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OUR MISSION

OUR GOAL

To make Chicago’s boutiques, galleries, cultural venues and

restaurants top of mind for residents and visitors alike who are

looking for unique places to shop, dine, experience, learn and be

entertained.    

To provide a valuable resource each season as the premier

shopping and entertainment guide in the city of Chicago in

fashion, accessories, arts, culture, entertainment and dining.  



2012 Editorial Calendar

1/31/2012

4/30/2012

7/30/2012

9/18/2012

Spring
(3/8/12)

Summer 
(6/7/12)

Fall 
(9/6/12)

Holiday/
Winter

(11/26/12)

Spring Fashion Preview
From the runway to Chicago: Where to find

the season’s top trends

Spring Beauty
The season’s best bets for hair, skin, 

makeup and more

Music Extravaganza
Our comprehensive guide to the

city’s biggest festivals, shows, street
fests, bands, musicians and more

Fashion Bonanza
Shop Chicago in style with our picks for the

Windy City’s hottest trends, shops and designers
in our salute to all things fashion 

Travel 
Escape winter’s wrath with our mini travel manual 

Jewelry and Accessories
Beautiful baubles for the holiday and beyond

REGULAR DEPARTMENTS IN EACH ISSUE:
• In The Know: the latest in fashion, dining, entertainment and more
• Insider: money, real estate, travel, design, health, culture, profiles
• Trend: seasonal fashion spreads
• Transitions: store openings, relocations and expansions
• Neighborhood shops: the season’s latest offerings in fashion, art, antiques and more
• Around the Town: our recommendations for music, theater, museums and more
• What’s cooking: celebrating Chicago’s riches in all things food.

*Please note—all editorial content is subject to change 
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SUMMER FEATURE

Definitions 
of 

Beauty
The term “beauty” means many things to many people. But all too often, 

it’s reduced to its simplest definitions by members of the media, who whittle it down to

superficial categories such as hair, skin care, makeup and fitness. For our summer

beauty feature, we wanted to expand our viewpoint and, hopefully, yours. 

We sent contributor Kari Skaflen out into the city to discover the true meaning of the

word—all through the eyes of Chicagoans. To us, Chicago equals beauty, 

and that includes all of its wonderful, colorful inhabitants. Take a look at what 

they had to say. You might be surprised!  

All photos and interviews compiled by Kari Skaflen

� “ Beauty is when you’re able to feel

comfortable in your own skin and

exude a sense of well-being. This 

confidence shows up in the way that

you speak, dress and act; but what

really makes these traits beautiful 

is that they’re unique to you. 

Q:What’s the secret to your 

luminous skin?

A: (Laughs) Well, I 

drink a lot of water...

Elizabeth Murzyn
Co-owner/Co-founder, 
Green Corner Juice Bar
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Becoming a wine connoisseur can seem like a
daunting task. With so many rules for techniques,
varietals, pairings and what have you, it’s
tough to know where to begin. How do you
know whether that wine you picked up will
actually be any good once the cork is popped?  

That’s where a wine pro, properly known as
a sommelier, comes in handy. With years of
palate training under their belts, it is their job
to know everything from when and where a
particular wine was produced to how to best
enjoy it,  facts they can discern through 
distinct flavor tasting. 

Take it from THE PROS

Meredith Elliott has worked as a professional sommelier in
some of Chicago’s hottest restaurants—Sushi Samba, Blackbird,
Moto and Aigre Doux, to name a few—correlating the perfect
wines with the hippest dishes for a truly unforgettable dining
experience. She left the restaurant business to begin her own
consulting business with a focus on wine education and now
also represents a winery called The Scholium Project, traveling
the world to educate herself on vineyards and to connect with
others in the industry. Needless to say, Elliot knows good wine.
Lucky for us, she also loves sharing her tips. 

FALL FEATURE
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OPTIONS CAN BE SO OVER-
WHELMING FOR NEW WINE
DRINKERS LOOKING TO
EXPAND THEIR HORIZONS.
WHERE SHOULD ONE START? 

MEREDITH
ELLIOTT: 
Put down the magazine and 
go to a wine bar! Chicago is
blessed with incredible wine
professionals at places like
Webster ’s Wine Bar, Rootstock,
Lush (where you can take the
wine home after you taste it),
Bluebird and Sepia, to name a
few. Use your cell phone to take
photos of labels on wines that
you enjoy, and then take those
photos to one of the great wine
stores in the city. Form a 
relationship with a few wine
people, and they will help you
to hone your palate.

CC:WHEN TASTING, WHAT 
ARE SOME TRICKS OF THE
TRADE TO TRULY EXPERIENCE
THE WINE? 

ME: Engage all of your 
senses, even just for a moment.
Swirl your wine to release the
aromas. Spend some time with
your nose in the glass, and ask
yourself questions about what
you detect. We all have taste
memories and great abilities to
detect thousands of aromas; it
just takes practice. Stop worrying
about what you are “supposed
to taste!” If the wine smells like
flowers, ask yourself “what
[types] of flowers?” If the wine
smells of apples, ask “what
color apple[s]? Baked or off
the branch?”

If you are tasting at home
with friends, pick a theme:
[such as a] region, country 
or grape varietal. Taste wines
made from the same grape from 
different regions. The best way

to understand the differences is
to taste the wines side by side.
When you are finished with
your notes, go to a BYO, or
cook a feast! And enjoy the
wines with food [to] see how
they change and improve.  

CC:WHAT DO YOU LOOK 
FOR IN A GOOD WINE?  

ME: You should drink 
what you like. But a good wine
is about balance. The balance 
of sugar, acidity and alcohol is
what is technically considered
[to be] quality wine. [But]
value is important...high prices
don’t [always] mean high 
quality. I seek naturally 
produced wines that...relay the
characteristics of their origin[s].
I will try most anything once,
but my favorite wines marry all
of the elements above.

CC: ANY FAVORITE WINES
YOU’D SUGGEST?  

ME: Loaded question 
for a sommelier! Most recently, 
I have been traveling for wine
throughout Spain, and [have]
discovered some incredible
wines from regions not frequently
seen in the United States. Some
of my new favorites are from
Galicia, in western Spain. The
reds from Ribeira Sacra are
incredible, [and are] made from
a grape called Mencia. Some 
to look for are Guimaro and
Dominio do Bibei. One [white]
wine that I cannot get off of my
mind is [Rafael Palacios] As
Sortes, made from the grape
Godello. There is [also] a 
[still] rosé from [the region]
Penedès…for red-wine drinkers,
[that is] perfect for the summer
months. [It’s] made from a
grape called Sumoll and is 
being produced by a great 
winery called Pardas. 

That said, my favorite wines
depend on time of year, who
I’m with, where I am and what 
I am eating!
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Dan Sachs is the owner of Bin 36 (339 N. Dearborn Ave.,
312.755.9463, bin36.com), A premiere River North dining
joint, which boasts a menu of wines advanced enough to
woo any connoisseur and a roster of classes and tastings
basic enough educate the masses. Here, he offers his 
cliff-note version of the finer points of serving wine:
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WHEN IT COMES TO 
SERVING WHITE AND RED
WINES, WHAT ARE THE 
PROPER TEMPERATURES?

DAN SACHS:  
[For] reds, it’s between 65 to
68 degrees, while whites should
be chilled between 45 to 50
degrees.

CC:WHEN SOMEONE 
SAYS THEY ARE “AIRING 
THE WINE OUT,” WHAT DOES
THAT MEAN? 

DS: The whole concept 
of letting wine “breathe,” or
aerate, is simply maximizing your
wine’s exposure to the surround-
ing air. By allowing wine to mix
and mingle with air, typically the
wine’s aromas will open up, the
flavor profile will soften and
mellow out a bit and the 

overall flavor characteristics
should improve.Think of it like
airing out clothes that have 
been in a drawer for months.
Typically, red wines are the ones
to benefit most from breathing
before serving. However, there
are select whites that will also
improve with a little air exposure.
In general, most wines will
improve with as little as 15–20
minutes of airtime.

CC: AFTER SERVING, IS 
IT OKAY TO RECORK A BOTTLE
AND SAVE IT FOR LATER?   

DS: Most recorked bottles
of wine should last a few days.

CC:WHEN DRINKING
WINE, WHAT'S THE BEST WAY
TO HOLD THE GLASS?   

DS: At the stem. Your
hands will warm the wine,
change the temperature and
potentially change the flavor 
of the wine.

Elliott suggests finding out 
about wines and wine events via twitter.

Here are some of her favorite wine
tweeters (along with some of ours)! 

Get the Buzz

Aaron Sherman (@NoMISomm) 
Chicago’s Park Hyatt’s sommelier and international sommelier guild

instructor offers his advice on wines from around the world.

Alpana Singh (@alpanasingh)  
The Lettuce Entertain You Restaurant’s director of wine and spirits
and host of local PBS’s well-known show “Check, Please” is a

must-read for basic wine knowledge.

Bret Heiar (@feastrestaurant)   
Follow Feast’s sommelier for great wine tips and suggestions from 

the restaurants private stock. 

Chicago Wine Company (@chicago_wine)   
Stop here for up-to-the minute news on Chicago’s wine scene:
These tweets will lead you to all the must-sip spots in the city.

PHOTO BY STACIE SCOTT

PHOTO COURTESY OF ENO INTERCONTINENTAL CHICAGO MAGNIFICENT MILE

{landscaping 101}
Local experts Stephen Prassas of Prassas Landscape Studio (70 W. Hubbard St., Suite 201,
312.467.1330, prassaslandscapestudio.com) and Michael Anthony of 1 Design Group, Inc.
(630.205.0028, 1Designgroup.com) have a combined 30 years in the business (and have both
been featured on HGTV). Though they may boast different aesthetics, they do agree on a few
landscape basics. Before you begin your redesign, consider these outdoor fundamentals
straight from the experts:
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Hire a Professional
“A designer will [actually] save you money,” Anthony says. “Only a rich man can afford cheap landscaping.

You’re going to have to constantly go back and fix it.” 

While it may be tempting to jump right in with your own aesthetically pleasing ideas, there are dozens of

logistical elements to keep in mind. Components such as maintenance and functionality; climatic conditions

such as water and wind (especially crucial when dealing with rooftops); and weight limitations and material

considerations make the task larger—and much more in-depth—than you may think. “There are so many elements

of landscape that a professional is trained to consider,” Prassas says. And the sooner you start planning, the

better. “Allow time to flush out a design,” Prassas suggests. “To consider all of those things is really a process.

Really good designs aren’t done overnight.”

Consider Landscaping an Investment
“People are putting a much higher value on outdoor space than they used to,” Prassas says. “In the city, because

outdoor space is at such a premium, the amount of money you get back from your house because of the money

you spend is significantly more than if you were in the suburbs. You’re essentially adding rooms to the house.”

Keep in mind that the exterior of a home is one of the first things that a potential buyer sees, and for smaller

spaces, a flourishing balcony can be a huge selling point.

“If you have an outdoor space and you’ve finished it off, people can immediately see how it would be used,”

Prassas agrees. “It’s an incredible added value to the home.” 

Be Kind to the Environment
Hailing from arid Texas, Anthony is always conscious of products like Synlawn that promote water conservation

during maintenance. “For a lot of people [in the Midwest], water is not their number one concern,” he says. “But

it’s one thing I think we should all pay attention to.” Prassas also favors more green solutions, such as renewable

materials and the use of more vegetated space.

{ LORI AND MICHAEL ANTHONY, 1 DESIGN GROUP, INC. PHOTO BY JOHN FRANGOULIS
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{outdoor décor}

SPRING FEATURE

As the snow thaws and plants begin to bloom in the Windy City, the urge to burst into the
great outdoors reaches a fever pitch. No doubt you’re ready for spring—but what about your
outdoor space? Whether yours is a backyard or a balcony, it doesn’t have to be an eyesore.
Here, CHICAGO COLLECTION helps make the most of what you’ve got with a few insider

landscaping tips from the pros.

WAREHOUSE ROOF TERRACE. PHOTO BY MARTIN KONOPACKI, ©PRASSAS LANDSCAPE STUDIO 
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With a print run of 50,000 copies, more than 320,000 readers spend an average of more than 1 hour reading each issue
of The Chicago Collection—and spend an average of $1,060 shopping after reading the magazine.  

80% of our readers indicated they shopped at one or more stores or galleries after reading The Chicago Collection—90%
of them for the first time. 

Our Readers

Source: Except where noted, all data is compiled by RSM McGladrey from The Chicago Collection 2011 summer reader survey. 

PERCENT OF OUR READERS THAT READ OTHER LOCAL MAGAZINES:

Chicago Magazine 50%

Today’s Chicago Woman 50%

Michigan Avenue Magazine 50%

CS 46%

Chicago Home & Garden 31%

Where 19%

Front Desk 15%

Chicago Life 8%

MEDIAN HHI

READERS WHOSE HHI
IS GREATER THAN 100K

FEMALE

MALE

MEDIAN AGE

READERS 
BETWEEN 30-59

AVERAGE  HOME VALUE

BREAKDOWN BY READER GROUP

LOCALS   

$176,200

58%     

58%

42%

38

80%

$475,223

VISITORS

$157,120

73%

56%

44%

45

76%

N/A
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In the next 12 months, our readers will spend their 
considerable disposable income in the following categories:

Readers who....
....read our health column 69%

....read our culture column 77%

....read our fashion column 69%

....read our money column 35%

....read our design column 58%

....are health club members 54%

....will save a copy of The Chicago Collection for reference 81%

....plan to decorate or renovate their home 54%

....will use salon/spa services at least monthly 64%

....will buy tickets to theater performances 73%

....will visit museums 69%

....have investments in stocks, mutual funds and/or bonds 77%

....have children 18 years old or younger 32%

How often our readers dine out each week 3.3 times

CHICAGO
COLLECTION

PERCENT
Apparel
Antiques/art
Bath and beauty
High-end electronics
Pets
Jewelry
Home furnishings
Salon/spa services
Shoes and accessories
Books and Music

96%
44%
96%
40%
44%
56%
60%
80%
96%
84%



Distribution

Published quarterly, The
Chicago Collection reaches a
distinguished audience of more
than 320,000 consumers. 

• 12,000 copies in luxury condo and
co-op buildings

• 12,000 copies in hotels, private jet
terminals, limousines and other
tourist venues

• 1,000 copies in health clubs, spas
and salons

• 6,000 copies in luxury boutiques and
art galleries

• 19,000 copies mailed to affluent
residents living in Chicago’s north
and western suburbs.

CHICAGO
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Rate Card effective for 2012

Circulation: 50,000 copies per issue. ABC membership applied for.

Trim size: 8 1/8" x 10 1/2" (width x height)

Ad Sizes:

Note that all ads are limited to the following “live area” specifications:

Full-Page 7.25" x 9.55" Half-Page 7.25"x 4.625" horiz.

2-Page Spread 15.25" x 9.55" 1/3-Page 4.284" x 4.625" square

2/3-Page 7.25" x 7.102" horiz. 7.25" x 3.125" horiz.

4.3" x 9.55" vertical 2.806"x 9.55" vertical

Large Photo 2.25" x 2.25" 1/6-Page 4.284" x 2.195"horiz.

2.806"x 4.625"vertical

NET RATES PER ISSUE:

Color Rates

Full Page

2/3 Page
1/2 Page
1/3 Page
1/6 Page
Two-Page Spread 20% discount on two full pages

Rates are net. Back cover or pullout map add 30%, inside front cover,
back flap and page 1 add 25%. Other premium positions add 10%. 

Issue: Spring Summer Fall      Winter
Contract Closing Date: 1-31-12   4-30-12 7-30-12 10-18-12
Materials Closing Date: 2-3-12 5-4-12 8-3-12 10-22-12
Issuance: 3-8-12 6-7-12 9-6-12 11-26-12

Cancellations: Cancellations must be in writing and will not 
be accepted after the published closing date.

TECHNICAL SPECS

Mechan ica l  Requ i rements
All supplied advertisements must be accompanied by a contract color
proof at 150-line screen preferred/133 line screen accepted and within
S.W.O.P. standards (such as Iris Realist, Dupont Digital Waterproof,
Fuji Pictroproof, Kodak Approval or Polaroid PolaProofColor).
Publisher shall not be held responsible for disputes involving color
reproduction in those cases where an advertiser does not submit an
acceptable color proof. 

Supp l ied  D ig i ta l  F i l es
Digital advertisements are preferred and the specific Chicago Collection

formats must be followed. For fractional-page ads, QuarkXpress, Adobe
Illustrator and Adobe Photoshop, Mac-based software are supported. 
Use of QuarkXpress’ “Collect for Output” feature is recommended.
PDF-X 1/a files are accepted, however The Chicago Collection will not be
responsible for files prepared incorrectly. Digital files for full page ads
should be constructed with the document size equal to the trim size of 8
1/8" x 10 1/2". Line copy should be kept 1/4" away from the trim size. All
bleed elements must be extended over the edge of the document by 1/8"
on all four sides. All four-color images should be CMYK mode at 300 dpi
and in an either TIFF, EPS or JPEG format. Acceptable media: CD-ROM
and DVD. 

Supp l ied  Transparenc ies
Transparencies supplied by advertisers need to be received by Publisher
by the closing date. Mark supplied transparencies and separations “top”
and “bottom” and “this side right reading”. Color transparencies are
deemed acceptable if they reproduce within the parameters of acceptable
quality for the four-color printing process. The advertiser must approve
any deviation from the transparency.

Fonts
Include all fonts, font families and font suitcases that are used in your
advertisement when supplying electronic materials. Advertiser will incur
a production charge if not supplied. We will substitute whichever font we
feel closely resembles your match proof.

Product ion  Charges
Production charges will be applied to artwork received that is not sub-
mitted according to the specifications defined herein. Where applicable,
advertisers will incur charges and agree to pay for the following items: 

• Photography/camera shoots (billed by the hour)
• Graphic design, ad layout and graphic manipulation 

(billed at $150 per hour)
• Shipping/courier services (case-by-case)
• Special color requests

Sh ip  Mater i a l s  To :
The Chicago Collection
Attn: Erin Sullivan, Director of Production and Design 
500 North Dearborn Street, Suite 1014 • Chicago, Illinois 60654
312.329.0600 (p)   312.329.0610 (fx)   www.chicagocollection.com

or e-mail materials to: erins@chicagocollection.com
Subject line should contain advertiser’s name and issue date.

RateCard

Published by Northwest Publishing, LLC

500 North Dearborn Street, Suite 1014 • Chicago, Illinois 60654 • 312.329.0600 (phone) • 312.329.0610 (fax) • www.chicagocollection.com

Full Page

Half Page
Horizontal

1/3 Page
Near
Square 1/3 

Page
Vertical

1/3 Page
Near
Square

1/6 Page
Horizontal

2/3 Page
Vertical

1/3 
Page
Vertical

2/3 Page
Horizontal

1/3 Page
Horizontal

1/6 
Page
Vertical

Insertion

$7,495

$6,371
$5,247
$3,748
$2,886

Insertion

$7,120

$6,054
$4,985
$3,561
$2,742

Fourth

$6,746

$5,734
$4,722
$3,373
$2,597

First Second Third/

For pricing information 
please contact our 

sales representative
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