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MEDIA KIT 2026

Since its founding in the fall of 
1988 as the heart and soul of 
the Southern Appalachians, 
Blue Ridge Country magazine 
has explored the beauty, culture 
and history of the cherished 
mountain regions of North 
Carolina, Virginia, West Virginia, 
Tennessee, Georgia, Kentucky 
and South Carolina. 
     This unique piece of America, 
sliced by the Appalachian 
Trail and centered by the Blue 
Ridge Parkway, is the home 
of people as friendly and 
welcoming as its great forests 
are green and majestic. The 
magazine’s international award-
winning writers, editors and 
photographers are dedicated 
to transporting readers to 
the authentic and gentle, the 
breathtaking and unique. 
     Small-town main streets and 
mountain streams are among 
the magazine’s favorite places; 
forgotten heroes and yesteryear 
scoundrels are among the 
people it profiles; a pie cooling 
on the windowsill and a picnic 
spread on a scenic overlook 
among its favorite things to look 
upon. 
     And it’s all presented with 
stunning photography richly 
printed on paper stock that 
serves so many of our readers’ 
practice of saving every issue to 
savor again and again. 

 –Sarah Riddell
EDITOR
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3,000+  
NEWSSTANDS 

IN 21 STATES + D.C.

NATIONAL
Kroger

Wal Mart
Walgreens

Barnes & Noble
Target

Books A Million
CVS

Safeway

REGIONAL
Publix

Harris Teeter
Food Lion

Ingles
Bookland

Giant Foods
Lowes

Food City
Martin’s

Giant Eagle
Tractor Supply Co.

NEWSSTAND
LOCATIONS

86% Paid Circulation
14% Targeted public place
Press Run: 44,000/issue
Total Readership: 154,000
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of Subscribers are 
in these key states. 
5% in the balance 
of U.S.

95%
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2% / 48

$147,291
AVERAGE HHI

$1.14 MILLION
AVERAGE NET WORTH

97%
AGE 45+

43%
 MALE

57%
 FEMALE

HIGH INCOME & HIGHLY 
EDUCATED
 � 15% have a net worth of $2 

million+

 � 73% have a college degree

 � 56% are interested in threats to 
mountain ecology

 � 80% are interested in history

AT HOME IN THE MOUNTAINS
 � 46% own a home or real estate in 

the mountains

 � 12% plan to buy a new home 
within 2 years

 � 69% interested in cabin/home 
information

 � Average mountain home value 
$400,000+ 

 � 29% interested in advice about 
moving to the mountains

TRAVEL HABITS
 � 90% are interested in travel info

 � 75% take 3 of more overnight 
trips per year

 � 64% of trips last 3+ nights

 � 82% are planning trips outside 
their home state and 71% are 
planning trips within their home 
state over the next 12 months

 � $2,740 average spent per trip

 � Top travel months: April - 
October

 � 58% stay in hotels/resorts or 
cabins

Blue Ridge Country’s readers are 
more likely to participate in outdoor 
activities
 � 120% more likely to bird watch...

 � 83% more likely to canoe/kayak ...

 � 58% more likely to golf ...

 � 47% more likely to camp/RV ...

 � 26% more likely to hike ...

 � 26% more likely to fish ...
     ...than the average American

TOP ACTIVITIES INCLUDE:
 � Exploring small towns (79%)

 � Attending craft fairs & festivals 
(67%)

 � Visiting museums & art galleries 
(63%)

 � Traveling the Blue Ridge Parkway 
(79%)

 � Visiting breweries/wineries/
distilleries (41%)

 � Attending live theater/performing 
arts (47%)

 � Attending church or religious 
services (64%)

Sources: Internal first-party audience data; iPacesetters 

Reader Survey;  

Readex Reader Survey.

AFFLUENT BOOMERS  
FREQUENT TRAVELERS 

ACTIVE READERS 
LOVERS OF HISTORY & CULTURE



4  M E D I A  K I T  2 0 2 6 - 2 0 2 7  | 

E-Newsletter 
Program

E-NEWSLETTER 
BANNER ADS
•  76,000+ highly 

passionate opt-in 
subscribers with proven 
interest in the Blue Ridge 
Mountains 

•  Open rate: 33%, Click-
thru rate: 23%

•  Sent weekly every 
Saturday

CONSUMER 
DEDICATED EMAIL
•  Send your own email 

creative to our opt-in 
list. You can provide the 
creative or we can design 
and program your email 
creative.

•  Limited inventory for this 
popular product

SPECS & PRICES:

Featured Content 
Event: $425 *
Print Partner: $350 
Includes 40 words of copy, 
one image  
(384w x 275h) and a link. 

Banner Native Ad: 
$200 *
Print Partner: $175
Banner size is 300(w) x 
250(h)  
and links directly to your 
website.

*(Above) Produced based 
upon client supplied copy, 
image and client provided 
link.

Customized Email to 
Subscribers: $1,600
Print Partner: $1,400
Custom email promoting 
your events, services and/or 
special announcements.  
Produced to  
your approval.
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BLUE RIDGE 
COUNTRY 

SOCIAL  
MEDIA

100,000+ total 
followers on 

Facebook,  
Instagram & X as of 

Jan 1, 2025 
(Over 94% on  

META-owned platforms)

FEATURED
CONTENT/  

EVENT

BANNER/
NATIVE 

ADS
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BlueRidgeCountry.com
EXCLUSIVE WEB ADVERTISING Annual

An exclusive opportunity is available for advertising  
on the BlueRidgeCountry.com website.  

Only six exclusive categories are available for 12 months on the website.  
Advertisers have full run of the entire website, which would be  

banner ads, in-article ads and leaderboard ads.

*SAMPLE CATEGORIES WITH EXCLUSIVITY TO:
Banking • Real Estate • Dining • Legal • Home• Health & Wellness • Attractions • Retail

*Note: These are sample categories, however many others available but they must be exclusive.

$4,500  
(per year) 

Billed at $375  
per month.

Leaderboard Ad 
(w728 pixels x h90 pixels)

In-article Ad 
(w728 pixels x h90 pixels)

Side Bar Half-Page Ad 
(w300 pixels x h600 pixels)

Side Bar Block Ad
(w300 pixels x h250 pixels)
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All rates are Net. Agency please gross up for commission.

DISPLAY 1x 3x 6x 
Full Page $5,500 $4,950 $4,675

2/3 Page $3,652 $3,400 $3,100

1/2 Page $3,135 $2,999 $2,665

1/3 Page $2,435 $2,340 $2,070

1/4 Page $1,625 $1,500 $1,380

1/6 Page $1,275 $1,195 $1,040

Back Cover $7,700 $6,930 $6,545

Inside Front Cover, 
page 3 +  
Inside back cover

$6,600 $5,940 $5,610

Newsletter Rates (Per Week)
 Featured Content/Event  $425
 Print Partner $350

Banner/Native Ad $200
   Print Partner $175
   (2 weeks minimum purchase)

Custom Email to Subscriber $1,600
   Print Partner $1,400

AD DIMENSIONS
Note:  The ad sizes below reflect actual live image area on page and include border

FULL PAGE & SPREADS ONLY
• Trim size is (8.25” wide) x (10.75 deep)

• Bleed size for a full page is 8.5” wide by 11.0” deep

• Keep live matter 0.5” from trim on top, bottom and sides

• Gutter bleeds: Live matter should be held 0.25” from each side of gutter 
on spreads to allow for bindery

• Spreads: please contact us for more information

FULL PAGE  
TRIM SIZE 

 8.25” W x 10.75” H
BLEED SIZE 

8.5” W x 11.0” H

• Keep live matter 0.5” from trim  
on top, bottom and sides

2/3 PAGE
4.75” x 9.5”

1/3 V
E

R
T

IC
A

L
2.25” x 9.5”

1/2 VERTICAL
4.75” x 7.125”

1/2 horizontal
7.25” x 4.625”

1/3 SQUARE
4.75” x 4.625”

1/4 PAGE
3.5” x 4.625”

1/6 V
2.25”

x 4.625”1/6 horizontal
4.75” x 2.125”

SPREAD  
TRIM SIZE 

 16.50” W x 10.75” H
BLEED SIZE 

16.75” W x 11.0” H

• Keep live matter 0.5” from trim on top, bottom and sides

PRINT

R
A

T
E

S
 A

N
D

 S
P

E
C

S

 BlueRidgeCountry.com
 Exclusive Web Category Advertising $4,500 per year  
         (Billed at 375 per month)
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SPONSORED CONTENT OPPORTUNITIES

ALEX
likes sails.

ANDRIA
likes the other kind.

Looking for a getaway that’s the best of both worlds? Check out Alexandria. You’ll find delightful restaurants and a 
lively bar scene. Hand-crafted cocktails and homemade gelato. Contemporary shopping and historic fun.  

And a vibrant waterfront that’s just a short ride from D.C. So if you’re up for a little bit of this  
and a little bit of that, visit the town where it all comes together.

L e t ’s  g e t  t o g e t h e r.

VisitAlexandriaVA.com   |   #ExtraordinaryALX

A WORLD AWAY
Heni utet quis quiditio. Essincitatet plias 

nihiciam, conseque ipiet et quibustotas mo to 

volenihit et expernatis esciist earias acest, seq-

uis sent lam re num aspit quasimet latat res re 

minctas plab ium, soluptate nus dolecum in 

pro omnis simporerfero modia quiassus renti 

tem rendandam facerum excerit autempo ri-

andic illatem nullorum de es samusdanis estiis 

res volenit re nus pliscit, aboreictae perum 

voloriam, con nobis sent destrum sequis et 

inctur, sunti ad qui odia conseria volorro tem 

est, omni demporia eum qui necta quatem 

qui to et que ex explit aut aut omnisquam, te 

re que pe numenimus exerspe rupist 

voluptiae non rehenihici odi aut unt autat 

hicimenim volorpore prore pa voluptiatus.

Eperciis dent hit quiducid ex expel intur, 

ommolor reperuptat digendi gnihiliti di cul-

laut eumque omniendae. Axiministius exerit 

molore, necaectemqui tem facium sit od que 

vendande pra suntiumqui acereped moluptas 

alique corem voluptatet prehendem exere, 

consed qui vid ea vendignatur ma aut et 

et eatur? Qui utatat doluptatur, quia nobit 

dolore nos unt excearc idictiate pe re et, nam 

facearcimi, et harit pro occustio excepratus.

moluptas alique corem voluptatet 

prehendem exere, consed qui vid 

ea vendignatur ma aut et et eatur? 

Qui utatat doluptatur, quia nobit 

pe re et, nam facearcimi, et harit 

pro occustio excepratus eumque 

everfernat.

S P O N S O R E D  C O N T E N T

M I N U T E S  F R O M  D C  Y E T 

PLAN YOUR VISIT TODAY AT  VISITALEXANDRIAVA.COM

ALEX
likes a quick ride to D.C.

ANDRIA
likes a slower pace.

A nationally designated historic district founded in 1749, Old Town Alexandria, Virginia hums with  
more than 200 independent restaurants and boutiques alongside intimate historic sites and museums. 

At the heart of it all is renowned King Street, a walkable mile that leads to the Potomac riverfront. 
And with Old Town just minutes away from both the National Mall and George Washington’s 

Mount Vernon, it’s the perfect base for a legendary DC vacation.

#VisitALX   |   VisitAlexandriaVA.com/OldTown   |      

#1 BEST VALUE U.S. TRAVEL DESTINATION
Money Magazine – 2018

Please note: Blue Ridge Country reserves the 
right to edit content. The materials listed for each 
advertorial size are maximum word counts. They 
include headline, subhead, caption, sidebar and 
contact info.  The more photos included, the less 
wording we can accommodate for your ad. 

6-8 high resolution image options (with 
any captions and photo credits), and 
approximately maximum 600 words of 
copy.

Full pg. ad PLUS a full pg. of advertorial 
which includes 4-5 high resolution 
image options (with any captions and 
photo credits), and approximately 
maximum 380 words of copy.

1/2 pg. 
horizontal ad 
PLUS a 1/2 pg. 
of advertorial 
which includes 
2-3 high 
resolution 
image options 
(with any 
captions 
and photo 
credits), and 
approximately 
maximum 200 
words of copy. 

3-4 high 
resolution 
image options 
(with any 
captions 
and photo 
credits), and 
approximately 
maximum 350 
words of copy. 

D
awsonville, Georgia sits just an 
hour north of Atlanta nestled in 
the foothills of the Appalachian 

Mountains. Etched into the landscape of 
these hills you will find one of the seven 
natural wonders of Georgia, Amicalola 
Falls State Park and Lodge. Sitting at 729 
ft, Amicalola Falls also holds the title as the 
tallest cascading waterfall in the State and 
most visited State Park. At the park you’ll find 
ample outdoor adventures, including archery, 
fishing, cabins, camping, as well as glamping 
options. A thrill-seeking ziplining course takes 
you through the mountain tops, the longest 
soaring 2,000 feet while suspending 250 foot 
in the air! If you’d like to keep your feet on 
the ground, the park offers endless miles of 
scenic hiking and handicapped accessible 
trails and is home to the Southernmost 
terminus to the Appalachian Trail itself.

Feeling a little more adventurous? Five 
miles north of Amicalola Falls sits the 
Len Foote Hike Inn. Georgia’s only 
backcountry lodge that’s accessible only 
by hiking a 5-mile trail. Environmentally 
c o n s c i o u s  w i t h  a n  e m p h a s i s  o n 
conservation and sustainability, the Hike 
Inn provides rustic charm in a relaxed and 
beautiful setting that allows families to 
disconnect and enjoy nature together.

SPONSORED CONTENT

DestinationDawsonville.com
visit@dawson.org
1-877-302-9271

Adventure

GET YOUR FREE VISITORS GUIDE AT DESTINATIONDAWSONVILLE.COM OR CALL 1-877-302-9271
#DAWSONVILLE

GEORGIA’S ONLY BACKCOUNTRY LODGE

AT THE LEN FOOTE HIKE INN

1/2 PAGE AD + 1/2 PAGE ADVERTORIAL FULL PAGE ADVERTORIAL

FULL PAGE AD + FULL PAGE ADVERTORIAL

DOUBLE TRUCK SPREAD ADVERTORIAL

• Copy professionally written by our award-
winning editorial team. OR you can provide 
us with the copy you would like to run.

• Limited number per issue: First come, first 
served.

Spartanburg is nestled in the foothills of the Blue Ridge Mountains, between Atlanta, GA and Charlotte, NC and less than an hour from Asheville, NC. You’ll 
discover a great mix of outdoor fun and a charming art town with unique restaurants and accommodations.

For suggested itineraries, guides, maps and more info go to visitspartanburg.com

Walking Spartanburg’s Downtown 
Cultural District, you have a hard 
time deciding where to look first.  
Public art is everywhere—

colorful graffiti-like paintings on brick walls, 
restored 19th-century store signs, sculpture-
rimmed fountains, six-foot-tall painted 
fiberglass lightbulbs, steel bicycle sculptures.  
Even the traffic signal utility boxes are 
beautiful, covered with icons and images 
from the seven colleges in Spartanburg.  

It’s a beautiful surprise, downtown 
Spartanburg:  a place an art lover could come 
to and not want to leave for a long while.  Even 
corporate structures like longstanding textile 
producer Milliken & Company has art 
decorating its beautifully landscaped 
grounds, interspersed with walking paths and 
wide vistas.  

The question is…where do you start?

THE INSIDE STORY
A good choice is the breathtaking new 
downtown AC Hotel Spartanburg.  From the 
360-degree view from the 10th-floor verandas 
to the art-museum exhibits in the lobby and 
second floor, there’s no doubt you’re in a City 
of Art.  Thanks to Spartanburg art collectors 
and philanthropists George Dean and Susan 
Pipher Johnson, the AC Hotel features work 
by Robert Rauschenberg, Elaine de Kooning 
and Ruth Asawa (as well as, interestingly, a 
piece by Robert de Niro’s father, who was a 
student of Josef Albers at the avant-garde 
experimentalist Black Mountain College in 
the late 1930s).  

The 1,000-piece Johnson Collection at 
154 West Main is a must-see for its innovative 
focus on Southern art as a shaping force in 
the larger American scene.  So is the 
Chapman Center, where you’ll see find ballet 
dancers practicing, actors rehearsing,  set 
builders hammering, children looking and 
drawing, and weekend artists painting…in 
short, art in all its glory.   There’s also the West 
Main Artists Co-op at 578 West Main, where 
affordable studio, exhibit and performance 
space coupled with a Gallery shop for a taste 
of working artist life.

A stop in the Hub City Bookshop is 
mandatory for those in love with words.  Its 
story—and that of the sponsoring Hub City 
Writers Project—is worthy of its own book.   
According to founders Betsy Teter and John 
Lane, the story goes something like this.

“In 1995, a new coffee shop opened in 
Morgan Square,” says Betsy Teter. “A few 
writers began to meet there to talk writing.  
We decided to pool our talents and write a 
book about Spartanburg, and The Hub City 
Writers Project was born.”  

The first 10 or 15 years, Hub City 
published books exclusively about 
Spartanburg and surrounding areas.  

“We’re now the leading literary 
publisher in the South,” Teter says, with more 
than 85 books on their list.  

Linking its literary successes to the 
burgeoning visual arts scene, the Hub City 
Writers took on a project called Hub-Bub. Hub 
City Writers Project oversaw the renovation 
of a brick warehouse in the Grain District for 
Hub-Bub artist studios and apartments.  

“It was all about creating a magnet to 
come here. And it worked,” says Hub City 
Writers co-founder John Lane.  

THE OUTSIDE STORY
The work of Hub-Bub alumni like Russell 
Bannan and Eli Blasko is all over Spartanburg.  
Which takes us back outside, where 
accessible art celebrates what was and what 
will be.

“When we first got here, in 2014, there 
was one mural in the whole of downtown,” 
says Bannan.  “It took a bunch of believers to 
accomplish what we have. The Cultural Arts 
District Steering Committee includes artists, 
developers and business owners.  The 
beautiful synergy of art and community 
working together.”

Partner Eli Blasko agrees. “Hub-Bub is 
doing something no one else was doing in the 
Southeast.  It magnetized the area for artists.  
This area is hungry for creativity.”

The result?  A city where public art is 
everywhere you look.  Where place and 
history blend in bright color and graceful 
shape.  Where art brings artists out of the 
garret and onto the streets.  

They’ve got it right:  There is only one 
Spartanburg.

S P O N S O R E D  C O N T E N T

Once upon a time, Spartanburg, South Carolina was known as the Lowell of the South, 
with upwards of 40 textile mills operating full tilt throughout the county.  Now it has a new 
identity—as a center for artists and the art they create.  How it happened is a story worth 
paying attention to.

Grandfather Mountain

Grandfather Mountain offers visitors 
the chance to get close to nature — 
and away from everything else. 

Towering 5,946 feet above sea level — 
over a mile high — in Linville, N.C., the 
nonprofit nature park (not to be confused 
with the neighboring Grandfather Mountain 
State Park) offers mountains of outdoor 
activities that are safe and fun for the whole 
family, even during COVID-19.

This includes Grandfather’s most 
popular attraction, the Mile High Swinging 
Bridge. Measuring at a mile in elevation 
and suspended over an 80-foot chasm, the 
bridge provides 360-degree views, cool 
temperatures—sometimes 20 degrees 
cooler than the surrounding areas—and a 
one-of-a-kind adventure in the clouds. On a 
clear day, guests can even see the Charlotte 
skyline some 80 miles away.

Grandfather Mountain is home to 
environmental wildlife habitats, where 
visitors can see the park’s resident black 
bears, cougars, river otters, bald eagles 
and elk, all of whom were either rescued or 
orphaned in the wild or born into captivity 
before arriving at Grandfather, therefore 
unfit to be released back into the wild.

Grandfather features access to over 
12 miles of pristine hiking trails varying in 
difficulty from a leisurely walk to a rigorous 
trek across rugged peaks, making it an 
ideal outdoor destination for natural social 

distancing.
And that’s only the tip of the mountain. 

To learn more about all the activities 
Grandfather Mountain has to offer, please 
visit www.grandfather.com.

With safety in mind, Grandfather 
Mountain has enacted numerous 
procedures to help prevent and reduce the 
spread of COVID-19, including:
• Online admission only to limit the  
 number of guests in the park at one time
• One-way pedestrian traffic in popular  
 areas, such as the Mile High Swinging  
 Bridge and animal habitats
• Social-distancing markers
• Protective barriers at the entrance gate,  
 gift shops and restaurant
• Restaurant tables spaced at least  
 6 feet apart
• Increased sanitization stations  
 throughout the park
• Required face coverings indoors and  
 outdoors when safe social distancing  
 cannot be maintained

To learn more about Grandfather 
Mountain’s COVID-19 operating 
procedures, please visit www.grandfather.
com/covid-19-update/.

The nonprofit Grandfather Mountain 
Stewardship Foundation strives to inspire 
conservation of the natural world by helping 
guests explore, understand and value the 
wonders of Grandfather Mountain.

At more than a mile above sea level, 

Grandfather Mountain offers visitors 

a unique vantage point to the natural 

world, with majestic views of the WNC 

High Country, the Mile High Swinging 

Bridge, wildlife habitats, hiking trails 

and more. 
Photos courtesy of the Grandfather 
Mountain Stewardship Foundation

s a f e  o u t d o o r  f u n

 For more information, call (800) 468-7325, or visit www.grandfather.com to book your visit.

S P O N S O R E D  C O N T E N T
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CYNTHIA BRUGGEMAN
A SS O CIATE PUBLISHER

cbruggeman@vistamediainc.com
970-445-0599


