
Community Banking

“Customers will 
see positive 
changes.”

— Leslie Hayes
Triad West 

regional president

“We want to satisfy all of our customers’ financial needs 
and help them succeed financially.”

—Wells Fargo Vision and Values

produced in conjunction with Winston-Salem Monthly magazine 2011
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publishes the fi rst of each month.
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Contact Angie Gibson, Sales Manager | adgibson@mediageneral.com | 336-944-4275 | or your Winston-Salem Journal Sales Representative

ARTWORK SPECIFICATIONS

1. High Resolution PDF fi les – all fonts embedded. PDX/X-1a:2001 option 
 with one change noted below. (bleed 9 points)

2. Adobe InDesign fi les – all text must be converted to paths with images 
 either embedded or included in a separate folder.

3. Adobe Illustrator CS4 or earlier – all text must be converted to paths with   
 images either embedded or included in a separate folder.

4. Adobe Photoshop CS4 or earlier – must be at least 300 dpi; all text 
 layers rastered.

5. QuarkXPress 6.0 or earlier – all images and/or other links must be included;  
 all text converted to paths.

6. We cannot accept the following formats: Corel, MS Word, MS Publisher, 
 MS PowerPoint, Apple Macintosh fonts.

7. Online ads are limited to these sizes and have specifi c placement on the site:
  300 x 250 pillow; 728 x 90 leader.

8. Online ads can be in the following formats: .jpg, .gif & .swf and have 
 specifi c fi le size limitations and constraints concerning the number of 
 frames and looping.

9. Specifi c turn-around times have to be considered for online ads, they and  
 other Online ad information can be viewed on winstonsalemmonthly.com   
 under the Advertise tab.

QUESTIONS?

For questions about artwork 

specifi cations contact: 

Richard Boyd, Art Director 

rboyd@wsjournal.com 

336-727-7312

For advertising questions and 

information please contact:

Angie Gibson, Sales Manager 

adgibson@mediageneral.com

336-944-4275

Direct editorial questions to:

wsmonthly@mediageneral.com

DEADLINES:

Space reservation 6th. Completed 

materials due 13th of each month 

prior. Winston-Salem Monthly 

publishes the fi rst of each month.


