


OVERVIEW

Editorial
Pro� le

Northeast Golf magazine promotes the sport by bringing the most up-to-date information 
about people, places, and events to the forefront of the northeast golfi ng community. with 
six regionally specifi c and targeted issues, plus a bonus Golf Getaways: Destinations 
& Vacations issue, these publications continue to reach a vast and affl uent audience. 
combined with our monthly e-mail newsletters and new digital editions, Northeast Golf 
magazine offers a collection of effective and customizable marketing tools.

• StArtErS: course openings & reviews
• in tHE BAG: the newest gadgets & gear
• GOLF HiStOrY: the sport’s storied past
• VALUE GOLF: play for less
• GOUrMEt GOLF: the fi ner things
• PrEFErrED LiES: best places to stay & play
• GOLF GEtAWAYS: last-minute trip ideas
• tHE LASt WOrD: essay & commentary

67% of readers are between the ages of 45 and 65.

68% of readers are male.

46% of readers report that their household income is between 150K and 249K.

92% of readers own a home; 31% own a second home.

92% of readers have completed college or post graduate education.

71% of readers report playing more than 30 rounds/year.

83% of readers report taking at least one golf vacation/year of three days or more.

on average, each magazine reaches 3.9 people.

TOTAL COMBINED  CIRCULATION  OF ALL N ORTHEAST G OLF PUBLICATIONS  
IS 525,000 (75,000 PER ISSUE) FOR A TOTAL READERSHIP OF OVER 

2,000,000.

Editorial
Highlights

Reader 
Demographics 

(information gathered 
from reader survey)
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No. 18, Old Course, Saucon Valley
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�B�U���U�B�Q�F�T���P�G���U�I�F�������������F�W�F�O�U�
���J�U���T���B�N�B�[�J�O�H���I�P�X���G�B�S���X�F��
came condition-wise, it was just that much better 
than before. It’s now grown exponentially since 
then. Jim Roney has done a great job.” 

Roney, a southwest Philadelphia native who 
previously worked at Rolling Green Golf Club in 
Springfield and Merion Golf Club in Ardmore, 
�D�B�N�F���P�O���C�P�B�S�E���B�T���T�V�Q�F�S�J�O�U�F�O�E�F�O�U���J�O���������������i�5�I�F��
biggest challenge for us has been to take what the 
USGA wants and actually put it out on the golf 
course while keeping a balance,” says Roney. “It’s 
�P�O�F���U�I�J�O�H���U�P���T�B�Z���Z�P�V���S�F���H�P�J�O�H���U�P���I�B�W�F���B�����›�����J�O�D�I��
�G�J�S�T�U���D�V�U���P�G���S�P�V�H�I���G�P�S���������G�F�F�U�
���C�V�U���X�F���O�F�F�E���U�I�F���S�J�H�I�U��
equipment to do that. In addition it has to bal-
ance. When you stand on the first tee and see the 
two fairway bunkers, they’re not completely bal-
anced where they sit on the hole. So if you just 
�H�P���������G�F�F�U���U�I�F�S�F�
���J�U���M�P�P�L�T���S�F�B�M�M�Z���T�J�M�M�Z�����8�I�B�U���X�F���E�J�E��
was establish the graduated rough and tweaked it 
�B���C�J�U�����4�P�N�F���B�S�F�B�T���N�J�H�I�U���C�F���������G�F�F�U���U�P���D�S�F�B�U�F���U�I�B�U��
balance.”

For Roney and his team, the putting surfaces 
�D�P�N�Q�S�J�T�F���B�Q�Q�S�P�Y�J�N�B�U�F�M�Z���������Q�F�S�D�F�O�U���P�G���U�I�F�J�S���D�P�O-
�D�F�S�O�T�����i�*�O�������������X�F���D�I�B�O�H�F�E���U�I�F���H�S�B�T�T���P�O���B�M�M���U�I�F��
greens from poa annua to pure bent and insti-
tuted an agronomic plan that uses less aggressive 
techniques,” he says. “We can have the greens, 
�X�I�J�D�I���Q�S�P�C�B�C�M�Z���B�W�F�S�B�H�F���B�S�P�V�O�E�����
���������G�F�F�U���J�O���T�J�[�F�
��

�S�V�O�O�J�O�H���B�U���D�F�S�U�B�J�O���T�Q�F�F�E�T�
���C�V�U���J�U���D�P�V�M�E���C�F���B���T�P�G�U��������
�P�S���T�U�J�D�L�Z���������P�O���U�I�F���4�U�J�N�Q�N�F�U�F�S�����%�V�S�J�O�H���U�I�F���T�U�B�U�F��
amateur here last summer the green speeds went 
�V�Q�� �F�B�D�I�� �E�B�Z�� �G�S�P�N�� ������ �U�P�� �B�M�N�P�T�U�� �������� �5�I�F�Z�� �X�F�S�F��
really slick on the last day, but the players loved 
playing here. In mid-July though, you’re asking 
cool weather grass to act like warm season grass. 
It’s the most stressful time, so we have to get it as 
healthy as possible before the U.S. Open.”

Preparing the graduated rough—varying 
�I�F�J�H�I�U�T���P�G���H�S�B�T�T���G�S�P�N�����ž�� �J�O�D�I�F�T���U�P���N�P�S�F���U�I�B�O������
inches, starting from the fairway edge outward—
will probably be the easiest task for Roney. “The 
big issue in all the championships prior to gradu-
ated rough was to have tough and thick rough, 
deep enough where you needed a handful of guys 
to fluff the rough and lift it up a bit. Now you 
don’t need that many guys because they can drive 
in the two and a half inch high rough.”

For the U.S. Women’s Open, the layout of the 
front nine will remain intact, but the rotation of 

“ There is a great heritage, committed  
volunteers, the players are treated well,  
and the entire area supports the event.” 
—Mike Davis, USGA Senior Director
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No. 9, Bethpage Black,  
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BACK TO

THE U.S. OPEN RETURNS

BY WAYNE MILLS

The U.S. Open returns to Long Island this year, 
where the conventional rules of spectator  
etiquette no longer apply.
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GOURMETGOLF

GLENFIDDICH 18 Year
This award-winning single malt Scotch whisky of the Speyside region, aged 18 years, balances notes of oak, apple, and cinnamon for a robust yet mellow taste and a long-lasting finish. More than half of Scotland’s distilleries are located in Speyside region, and most are sweet-er in taste. Produced in small batches, Glenfiddich 18 Year won 2007’s Silver Medal at the International Wine & Spirit Competition. William Grant & Sons Ltd, glenfiddich.com

1. It’s all in the glass.
A tulip-shaped glass allows whisky to be swirled to en-hance the aromas, which gath-er in the neck of the glass.

2. Consider the color. Hold the glass up to the light. The color indicates how it was matured: a gold hue suggests it as matured in a sherry oak cask; a paler hue sug-gests a bourbon cask.

3. Check the legs.  
Swirl and take note of the whisky as it coats and runs down the in-side of the glass. Slow and thick “legs” suggest an older whisky; fast and thin suggest younger.

4. Nose the whisky. 
Pass the glass under your nose while taking a deep breath through your nose. Pause and think about the aroma. Is it sweet? Perhaps there’s a faint scent of apple or oak? Re-peat the process.

5. Taste test.  
Take a sip and coat your mouth before swallowing to fully appreci-ate the complexity of flavors, the “finish” or aftertaste. 

6. Try some water. 
Consider adding spring water to your whiskey and swirl. Just a tiny bit will raise the temperature and actually release more flavor.

BOWMORE 18 Year
Distilled in the Islay region, this premium single malt, aged 18 years with a mellow mahogany col-or, has creamy caramel toffee with ripe fruit and smoke aromas and complex flavors of fruit and chocolate balanced with a slight smokiness. Islay whiskies, considered the strongest flavored of all Scotch whiskies, often finish with a touch of peat and smoke. For golfers visiting Islay’s The Mach-rie golf course, stay at the cottages at Bowmore distillery and combine the best of both worlds—single malt appreciation and golf (bowmore.com/BowmoreCottages.aspx). $96, Morrison Bowmore Distillers Ltd, morrisonbowmore.co.uk

THE MACALLAN 18 YearOne of today’s finest single malts, The Macallan, aged 18 years and also of the Speyside region, is ma-tured in sherry casks giving its light mahogany color, a faint aroma of dried fruits and ginger with hints of citrus, vanilla, and cinnamon, and delivering a touch of sweet tof-fee and wood smoke. Last year The Macallan 18 selected its top 18th holes around the country based on historical moments that happened at each, and Bethpage State Park �J�O���' �B�S�N�J�O�H�E�B�M�F�
���/ ���:���� �U�P�Q�Q�F�E�� �U�I�F��list. For more on Bethpage, turn to p. XXXX. Also making the list, 
Winged Foot Golf Club 

�J�O�� �.�B�N�B�S�P�O�F�D�L�
���/ ���:����
The Edrington Group, 
edringtongroup.com  �Q

6TIPS
FOR 

TASTING
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This award-winning single malt Scotch whisky of the Speyside region, aged 18 years, balances notes of oak, apple, and cinnamon for a robust yet mellow taste and a long-lasting finish. More than half of Scotland’s distilleries are located in Speyside region, and most are sweeter in taste. Produced in small batches, Glenfiddich 18 Year won 2007’s Silver Medal at the International Wine & Spirit Competition. William Grant & Sons Ltd, glenfiddich.com

1. It’s all in the glass.
A tulip-shaped glass allows whisky to be swirled to en-hance the aromas, which gath-er in the neck of the glass.

2. Consider the color. Hold the glass up to the light. The color indicates how it was matured: a gold hue suggests it as matured in a sherry oak cask; a paler hue sug-gests a bourbon cask.

3. Check the legs.
Swirl and take note of the whisky as it coats and runs down the in-side of the glass. Slow and thick “legs” suggest an older whisky; fast and thin suggest younger.

4. Nose the whisky. 
Pass the glass under your nose while taking a deep breath through your nose. Pause and think about the aroma. Is it sweet? Perhaps there’s a faint scent of apple or oak? Re-peat the process.

5. Taste test.
Take a sip and coat your mouth before swallowing to fully appreci-ate the complexity of flavors, the “finish” or aftertaste. 

6. Try some water. 
Consider adding spring water to your whiskey and swirl. Just a tiny bit will raise the temperature and actually release more flavor.

BOWMORE 18 Year
Distilled in the Islay region, this premium single malt, aged 18 years with a mellow mahogany color, has creamy caramel toffee with ripe fruit and smoke aromas and complex flavors of fruit and chocolate balanced with a slight smokiness. Islay whiskies, considered the strongest flavored of all Scotch whiskies, often finish with a touch of peat and smoke. For golfers visiting Islay’s The Machrie golf course, stay at the cottages at Bowmore distillery and combine the best of both worlds—single malt appreciation and golf (bowmore.com/BowmoreCottages.aspx). 

Distillers Ltd, morrisonbowmore.co.uk
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HIM & HER
must-haves for your getaway

1. Mizuno Drylite™ Split Panel Shirt  with hydrophilic fabric  to 

keep dry and cool. $49.95, mizuno.com.

2. Sumi-G Dormy Belt  made of Italian leather with built-in mag -

netic ball maker. $85, sumi-g.com.

3. Bag Boy T-8 Travel Cover  with thick, high density foam top 

and impact resistant PVC plates. $89.95, bagboycompany.com.

4. Nike Sport Nylon and Leather Travel Bag  with inside pocket 

and internal zipper. $45, billadlerdesign.com.

5. adidas Golf ClimaCool Polo made of lightw eight polyester 

and Lycra® CoolMax® Extreme jersey with mesh back body. $65,  

adidasgolf.com.

6. PUMA Golf Patterned Skirt  with Inner Short with self fabric 

belt and invisible zip ope ning. $65, puma.com.

7. Sandbaggers Sasha Hourglass Golf Shoes in sorbet with 

narrow fitting heel and ampl e padding. $134.50, hersandba g-

gers.com.

8. Ame & Lulu Weekender Duffle  in links pattern. $120,  

ameandlulu.com.
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2010 ADVErtiSinG rAtES

Display Ad
rates

page 1, opposite table of contents, opposite masthead $500 per magazine

for information on inserts, gatefolds, bind-in cards, posters, bellybands, etc, 
contact dave honeywell at 802-583-4653.

Special 
Placement

Custom
Advertising

2010 PUBLiCAtiOn DAtES AnD DEADLinES

Publication (print & digital editions) Space Close Material Due Release Date
the Best of northeast golf 2010 feb. 15 feb. 22 Mar. 15 
northeast golf:garden state edition Mar. 8 Mar. 15 apr. 5 
northeast golf:new york edition Mar. 15 Mar. 22 apr. 12
northeast golf:Mid atlantic edition Mar. 29 apr. 5 apr. 26
northeast golf:new england edition apr. 5 apr. 12 May 3
northeast golf:special canada section May 4 May 11 June 2
golf getaways:destinations & Vacations nov. 1 nov. 8 dec. 1

FoUr color coVEr ratEs (PRICING PER MAGAZINE)
Placement 1-3 magazines 4-7 magazines
inside front cover $4,930 $4,720
inside Back cover $4,720 $4,510
Back cover $5,350 $5,140

FoUr color DisplaY ratEs (PRICING PER MAGAZINE)
Size 1-3 magazines 4-7 magazines
1/3 page, square & vertical $1,780 $1,570 
1/2 page, horizontal $2,200 $1,990
1/2 page, island $2,410 $2,200
2/3 page $2,830 $2,620
full page $3,670 $3,460

sprEaDs (PRICING PER MAGAZINE)
Size 1-3 magazines 4-7 magazines
1/2 page $3,985 $3,670 
full page $6,715 $6,295

B&W DisplaY ratEs (PRICING PER MAGAZINE)
Size 1-3 magazines 4-7 magazines
1/3 page, square & vertical $1,255 $1,150 
1/2 page, horizontal $1,885 $1,780
1/2 page, island $2,095 $1,990
2/3 page $2,515 $2,305
full page $3,115 $2,935



Print ADVERTISING SPECS
Mechanical

Requirements
Space Dimensions Width Height
Spread bleed 16.500" 11.125"
Spread trim 16.250 10.875
Spread live area 15.750 10.375
Full page bleed 8.375 11.125
Full page trim 8.125 10.875
Full page live area 7.625 10.375
2/3 page 4.593 9.500
1/2 page island 4.593 6.958
1/2 page horizontal 7.000 4.667
1/3 page horizontal 4.593 4.667
1/3 page vertical 2.187 9.500

1/2 Island
1/2 H

1/3 H

1/3 
V2/3 V

Electronic/Digital Ads
We work in a Macintosh environment using Adobe InDesign, Photoshop, and Illustrator. Files 
can be supplied as EPS/TIFF/JPEG files at 300 dpi. We prefer hi-res, press-ready PDF files. 
They may be submitted on CD or via email to golfads@madavor.com. 

Binding Method: Perfect Bound. Printing: Web Offset. Full Page ads and Full-page bleed 
ads must be submitted at 8.375" x 11.125". Finished pages are ultimately trimmed to 
8.125" x 10.875" with some mechanical deviance. Text MUST be placed at least .25" 
inside of this trim edge on all sides, and .375" inside each full-page bleed edit to avoid  
accidental cropping (this live “safe” area is 7.625" x 10.375" centered on the page).

Printing Specs

Production
Requirements

Specifications

We prefer hi-res, press-ready PDF files sent via e-mail to golfads@madavor.com or copied 
to a disc and shipped via a traceable mail. Please send all advertising materials to Ma-
davor Media, Ad Traffic Manager, 85 Quincy Ave., Suite B, Quincy, MA 02169. E-mail: 
golfads@madavor.com. All deliveries must be accompanied by a specification sheet which 
outlines a) in which publication(s) the piece(s) are to run, b) a description of what’s enclosed, 
c) sizes/dimensions, d) any special requests regarding placement or handling of materials, 
e) return information. It is preferred that ads be accompanied by a full-color proof at 100%.

Shipping 
Instructions

Full Page Bleed: 
8.125"x10.75"
Trim: 
7.875"x10.50"
Full Page, 
Non-Bleed and 
Live copy/text: 
7.375"x10.00"

TIFF files
�• the TIFF file must be the exact 
size of the final printed ad, 
including border; LZW com-
pression should be  
applied
• the file must be CMYK 	 
separated, according to 
“SWOP, Coated” color space

Specifications
• bitmap color art should be at 
300 dpi, line art should be at 
1200 dpi resolution
• 8-bit, not 16-bit color, should 
be used

EPS files
• all colors must be converted 
to CMYK
• all fonts must be converted to 
outlines
• save file with clipping paths 
to allow text run-around or 
masking where applicable



COntACtS AnD FUrtHEr inFOrMAtiOn
Corporate Offi ce
Madavor Media LLC
85 Quincy Ave., Suite B
Quincy, MA 02169
617-706-9110
www.playnortheastgolf.com

VP/Group Publisher
Susan Fitzgerald
sfi tzgerald@madavor.com
617-706-9086

Director
Joan Lynch
jlynch@madavor.com
617-706-9080

Editor in Chief
Kathryn Peck
kpeck@madavor.com
617-706-9081

Sales Director
Dave Honeywell
802-583-4653
802-496-6509 (fax)
dhoneywell@madavor.com
VT, NH, MA, Canada, NY

Sales Managers
Steve Bliman
480-473-7663
480-473-7664 (fax)
bliman@cox.net
West Coast

Dan tomkiewicz
770-640-1681 phone/fax
dtomkiewicz@earthlink.net
NC, SC, GA and FL

About 
Madavor 

Media

Madavor Media llc has a strong foundation in sports, collectibles, and events, with each of its 
magazines being the leader in its respective market. through its magazines, trade shows, web sites, 
e-mail newsletters, and other partnerships across the publishing industry, Madavor Media supports 
the targeted needs of its broad subscriber and newsstand base and its marketing and advertising 
partners. Madavor Media’s products offer unique ways to communicate with focused, enthusiastic 
consumers who are eager to learn more about products and events that support their interests.

On the cover, left to right: Old Marsh Country Club, Wells, ME; Sumi-G Divot Tool; 
Cover, Northeast Golf; StaSof® Glove by FootJoy; Haystack Golf Club, Wilmington, VT

never miss another sales opportunity again. the fi rst week of each 
month we blast out to over 20,000 opt-in recipients giving them the 
latest news on golf courses. Banner rates start as low as $400 per 
month (.02 per contact). can’t wait until the fi rst of the month? custom 
e-blasts are available at any time.

Closing dates: the newsletter is sent out the fi rst week of each month. 
Materials are due by the last day of the previous month.

E-newsletters

OnLinE ADVErtiSinG

Web Site www.playnortheastgolf.com. Banner ads available; please call for rates. 


