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US Airways operates more than 3,200 flights  
per day and serves more than 200 communities in  

the U.S., Canada, Mexico, Europe, the Middle East, the  
Caribbean, and Central and South America.

US Airways is a Star Alliance network member, 
offering its customers more than 21,000 daily 

flights to 1,185 airports in 185 countries.
*Source: US Airways Group, Inc.
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Together with its US Airways Express partners, the 
airline serves approximately 80 million passengers 

each year.

 Hubs in Charlotte, Philadelphia, and Phoenix, and a 
focus city in Washington, D.C., at  

Ronald Reagan Washington National Airport.

The AirlineUS Airways Media Kit



Eastern Power Corridor Business & Leisure  
Markets: New York City, Boston,  

Philadelphia, Pittsburgh, Charlotte,  
Washington, D.C.

 
Western Power Corridor Business  
and Leisure Markets: Los Angeles,  

Las Vegas, Phoenix, San Diego

International 
Getaway Destinations:  

Dublin, Madrid,  

Rome, Mexico City, Zurich,  

Brussels, London, Rio de Janeiro,  

Caribbean destinations

East & West coast  
markets annually flying 
61.8 million passengers

Key Markets
Charlotte.........................................................................15,595,332
Philadelphia................................................................... 8,546,496
Phoenix............................................................................ 8,441,954
Washington.....................................................................3,549,159
Pittsburgh.........................................................................1,055,150
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Travelers

	 40.1% travel for business

	 47.5% travel for leisure

	 12.5% travel for part business part leisure

	 71.4% have traveled on US Airways for any 

business round trip in the past year

	 38.5% have traveled 7+ business round trips 

in the past year

	 93.2% have traveled on US Airways for any 

leisure round trip in the past year

	 58.9% plan to travel on US Airways for  

business in the next 90 days

	 96.8% are college educated

	 59.0% have a house hold income of 

$100,000+

	 52.9% are department heads or higher

US Airways  Magazine Readers Are:

Real Estate Investors

	 83.2% own a home/primary residence

	 49.3% own a home with a value of $300,000+

	 35.0% own a home with a value of $400,000+

	 23.5% own a home with a value of $500,000+

	 36.4% own a second property other than a 

home 

	 33.5% own a second home 

	 26.2% own a timeshare

	 23.4% own a condo/apartment/co-op

	 19.4% own a residential rental property

Source: US Airways Reader Demographic & Travel Survey (May 
2011); U.S. Department of Transportation T100/Year 2010-On-
board Passengers-Diio ApgDat
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Year 2010-Passengers......................... 76,698,444

Audience Per Issue...................................3,048,763

Readers Per Copy...................................................9.6

Median Age............................................................. 52.4

Median Household Income (HHI)...........$120,719

Demographics Comp %

Men 60.1%

Women 39.9%

Married 63.0%

Single 37.0%

Age

Age 25-54 51.5%

Age 35-54 43.8%

Education

College Educated 96.8%

Graduated College Plus 78.9%

Post-Graduate Degree 40.8%

Employment

Employed Full Time 78.7%

C-Level Officer/ 
Owner-Partner

10.9%

Senior Vice President/
Vice President

8.1%

Director 11.6%

Manager 22.3%

Consultant 8.3%

Affluence

HHI $100,000+ 59.0%

HHI $150,000+ 34.2%

HHI $200,000+ 18.7%

Source: US Airways Reader Demographic & Travel 
Survey (May 2011); U.S. Department of Transportation 
T100/Year 2010-Onboard Passengers-Diio ApgDat



Editorial 
Departments

Embark

Did You Know? News, notes and insights 

including a better understanding of the how’s 

and why’s of flying.

Making it Happen: The Story Behind Your 

Flight:  From how aircraft are routed to the 

importance of de-icing, US Airways is sharing 

the inside scoop.

Explore

Hot Spots: Inspirations on six different  

trips, based on personality type and sharing  

“why now.”

Wine and Dine: From the resurgence of 

Moonshine to Oregon’s Pinot Noir to Ken-

tucky’s bourbon. This focuses on trends and 

temptations for the palette.

Adventure: From middle-aged snowboard-

ers to the best public golf courses to a fun 

peek at the US Open—Tennis, it’s all about 

going and doing.

Hub Crawl: Each month we’ll help travel-

ers best use and enjoy their time at different 

airports.

Gear Up: From grilling to traveling to gift-

giving, these are products and goodies you 

need to know about.

Feature Well

Travel and destination coverage of the places 

you want to go with tips on what to do there. 

Engage

Inflight Entertainment & Services:  
Airline information and updates, route maps 

and hub terminal maps 

Window or Aisle? A Q&A with a  

frequent flyer.
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Time to  
Play Adventure Time to  

Play

What I remember most is the anticipation. 
The tingling in my fingertips and toes when 

I pried my eyes open before the sun crested the 
horizon. Grandma’s house in Manchester, New 
Hampshire, brimmed with aromas — sizzling 
bacon, percolating coffee, and freshly warmed 
maple syrup. The smells were a sweet harbinger, 
promising a day on the New England slopes.

My mom was of robust Northeast stock, and she 
instilled her bedrock New England ethic in her 

The Soul of New 
England Skiing

★

kids, all six of us. Winter 
wasn’t something to whine 
about, or endure. You em-
braced it. In our house, the 
term winter wonderland was  
a redundancy. Once flurries 
began flying, we had to get 
outside and explore. And the 
best way to do that was skiing. 

“New England is not 
blessed with the tallest moun-
tains in the hemisphere,  
or the deepest champagne 
snow,” says Tim McGuire of 
Burke Mountain in northeast 
Vermont. “Our weather is 
moodier. Blue skies and pow-
der give way to icy winds and 
hardpack overnight. But these 
aren’t drawbacks. They make us what we are.”

“We’re happy on surfaces they scoff at in other 
parts of the country,” he says. “We’ll bundle up 
and take the wind. We’ll revel in the beauty of 
trees covered for weeks with snow. We’ll adapt to 

Each of the slopes of the north-
ernmost Appalachians has its 
own culture and history. And 
whether you want an easy 

by brion O’connor

From top: 
Wildcat 
mountain and 
Killington 
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embark Did You Know? News, Notes and 
Inflight Insights

?
How do we board a plane?

Quick Tips

What’s  
that noise?

Why do we turn off 
cell phones?

★

You know the drill 
before take-off — the 

flight attendant reviews 
safety information and then 

asks everyone to power down 
electronic devices…even your 
beloved cell phone. 
But why is it necessary for you to 

turn off your hand-held lifeline? 
Cell phones transmit and receive 
high frequency radio waves, 
which the FAA has determined 

have the potential to interfere with 
aircraft navigation and communications 
equipment. The only way to stop your 
phone from transmitting is to turn it  

off or, on some newer 
phones, switch to 
airplane mode (using 

silent mode is not enough). 
Please use any approved 
electronic device only once 
the flight crew announces 

that it’s safe to do so…we’re 
pretty sure that one text 
message can wait. 

Once you’re settled in your seat and the captain 

has fired up the plane engines, you’ll hear some 

interesting sounds. Is that a barking dog? Is 

someone sawing a log? What exactly are those 

noises below your feet?

Most of what you hear is the sound of hydrau-

lics. Several types of planes are designed with 

redundant hydraulic motors attached to each en-

gine. One motor operates items 

like the landing gear and some 

flight controls, while the other 

motor operates cargo doors 

and other flight controls. 

Then there’s the Power 

Transfer Unit (PTU), which 

is located under the floor 

between the wings and moves 

the hydraulic power from one 

side of the plane to the other. 

You’ll probably hear these 

barking dogs, sawing logs, and 

squeaky bed springs when the 

plane is taxiing to and from 

the gate.  

US Airways has a simple yet effective way of 
boarding flights that’s meant to seat the great-

est amount of people in the least amount of time. 
Families and those with disabilities always 

board first. The rest of the plane is divided into 
zones. Zone 1 is for chairmen preferred, platinum, 
and gold customers, followed by Zone 2 for silver 
preferred customers. Zone 3 boards the back of the 
cabin, Zone 4 is for the middle seats, and Zone 5 
for the front seats. 

 If you’re 
traveling with  
a roller board, 
store your 
suitcase in  
the overhead 
compartment 
with the wheels 
of the bag 
facing the 
wings of the 
plane. This 
creates more 
space for other 
luggage. 

 After 
storing your 
bags, step out 
of the aisle and 
into your row 
so others can 
pass by. 

 When 
traveling in the 
winter, store 
your coat in  
the overhead 
compartment 
only after  
all other 
passengers 
have boarded 
with their 
luggage. 
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Wine & Dine Taste, Savor, 
enjoy

Oregon’s winemakers 
pride themselves on what 

they are not: California.
This is their mantra, the 

heart of their identity, and a 
deliberate attempt to differenti-
ate themselves from their neigh-
bor to the south. It is an image 
both justified and effective.

It’s not just that the climate in 
Oregon’s Willamette Valley is 
cooler than California’s, and 
therefore more similar to pinot 
noir’s home territory of Burgun-
dy. The whole ethos is different. 
The scale is smaller, with many 
of the families that founded the 
industry in the 1970s still run-
ning their wineries today. There 
are no gaudy mansions like one 
finds in Napa; all the vintners 
here are farmers.

Not surprisingly, given the 
climate, Oregon pinots are far 
closer in style to Burgundy than 
those of California. They are 
rounder and more accessible 
than Burgundy pinots, but they 
show a lean elegance that 
couldn’t be more different from 
the blowsy opulence of their 
Californian cousins. It’s the 

by Nick Passmore

★

Great 
Grapes
The wonders of 
Oregon Pinot Noir 
and maybe a little 
more deck to fill out.

difference between a fresh peach 
and the canned variety. They 
have what Steve Doerner, the 
unassuming and widely respect-
ed winemaker at Cristom Vine-
yards, calls “nervocity” — a word 
that’s utterly appropriate to Or-
egon pinot noir.

Doerner, like many Wil-
lamette pioneers, came to Or-
egon by way of California. He 
made wine there for 14 years 
before moving north in 1992 as 
Cristom’s first winemaker. He 

was looking to 
make pinot noir 
in a cooler 
climate, on a 
smaller scale, 
and in a more 
supportive environment. “Since 
I’ve been here, I’ve realized how 
wonderful the industry is,” he 
says. “They were so excited that 
anyone was coming up here, and 
they were so helpful.”

Heat is the enemy of a good 
pinot noir. Too much of it and 

“The essence of oregon 
pinoT is brighT, fresh 
fruiT, full-bodied  
fruiT flavors, lower  
alcohol, and brighT  
acidiTy.”

you lose color and acidity. And 
as Pat Dudley points out, “The 
key to great pinot noir is bright 
acidity. The whole structure of 
pinot noir is based on acidity, not 
on tannin.”

Dudley is a member of an-
other pioneer family. Along with 
her husband, brother-in-law, and 

sister-in-law, she established 
Bethel Heights Vineyards in the 
Eola Hills in 1977. They too 
were pinot fanatics looking for a 
cooler climate to make the sort 
of wine they liked to drink.

The Willamette Valley is 
warm enough to get pinot ripe, 
but only just barely. In this cool-

er climate the grapes don’t ripen 
until mid to late October — four 
to six weeks later than Napa or 
Sonoma. The longer the grapes 
stay on the vines, the more flavor 
elements they absorb from the 
soil.

“It really means we can get 
that intensity of fruit that you 
want in a really ripe pinot noir. 
The black cherry, the blackberry, 
all those nice dark fruits you’re 
looking for, and you can also 
have that retained acidity that 
allows it to age well,” Dudley 
says.

One only has to look at the 
color of a good Oregon pinot. It 
vibrates a translucent scarlet, a 
promise of the nimble, bright-
fruit freshness to follow on the 
palate. This is minimalist wine-
making at its best, drawing out 
the glory of pinot noir, and let-
ting it shine through unencum-
bered by layers of oak, heavy 

US Airways 

offers daily 

direct flights  

to Portland, 

Oregon from 

Phoenix, 

charlotte and 

Philadelphia. 

The Willamette 

valley is approx. 

1 hour by car 

from Portland.

geTTiNg 
There

Portland

Willamette 
Valley

★

clockwise from 
top: Panorama 
of Penner Ash 
Vineyard, 
names t/k at 
Siduri and 
bethel Valley 
tasting


i5S

– pat dudley, president of bethel 
heights vineyard, willamette valley
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Hot Spots Great  
Getaways

Where:

Why now:

don’t miss:

Welcome 2012, European Style!
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■  the splendid capital of the 
scottish Enlightenment, still 
cultured, still beautiful. 

■  Edinburgh lets its hair down 
for hogmanay, the world’s 
largest, most event-packed 
New year’s bash that last 
three days.

■  the torchlight procession that 
starts the party on December 
30th. www.edinburghs 
hogmanay.org.

■  Uber-elegant capital of the 
habsburg empire, it remains  
Central Europe’s hub. 

■  Vienna is grand and stately, 
but its youthful spirit compels 
you to dance. 

■  the stately 42nd Kaiserball at 
the hofburg Imperial palace, 
a time-honored tradition. 
hofburg.com

■  Europe’s capital and a city of 
hidden delights: a great beer, 
a great bistro, a great breugel 
painting. 

■  brussels sheds its year-round 
reserve and gathers at cafes 
to kiss, toast, and exchange 
good-luck greetings.

■  the countdown to 2012 in the 
splendid Grand-place, a pub-
lic square dating to the 17th 
century. www.visitbelgium.com

EDINBURGH 
FOR Revelers

VIENNA  
FOR Dancers

BRUSSELS  
FOR The Curious

don’t miss:

Why now:

Where:

LONDON  
FOR Culture-Lovers

PARIS  
FOR Romantics

DUBLIN  
FOR Music Lovers

■  Ireland’s capital has the  
familiarity of a small town  
and the attractions of a  
big city.

■  Dublin is the capital of “the 
craic,” that wonderfully Irish 
take on simple, unalloyed  
good fun. 

■  the Dublin Gospel Choir and 
the ringing of the bells at 
Christ Church Cathedral.  
dublinnewyearfestival.com

■  the City of Light, where 
Champagne toasts and 
cheerful wishes of “bonne 
Annee” fill the air.

■  the Eiffel tower shines even 
more brightly via a special 
light show or fireworks as a 
backdrop.

■  La Maison blanche restau-
rant, with its view of the 
tower and the fireworks. 
maison-blanche.fr

■  Europe’s largest and most 
multicultural city, from  
Madame tussauds to the 
tate Modern.

■  the summer crowds are 
gone, and the revelers are 
out in full force at parties 
and fireworks displays.

■  the London parade, with 
10,000 participants and 
500,000 spectators.  
londonparade.co.uk

32 december 2011    usairwaysmag.com
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Olive and Sinclair bar, oliveandsinclair.com $6

Botanical Bakery cookies, botanicalbakery.com $6.50 for 3.5 oz. bag
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Gear Up The coolest Tools 
for Work and Play

Tee Time
The high-tech, high-performance 
Adidas Tour360 ATV golf shoes 
are designed to provide reliable trac-
tion on any surface of the course 
(ATV stands for All-Terrain Versatil-
ity). The forefoot’s several flex allow 
the shoe to bend the way your foot 
does, and the sole’s ten-spike configu-
ration ensures stability and balance. 
With full-grain leather uppers and 
bold color, your shoes can look as 
good as your swing…well, maybe. 

shop.adidasgolf.com $190

Lean Mean  
Machine
The Kindle Fire is 
Amazon’s foray into the 
tablet computer market. 
Unlike its Kindle predecessors, 
the Fire has a color touch 
screen, a slick Web browser, and 
a superfast dual-core processor, 
all of which make the device a 
full-fledged multimedia power-
house. You can still read books 
on it, of course, but you can also 
watch movies and TV shows, 
download apps and games, 
browse the Internet, email, and 
more. All this in a portable pack-
age that weighs less than a 
pound. amazon.com $200

Toddler Techies
Think of it as an iPad for 
kids. With more than 100 
downloadable games and 
activities, the LeapFrog 

LeapPad introduces children 
to reading, math, art, music, 

and more. It’s complete with an 
interactive touch screen, a stylus 
for drawing and writing, a built-in 
camera, and a motion sensor for 
shaking things up. leapfrog.com 
$100

Watch This
The HeX Vision metal Watch 

band turns your sixth-genera-
tion iPod nano into a hip wrist-
watch. The scratch-resistant 
stainless steel band features a 
mount that your iPod nano eas-
ily clips into; when mounted, 
you still have access to the head-
phone jack, dock, and controls. 

And since the iPod nano comes 
with 18 different clock faces, 
from classic ana-
log to digital to 
Mickey Mouse, 
your watch will 
be at home in the 
boardroom and 
the playroom. 
shophex.com $70

My Way
Classic hats are back, thanks to 
retro TV shows like Mad Men 
and high-profile hat wearers 
like Johnny Depp and Justin 
Timberlake. Hatmaker Dor-
fman Pacific’s Sinatra 

series hats are in-
spired by the iconic 
singer’s trademark 
style and in-
cludes fedoras, 
porkpies, and 
trilbies in wool 
felt and straw. 
When you don 
your headwear, 
remember this piece of 
advice from Ol’ Blue Eyes him-
self: “Cock your hat — angles 
are attitudes.” dorfman-pacific.
com $50–$90

From Scratch
A perfect gift for anyone with  
an aging record collection, the 
crosley Keepsake USb Turn-

table pulls double duty as a 
portable record player and a 
analog-to-digital converter. The 
suitcase-style turntable with 

built-in stereo speakers plays the 
standard RPM records — 33 1/3, 
45, and 78 — and also connects 
via USB cable to any Windows 
PC or Mac. Software for con-
verting your records to a digital 
format is included. Long live 
vinyl! crosleyradio.com $150

My Heavens
Winter, with  
its clear night 
skies, is a great 
time to get into 

stargazing (just 
bundle up and bring some hot 
chocolate). The celestron 

FirstScope is an ideal tele-
scope for kids or anyone 
new to the hobby. The 
FirstScope’s simple table-

top design makes observa-
tion easy — just point the 

tube using the swiveling base 
and the single side knob, and 
then adjust the focus. Weighing 
in at under five pounds, the 
FirstScope travels well and 
makes a great camping compan-
ion. celestron.com $50

Holiday 
Help
★ Here are a few gift ideas for everyone 

on your list, no matter if they’ve been 
naughty or nice.

Stocking Stuffers 
(Yum!)
What’s the holiday season with-
out sweets? The buttery short-
bread cookies from botanical 

bakery come in seven flavors, 
including peppermint cacao, 
cardamom, and cinnamon basil. 
Handcrafted in Napa Valley, the 
delectable cookies are made 

with organic butter, herbs, and 
spices. Olive and Sinclair 

chocolate co. makes artisan 
chocolate bars in Nashville, 
Tennessee. The company em-
ploys a “bean to bar” handmade 
process to create gourmet choco-
late in flavors such as sea salt, 
coffee, and spicy Mexican Style 
Cinn-Chili. 
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Islands
I

Authentic

Headed for the sun, surf, and sand? Don’t settle  
for a generic island vacation.  by Jeff book

f you’re off to the 
Caribbean or the 
Bahamas for a 
much-needed 

holiday, consider an 
experience beyond the 
norm. Sure, there are 
great resorts, tourist 
shops, and restaurants. 
But if you can truth-
fully say, “I could  
be doing this on any 
Caribbean island,”  
it might be time to  
push the envelope. ➺

37usairwaysmag.com    december 2011
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Sponsored 
Monthly Edit
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Deadlines

January
Closing: 11/1 

Materials: 11/8

February
Closing: 12/1 

Materials: 12/8

March
Closing: 1/3 

Materials: 1/9

April 
Closing: 2/1 

Materials: 2/8

May
Closing: 3/1 

Materials: 3/8

June
Closing:4/2 

Materials: 4/9

July
Closing: 5/1 

Materials: 5/8

August
Closing: 6/1 

Materials: 6/8

September
Closing: 7/2 

Materials: 7/9

October
Closing: 8/1 

Materials: 8/8

November
Closing: 8/31 
Materials: 9/7

December
Closing: 10/1 

Materials: 10/8

★

★
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High 
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North CarolinaNorth Carolina

High 
Countryof

Escape to the mountain towns of Boone, Blowing Rock,  
Banner Elk, Beech Mountain, West Jefferson,  

Wilkesboro, and Valle Crucis.

Blowing 
Rock Area

The Blowing Rock Legend has 
it a Cherokee brave, torn between 
his love for a chieftain daughter and 
for his tribe, leaped off the Blowing 
Rock but was lifted back to his lover 
by a mysterious gust of wind, which 
still blows today. theblowingrock.com

Shopping in Blowing Rock 
Browse more than 100 downtown 

shops including art galleries, antique 
stores, pottery makers’ shops, and 
the new Blowing Rock Art and His-
tory Museum. blowingrock.com

TweeTSie RailRoad Explore this 
Wild West family theme park 
featuring a three-mile train ride 
through the mountains aboard a his-
toric steam locomotive. Live enter-
tainment, amusement rides, and deer 
park. Open 9 a.m.–6 p.m. Fridays, 
Saturdays, and Sundays in May; 
seven days a week Memorial Day 
through mid-August; returning to 

the weekend schedule mid-August 
through October, including Labor 
Day. All aboard! tweetsie.com

knighT’S on Main Your taste 
buds will rejoice with down-home 
dishes like hearty ham biscuits and 
the restaurant’s famous livermush.  
knightsonmainrestaurant.com

Boone Area
FooTSloggeRS cliMBing wall 
Beginners and professionals delight 
in 4,000 square feet of varied climb-
ing terrain complete with mountain 
views on the tower at Footsloggers. 
footsloggers.com

appalachian STaTe UniveRSiTy  
Home to the college football cham-
pion Mountaineers, ASU also offers 
plenty of cultural opportunities at 

the Performing Arts Series, An Ap-
palachian Summer Festival, and the 
Turchin Center for the Visual Arts. 
appstate.edu, appsummer.org,  turchin 
center.org

Shopping downTown Boone 
The eclectic shopping scene includes 
a historic country store, antiques, 
cutting-edge outdoor sports shops, 
coffee bars, bookstores, and more. 
exploreboonearea.com

oUTdooR advenTURe No matter 
the season, you’ll find an outdoor ad-
venture. Think hiking, biking, bird-
watching, rock climbing, whitewater 
rafting, canoeing, fishing, skiing, 
horseback riding, even zip-lining!  
exploreboonearea.com

MaST geneRal SToRe Stock up on 
goods and clothing while getting a 
history lesson at this National His-
toric Landmark, in business since 
1883 (locations in Valle Crucis and 
Boone). mastgeneralstore.com

dan’l Boone inn ReSTaURanT  
A local favorite, the restaurant serves 
fried chicken, mashed potatoes, 
and plenty of veggies family style.  
danlbooneinn.com

MaST FaRM inn ReSTaURanT 
The bed-and-breakfast restaurant 
in Valle Crucis is listed on the Na-
tional Register of Historic Places 
and features regional cuisine, with 
a commitment to buying local and 
organic. mastfarminn.com 

Fun Fests
autumn at oz 
October 1–2, 2011. autumnatoz.com
Tweetsie Railroad’s ghost  
Train halloween Festival 
Friday and saturday evenings during  
October. tweetsie.com

The woolly worm Festival 
October 15–16, 2011. averycounty.com
high country Ski & Snowsports  
Season Mid-november through mid-March.  
skithehighcountry.com
choose & cut christmas Trees 
thanksgiving weekend through  
Christmas eve. ncchristmastrees.com
Blowing Rock winterfest 
January 26–29, 2012.  
blowingrockwinterfest.com
MerleFest 
April 26–29, 2012. merlefest.org
an appalachian Summer Festival 
July 2012. appsummer.org
horn in the west June through August, 
2012. horninthewest.com 
christmas in July 
July 2012. christmasinjuly.info
grandfather Mountain  
highland games 
July 12–15, 2012. gmhg.org

The Linn Cove Viaduct on 
the Blue Ridge Parkway

Blowing Rock

Mast General Store

Tweetsie Railroad
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Turns out, a woman’s place really is in the kitchen —  
as executive chef. Two of the Southeast’s top female 

chefs speak out about their passion. 

4–6 oz. ahi tuna, sushi grade
4 large pitted olives sliced into rounds
5 cherry heirloom tomatoes cut in half
½ cucumber cut into match sticks  
   with no seeds
1 large pepperoncini sliced into  
   thin rings
2 tsp. minced shallots
2 small beets, peeled, roasted,  
   and quartered
8–10 small basil leaves
6–8 small oregano leaves

Truffled Smoked TrouT PâTé
16 oz. smoked trout, skinless
1/3 cup white onion, finely diced
1/3 cup crème fraîche or sour cream 
2 tbs. truffle oil
1 tbs. chopped black truffle shavings
2 tbs. butter
Sauté onion in butter until soft. Crumble 
trout with a fork or fingers and mix in onion, 
crème fraîche, truffle shavings, and truffle 
oil. Season to taste with salt and pepper. 
Serve chilled with toast points. 

Marisol, Greensboro, nC
Known for her light American 
approach to French cooking, Chef 
robin burkhart serves to-die-
for white truffle gnocchi, Kobe beef 
tartare, and Scharffen Berger choco-
late cake that will make you lick the 
plate. Burkhart started at Marisol 
about ten years ago while studying 
culinary arts at Guilford Technical 
Community College, achieving a 
level of expertise that has kept the 
restaurant on Wine Spectator’s Award 
of Excellence list. “I worked my way 
up through the kitchen,” she says, 
“and now I own it.”
Q: What’s your cooking philosophy? 
a: Flavor is first and foremost. The 

Charleston Grill,  
Charleston, sC
Chef MiChelle Weaver is proud to 
be a part of “the total package” that 
is the AAA Four-Diamond Charles-
ton Grill at Charleston Place Hotel. 
“You’re treated well, you’re fed well, 
and you can enjoy live jazz,” Weaver 
says. “That’s rare these days.” And 
so are female executive chefs. After 
eschewing marketing at the Univer-
sity of Alabama (her “heart wasn’t in 
it”), the ’Bama native found her call-
ing at the New England Culinary 
Institute — to the delight of Grill 
patrons who love her Southern roots 
and global palate.
Q: How did you get into cooking?

Grill Power

B y  
W a y n e t t e  g o o d s o n  

&  t a r a  t i t c o m B e

beauty of food lies in the beauty of 
nature itself. Fruits, vegetables, and 
proteins all have their seasons, and it 
is for this reason that cooking is al-
ways exciting. There are so many im-

portant steps in retail food prepara-
tion. There’s concept, execution, and 
delivery. All are equally important 
and necessary in providing the din-
ing experience. As far as inspirations 
go, my grandmother was an amaz-
ing cook, and my mother taught me 
the art of preserving vegetables.
Q: What is one ingredient you can’t 
get enough of?

a: My mother was the best Southern 
cook, and I would drag up a chair to 
the stove and her cast-iron skillet. 
We had our own garden, and my 
after-school snack was a fresh-off-
the-vine tomato.
Q: Tell us about Charleston Grill. 
a: We have such diversity on our 
menu [divided into four categories]. 
We have our Southern side [low-
country shellfish stew], and we have 
our Cosmopolitan side [tuna sashi-
mi], and we have French influences 
on our Lush side [foie gras]. [The 
Pure category features simple fla-
vors, such as arugula avocado salad.]
Q: What’s your favorite menu item? 
a: I love summertime because I’m 

a tomato fanatic. And I love citrus. 
A little squeeze of lime or lemon adds 
a nice pop of flavor. In the winter, 
I want white truffles. We’re definite-
ly seasonal.
Q: What’s your favorite part of be-
ing in the kitchen? 
a: The passion. There are a lot of 
easier things to do than be in a kitch-
en. I have a great team of people who 
are passionate about what they do, 
and every plate is full of that spirit.
Q: What tips and advice would you 
give women eager to break into the 
restaurant scene?
a: You have to work twice as hard as 
the person next to you, and that goes 
for everybody. 

a: Definitely truffle oil.
Q: Tell us about your relationship 
with Marisol.
a: The previous owner was my hus-
band [Stephen Schneider], and he 
passed away last year . . . He was my 
mentor and taught me everything.
Q: What’s your favorite Marisol 
menu item? 
a: I love our foie gras.
Q: What advice would you give 
women eager to become chefs?
a: You have to learn to have thick 
skin and try not to take everything 
to heart.

Tuna SaShimi  
wiTh “Greek Salad”

1 ½ tbs. olive oil
1 lemon, juice and zest
1 oz. sheep’s milk feta, crumbled
sea salt and cracked black pepper  
   to taste

Slice tuna into ¼-inch pieces and ar-
range on plate. mix lemon zest and 
oil and drizzle over tuna. arrange veg-
gies over tuna and drizzle with lemon 
juice. Sprinkle herbs and cheese over 
top. Season with salt and pepper, and 
serve cold. Serves 2.

Chef 
Michelle 
Weaver

Chef Robin 
Burkhart

Jesse Philips Humanities Center: A 
quote chiseled on the side of the 
building states that mystery grows 
along with knowledge. That’s why 
here, students explore questions that 
do not have easy answers. 
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In southwestern Ohio, Dayton stands as an example of 20th-century 

progress. Key to the city’s success is a 161-year-old Catholic institution 

that’s helping to chart the city and region’s growth for the 21st century. 

Since 1850, the University of Dayton has adhered to the principles of 

the Marianist order: Nourish the mind and soul, and do good works in 

the community. Or as the university puts it: “Learn. Lead. Serve.”

Here, educating hearts is just as important  
as educating minds. B y  N A N C y  O A K L E y
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Barrel

Diners in Santa Barbara, California, 

have a hard time choosing between 

two local favorites, bouchon  
and Wine Cask.

by Waynette Goodson

Between A

AnD A

bouchonBouchon is French for “cork,” and this Santa Bar-

bara restaurant prides itself on uncorking the best 

local wines and pairing them with bold flavors that 

harmonize perfectly.“We believe Santa Barbara is producing some 

of the finest chardonnay, pinot noir, and syrah,” 

owner Mitchell Sjerven says. “Other locally pro-

duced varietals will surprise you with their quality, 

variety, and approachability.”
In addition to valley vintages, Sjerven selects 

produce from area farms and seafood from the 

Santa Barbara Channel. “We then take into ac-

count how these flavors can be presented in con-

cert with local wines,” he says. “You’ll taste the 

difference and see how well they work together.”

Even Julia Child recognized this symphony of 

farm-fresh ingredients and world-class wines — the 

restaurant’s wine list has earned the Wine Spectator 

Award of Excellence. Child’s favorite dish was the 

bourbon-and-maple-glazed duck breast with corn-

and-fava-bean succotash, applewood-smoked bacon, 

and butternut squash. It’s such a local favorite that it 

stays on the menu year-round.
To experience bouchon’s fresh-and-local 

approach, accompany chef Greg Murphy on a 

Farmers’ Market Foodie Stroll and select your own 

ingredients. Then manager and sommelier John 

Loewen pairs wines with your menu, so you can 

relax and enjoy your three-course dinner. And relax-

ing is easy on the candlelit patio, with fresh flowers 

on tables and twinkling lights in trees — details that 

won bouchon a Best Romantic Restaurant award. It 

also won for Best Overall Restaurant, as it’s hard to 

beat wine-country cuisine in the heart of downtown 

Santa Barbara. bouchonsantabarbara.com

Cork
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Keys to the City A comprehensive fea-

ture focused on an area’s leisure travel and 

business assets providing a distinctive way 

to showcase the combination of culture, 

business and lifestyle that make your desti-

nation an unmatched place in which to live, 

work and play. Feature ranges from 12 – 32 

pages. Reduced advertising rates offered to 

community partners. 

Destination 48 An itinerary-driven 

feature that outlines the perfect weekend 

(or 2 day) itinerary. Opportunity to tie-in a 

sweepstakes to “Win this itinerary” with US 

Airways providing the airfare. 

Celebrate Arts. Culture.  
Entertainment. A unique way for  

strong arts communities to share their  

vision, implement their mission, and engage 

the community — locally, nationally, and 

internationally.  

Culinary Explorations An explora-

tion in culinary tourism and enhancing the 

destination experience. Focus on dining 

and relaxing in the destination.  Examples 

include Wine & Dine, Pub Crawls, Scottish 

Whisky Trail, and Moonshine.

Chef’s Tell Connect readers with your 

destination’s “Culinary Insiders.” A one-on-

one interview with local chefs including sig-

nature dish recipes. Features one or several 

area restaurants and tell the personal story 

from the chef’s point of view, including a 

signature dish recipe. 

University Spotlight In-depth editorial  

coverage of public or private institutions. 
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★
Celebrate
Sarasota

Art. Culture. Entertainment.
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O million-dollar homes. Nature lovers appreci-
ate the trails and pine forest on Lido Key and 
the remoteness of Manasota Key, and divers 
delight in the abundance of shark’s tooth 
fossils off the stretch of Venice Beach.

Venice is one of many areas in Sarasota 
County that has some of the world’s best 
saltwater fishing. Of course, the inland areas 
offer large populations of trout and other 
freshwater fish. The Myakka River provides a 
front seat to observing wildlife, such as 
alligators and ospreys, from an airboat. The 
Oscar Scherer State Park is a favorite of 
hikers and campers, and Mote Marine 
Laboratory’s aquarium tours give up-close 
glimpses of dolphins, manatees, and more. ph
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Sunset over Siesta Key Beach, named  
#1 beach in the nation; below, from left: 

Players Theatre performers KJ Hatfield and 
Chris Caswell, biking at Siesta Beach, and 

Fuzion Dance Artists.

ne of the key attractions of Sarasota County 
has been, well, its keys — six barrier islands 
that lie between the Sarasota Bay and the 
Gulf. With 35 miles of wide, white beaches, it’s 
little wonder they attract visitors from around 
the world. Perhaps the most popular among 
them is Siesta Key, whose powdery beaches of 
ground quartz were ranked No. 1 in the United 
States by coastal scientist Stephen Leather-
man, a.k.a. “Dr. Beach.” Siesta is arguably the 
place to watch the sun set into an impression-
ist palette of gold, orange, and pink. Not to be 
forgotten, Longboat Key offers a cosmopoli-
tan atmosphere, where beachfront communi-
ties, resorts, and top-notch dining abound, 
while Casey Key is a quiet enclave of multi-

Welcome   to Sarasota

By NaNcy Oakley

It has been described 
as the capital of 

Florida’s Cultural 
Coast™, the Circus 

Capital of the World, 
a community where 
art and nature meet. 

Welcome to Sarasota 
County, the coastal 

jewel perched on 
the Gulf of Mexico, 

about 50 miles south  
of Tampa. 



January
Arizona Cactus League

Spring Skiing
Best of Health

Closing: November 14 

Materials: November 17

February
Golf Academy

High End Real Estate
America’s Best Hospitals

Closing: December 13 

Materials: december 19

March
US Airways Wine Cellar

Atlantic Coast Conference

Closing: January 13 

Materials: January 19

April
Food and Wine Festivals

Executive Education
Best of Health

Closing: February 13 

Materials: February 17

may
America’s Best College  

Prep Schools

Cocktails & Dreams

Closing: March 13 

Materials: March 19

June
America’s Best Microbrews

Urban Living
Best of Health

Closing: April 13 

Materials: April 18

July
America’s Best  

Research Hospitals

Travel Products

Closing: May 15 

Materials: May 21

August
Atlantic Coast  

Conference Football

Business Services

Closing: June 13 

Materials: June 19

September
Southern Conference Football

Dividend Miles Grand Slam

Closing: July 14 

Materials: July 20

October 
US Airways Vacation partners

Breakthrough Pharmaceutical  
Companies

Best of Health

Closing: August 16 

Materials: August 20

November 
Ski Destinations

Gift Guide
Best of Health

Closing: September 13 

Materials: September 19 

December 
Best Destinations for a  

Post Christmas Trip

America’s most unique  
retail Shops

Closing: October 15 

Materials: October 19

Sponsored Promotional Sections

Special Sections 
Calendar

*Ask about “Go Here. Get It.” Our marketplace for independently 
owned restaurants, hotels, small businesses. Take an additional  

10% off with the following code: USAir 1

2012 CalendarUS Airways Media Kit

usairwaysmag.com



Custom Advertising Programs  CONNECT features with content direction and  
messaging designed to build your brand 

Integrated Marketing  usairways.com: banner ads, confirmation pages, e-blasts (geo-targeting available on 

some products)  Club promotions  Onboard: WI-FI, product sampling, tray tables, napkin, power-nap sacks

Advertising with us is 
Customized for you

Snack Box
Sampling/

Advertising

Onboard Wi-fi

Boarding
Passes

Power-
Nap Sack

Branded 
Collateral

USAirways.com 
run of site & 

Geo-Targeting

Email Blasts

Club Rooms

Dividend Miles
for Your Customers

Tray Tables

Inflight Video

Hot SpotS
A European  
New Years

CHefS tell 
Top Chefs Dish 

in Santa Barbara

Wine & Dine
Tracking Oregon’s 

Pinot Noir

Hub CraWl
Washington’s 

Reagan Airport 

Magazineusairwaysmag.com

Authentic  
islAnds

finding the  
real deal  

in paradise
★

★

US Airways and 
US Airways magazine 

Generating ROI through  
customized programs that 
provide innovation and value.

CustomizedUS Airways Media Kit

usairwaysmag.com



US Airways Advertisers

Airports
Charlotte-Douglas International

Greenville Spartanburg 

International

Orlando International Airport

Automotive
Volvo

Health & Medical Services
Arizona Breast Care Specialists

East Carolina Heart Institute

High Point Regional Health 

System

Jefferson University Hospital

Lankenau Medical Center

Maine Medical Center

Mayo Clinic

MCG Health System

Mount Sinai Medical Center

Penn Medicine Center

Smilow Cancer Hospital at  

Yale-New Haven

University Of Pennsylvania  

Medical Center

University Of Pittsburgh  

Medical Center

University Of Virginia Health 

System

Vanderbilt-Ingram Cancer

Wake Forest University Baptist 

Medical Center

Yale New Haven Hospital

Nashville Health Center

Colleges &  
Universities
Bob Jones University

Broward College

California State University Fresno

Clemson University

Dartmouth College

East Carolina University

Forsyth Technical Community 

College

Furman University

Greenville Technical College

Guilford Technical Community 

College

High Point University

Laurel University

Pitt Community College

Salisbury University

Southern Maine Community 

College

St Josephs College Of Maine

University Of North Carolina

University Of New England

University Of New Orleans

University Of South Carolina

University Of Southern California

University Of Virginia

Wake Forest University

Winthrop University

Consumer
Big Green Egg

Replacements Ltd.

It’s Just Lunch

Lifelock

Tempur-Pedic

Gold Bond Ultimate

Corporate
Disney Sponsorship

GE General Electric Company

Destinations &  
Tourism
Central Coast Golf Trail

Charlotte Convention Center

Charlotte Motor Speedway

Charlotte Museum/History

Cirque Du Soleil

Colosseum At Caesars Palace

Discovery Place

Euphoria 2011 Event

Graylyn Conference Center

Monterey Bay Aquarium

Pinehurst Resort

Scottsdale Culinary Festival

US National Whitewater Center

Wells Fargo Cultural Campus

Grand Canal Shoppes

Tanger Outlet Centers

Arizona Biltmore

Burbank CA

Scottsdale AZ

Economic  
Development
Charlotte USA

Farmville NC

Guatemala

Brazil

International Press Services

Iskandar Malaysia

Jefferson County WV

Kentucky

Lake James NC

Osceola County FL

Pitt County NC

Charlotte NC

Costa Rica

Greece

Fashion & Travel  
Accessories
Lana Marks

American Tourister

Delsey

Samsonite

Financial Products  
& Services
Duke Energy PremierNotes

Griffin Financial

ING Direct Bank Sharebuilder

American Express

Stevens & Lee Attorney

Womble Carlyle/& RC Attorney

Food & Beverage
Zagat Wine Club

Titos Handmade

Chateau Julien

Leadership  
Development
Center For Creative Leadership

Karrass Seminars Inc.

North Carolina Governors  

Conference

Management  
Consulting Services
A3 It Solutions

Pinnacle Risk Services

Non-Profit  
Organizations
American Red Cross

Horatio Alger Association

Resorts & Travel  
Accommodations
Aruba

Bahamas

Bally’s Casino Hotels

Charleston Harbor  

Resort & Marina

Charleston Place Hotel

Chetola Resprt

Courtyard By Marriott

Fort Lauderdale FL

Four Points Hotels

Gaylord Opryland Nashville

Grandover Resort &  

Conference Center

Hampton Inn Hotels

Hermosa Inn

Hilton Hotels

Hyatt Regency Hotels

Kessler Collection Hotels

Kiawah Island Golf Resort

Kimpton Hotels

Loews Hotels

Marriott Hotels

Monterey Plaza Hotel & Spa

Primland Resort

Sheraton Hotels

Stratosphere Hotel

Ventana Inn & Spa

Westin Hotels

Windsor Court Hotel

Wynn Las Vegas Resort

Sports & Recreation
Wyndham Championship

RBC Heritage Classic 

Atlantic Coast Conference 

Charlotte Bobcats

World Equestrian Games

Keeneland

PGA Championship

Technology
3M

Carbonite Backup Software

Sage

Panasonic Toughbook

Synnex

Amazon Kindle

Bose QuietComfort

GoToMeeting.com

GoToMyPC Services

Sunny.org

Verizon Wireless

AdvertisersUS Airways Media Kit
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Four Color 1X 3X 6X 9X 12X

Full page $21,632 $20,544 $19,472 $18,920 $18,384

2/3 page $16,224 $15,408 $14,600 $14,200 $13,784

1/2 page $12,976 $12,336 $11,680 $11,360 $11,032

1/3 page $9,736 $9,240 $8,760 $8,512 $8,272

1/6 page $6,048 $5,752 $5,448 $5,296 $5,152

Spread $41,088 $38,944 $37,840 $36,768 $35,472

Covers  1X  3X  6X  9X 12X

2 $26,392 $25,064 $23,752 $23,080 $22,432

3 $25,312 $24,040 $22,784 $22,136 $21,512

4 $27,472 $26,088 $24,728 $24,032 $23,344

Issue Space Materials

January 11/14 11/17

February 12/13 12/19

March 1/13 1/19

April 2/13 2/17

May 3/13 3/19

June 4/13 4/18

July 5/15 5/21

August 6/13 6/19

September 7/14 7/20

October 8/16 8/20

November 9/13 9/19

December 10/15 10/19

Deadlinesrates
Space 
Reservation: 
45 days prior 
to issue date.
Covers:  
Covers close 
90 days prior 
to space close 
and are not 
cancellable.
Material: 40 
days prior to 
issue date.
Ad Index 
Listing: 45 
days prior to 
issue date.
Web site 
Listings: 35 
days prior to 
issue date.

Orders
Advertising Services Manager
US Airways Magazine
1301 Carolina Street 
Greensboro, NC 27401
336-383-5806  
fax: 336-383-5816
advertising@usairwaysmag.com

Materials
US Airways Magazine 
Production
1301 Carolina Street  
Greensboro, NC 27401
336-383-5477  
fax: 336-378-8269

Rates & Specs 20
12

Production charges:  
(non-commissionable)
Split Runs: 50/50 split 
(each split): $1,750
Perfect Split: (each split): $2,100
Typesetting & Design 
of BW Ad: $250
Typesetting and Design 
of 4C Ad: $350 
Bind In Charges, BRC 
and Supplied Inserts: $1,200

Guaranteed positions:
10% premium added to earned rate.

BRC cards:
Advertiser Supplied: 
Rates on request. Purchase of back-up 
page required for all BRC cards. 
Printed by Publisher: 
Rates on request.

Multi-page inserts printed 
by publisher:
Rates on request

Inserts printed by publisher:
Rates on request

Web site listing:
All display advertisers are eligible 
to participate free of charge in US 
Airways Magazine’s Reader Service, 
online and in print. Invoices are due 
upon receip with approved credit. 
Interest is assessed at 1.5% per month 
more than 30 days past due. Billing 
date is the first day of the month of 
cover issue. First-time  
advertisers must submit credit  
application or provide payment in full 
with insertion order.  

Contact Us:
associate Publisher/ National Accounts East: Layne Straka | 336.383.5701 o SouthEast/s. california: Kelley Mickler | 336.633.9227

South Central/Mountain West: Chris Denby | 336.383.5584 o Las Vegas: Carol Kahn | 336.339.4709 o TEXAS & OKLAHOMA: Sybil Stokes | 336.383.5586

Mid-Atlantic/Midwest/Arizona/ N. Califorina/Caribbean: Heather Buchman | 336.255.0195
 
US Airways Magazine  1301 Carolina Street  Greensboro, NC 27401  tel 336.383.5806  fax 336.383.5816  usairwaysmag.com  



Specs

Terms and Conditions
A contract consists of 12 consecutive months. Publisher reserves the right to limit amount of advertising and to reject any advertising which, in their opinion, does not conform to the standards of the publications. 
All advertisements are published upon the representation that the agency and/or advertiser is authorized to publish the entire contents and subject matter thereof. In consideration of the publisher’s acceptance 
of such advertisements, the agency and/or advertiser will indemnify and hold the publisher harmless from and against any loss or expense resulting from claims or suits based on the contents or subject matter 
of such advertisements, including, without limitations, claims or suits for libel, violations of right of privacy, plagiarism and copyright infringement. Cancellations not accepted, unless received in writing prior to 
space reservation closing date. Covers are not cancelable. Options on cover positions must be exercised at least 30 days prior to four-color closing date. If order is not received by such date, cover options 
automatically lapse. All insertion orders are accepted subject to provisions of our current rate card. Rates are subject to changes upon notice from publisher. Should a change in rates be made, space reserved 
may be cancelled by the advertiser or its agency at the time the change becomes effective with out incurring short-rate charges, provided the advertisements published to the date of cancellation are consistent 
with the appropriate frequency or volume rate. Conditions other than rates are subject to change by publisher without notice. Invoices are due upon receipt. Interest is assessed at 1.5% per month more than 
30 days past due. Publisher shall have the right to hold advertiser and/or its advertising agency jointly and severally liable for such monies as are due and payable to publisher for advertising which advertiser 
or its agency ordered and which advertising was published. No amendment to the credit terms shall be effective unless the same is in writing and signed by Pace Communications. If a past due balance is 
placed with an outside collection service or attorney, advertiser/Agency agrees to reimburse all costs of collection. Orders which contain rates and/or conditions which vary from the rates and conditions listed 
herein shall not be binding on US Airways Magazine  unless expressly approved in writing by the publisher and may be inserted and charged for at the actual rate schedule. Publisher does not assume any 
liability for error in key number or advertising index listings. Publisher shall not be subject to any liability whatsoever for any failure to publish or circulate all or any part of any issue or issues of the magazines 
(or for any failure to provide reference or access to all or any part of the advertising on the Web sites) because of strikes, work stoppages, accidents, fires, acts of God, war or terrorism, or any other circum-
stances not within the control of the publisher. Publisher shall not be subject to any liability whatsoever for any failure to provide reference or access to all or any part of the advertising on the Web sites due 
to systems failures or other technological failures of the Web sites or the Web. When a contract for advertising or frequency rate is cancelled, the advertiser will be billed at the open rate or frequency rate 
applicable to the quantity of space used. If any controversy should arise between the parties in the performance, interpretation or application of this advertising AGREEMENT, the dispute shall be determined 
in Greensboro, North Carolina in accordance with the Rules for Commercial Arbitration of the American Arbitration Association. The decision of the arbitrator(s) shall be final and conclusive upon both parties.

Bonnie McElveen-Hunter, President and CEO

FULL 2/3 pAGE
(vertical only)

1/2 pAGE
(horizontal)

1/3 pAGE
(vertical)

1/2 pAGE
(vertical)

1/3 pAGE
(square)

1/6 pAGE
(vertical only)

Spread

Digital Advertising 
Material Requirements
Materials: CD or DVD with a contract proof or elec-
troncially submitted via the Internet Gateway. Instructions 
for the Internet Gatway are avialble at 
www.usairwaysmag.com. You must provide a color 
laser at 100% scale if a contract proof is not supplied. 
Media will not be returned.

Preferred File: PDF created using US Airways 
magazine custom settings or PDF as PDF/x-1a:2001. 
Call or e-mail Greg Onder at 336.383.5477/ 
greg.onder@paceco.com if you would like the 
custom setting.

Other File Types Accepted: InDesign, 
QuarkXpress, Photoshop, and Illustrator. Please supply 
all links and fonts used in the document. 

For both PDF and native files, please fol-
low these rules:
1. Crop and registration marks, if included, should be 
offset so that they are outside of the bleed. Use .167” 
or 12pt offset. This only applies to pdfs.
2. Make sure all images are high resolution (300 ppi) 
in CMYK mode. Note that enlarging an image with 

a resolution of 300 over 125% in the page layout file 
will lower the resolution to the point that image quality 
degradation may be noticeable when printed.
3. Convert all spot colors to 4-color process (CMYK).
4. Maximum ink density is 300.
5. For spread ads, keep all copy and important art at 
least .25" away from the gutter on each side. Perfect 
alignment of type or design across gutter of two fac-
ing pages 
cannot be guaranteed. 

Contract Proofs: A contract proof is recommended, 
but not required. Only SWOP certified proofs such as 
Kodak Approval, Creo Iris, and Fujifilm FinalProof are 
acceptable for matching color on press. A standard 
GATF or SWOP color bar should be included on the 
proof, but is not necessary in the digital file. Go to 
www.swop.org for more information.

Additional Charges: Minimum charge for pub-
lisher to correct a problem file is $250. Any additional 
work involved such as typesetting will be billed at pub-
lisher’s standard rates.

For Bleed ads, create page layout document to trim size, then pull 0.125" bleed 
on all four sides to fulfill bleed dimensions . Critical design and type elements 
must stay within the live area.

For Non-Bleed ads, create page layout document to non-bleed size.

Size Trim Bleed Live Area

Full Page  7.5" x 10.5"  7.75” x 10.75”  7” x 10”

2/3 Page Vertical 4.875" x 10.5" 5.125” x 10.75” 4.375” x 10”

1/2 Page Vertical 4.875" x 7.625" 5.125” x 7.875” 4.375” x 7.125”

1/2 Page Horizontal   7.5" x 5.125"   7.75” x 5.375”   7” x 4.625”

1/3 Page Vertical 2.5" x 10.5" 2.75” x 10.75 2” x 10”

1/3 Page Horizontal    —    —    —

1/6 Page Vertical    —    —    —

Spread Create as 2 single pages    

Bleed

Non-Bleed

 7.0" x 10.0"

4.625" x 10.0"

4.625" x 7.375"

  7.0" x 4.875"

2.25" x 10.0"

4.625" x 4.875"

2.25” x 4.875”

Non-Bleed

US Airways Magazine  1301 Carolina Street  Greensboro, NC 27401  tel 336.383.5806  fax 336.383.5816  usairwaysmag.com  


