
Salon City Magazine 
elevates and 
illuminates the 
standards of beauty. 
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More beauty, more style, more tips! 

Check out the all-new 

www.saloncity.com

Plus:

Jewelry That Dazzles!

Anthony Morrison

Giving for the 

Greater Good

Pages & Pages of  

Cutting Edge Style

100+  
HOT

For Everyone 

On Your List

Our message is simple . . .  
“Life is Beautiful,” and it touches 
everything we do, from our  
intelligent reporting and thoughtful 
celebrity profiles to the engaging 
design and photos that grace our 
pages each month.

Salon City Magazine . . . living 
consciously never looked so good. 
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our message

The pages of Salon City Magazine 
are filled with images and stories of 
people who embody glamour. They live 
it consciously, and we are drawn like 
moths to their flame.
But our readers aren’t interested in glitz and bling. The people 

that intrigue them are the real deal. People who live with verve 

and passion. These trendsetters don’t just make a small 

ephemeral splash . . . they send shock waves through their 

respective industries that reverberate for years to come. 

Whether in the world of design, politics, art, or ideas, these 

are the makers of fashion, and they do it very well.
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why advertise with us?

”

”

Not just how-tos, not 
just product evaluations, 
Salon City will celebrate 
beauty and fashion, travel, 
entertainment, dining and 
more with the movers, 
shakers, stars and celebrities 
that lend the glamorous 
edge to everyday living.

— TMe Warner reTail

Sold in more than 35 countries and 7000 major retail locations, Salon City 
Magazine has become the meeting place where literature, art, music, world 
affairs, popular culture, and fashion converge. More than a magazine, Salon 
City is an attitude and approach to living that offers advertisers endless 
opportunities to promote their products and build their brand.  

n Directed to an UPSCALE AUDIENCE with 
a large disposable income, Salon City 
Magazine attracts discerning consumers 
who are eager to spend on the products 
we recommend.

n  Salon City Magazine readership is 
INFLUENTIAL—a domestic audience that is 
more than 500,000 strong, and a growing 
international audience that is drawn to the 
magazine’s chic presentation and core 
values.

n Your ads are given excellent POSITIONING, 
in an uncluttered, large, and colorful format 
that gets you noticed.

n Salon City Magazine has added a digital 
and webisode component to DRIVE 
BRAND AWARENESS for both advertisers 
and sponsors. Clickable print ads at the 
saloncity.com site take readers to your web 
site and advertising message.

n Superior DISTRIBUTION CHANNELS 
ensure your ad gets seen by a targeted, 
yet diverse audience of professionals and 
consumers.

n Salon City Magazine’s ESTABLISHED 
REPUTATION speaks volumes. We are the 
#1 consumer publication and independent 
network for celebrities and top beauty 
makers in our industry.
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Autumn Reeser may be familiar as Taylor
Townsend from the popular show The
O.C., but the talented actress discovered
acting at the age of 6 while watching
Cinderella. In 2006, she was chosen by

Maxim as one of the world’s most beautiful women.
Yet one of the things she likes best is spending time
with Gatsby, her Papillon. Salon City’s Christopher
Ameruoso caught up with the gorgeous Autumn.

Christopher Ameruoso: How did Gatsby come into
your life?
Autumn Reeser: I wanted a dog so badly for years
and I couldn’t have one because of the apartments I
was living in. We decided to move so I could get a
dog. We researched dogs for two years so we could
figure out what type of dog we wanted, and we
found a Papillon would be really good because they
are city dogs, they love to be with their owners, and
they are great with traveling. We found a good
breeder in Nebraska, and the moment I saw Gatsby,
I knew he had to be my dog.
CA: What else did you discover about the breed?
AR: They were bred in France originally as lapdogs
for royalty. They bark a lot because they were bred
to warn royalty of any sort of intruders. Also they
are very smart, great at learning tricks—but they are
really stubborn.
CA: Do you take him to work with you?
AR: I do. And I was on one of the few sets in LA that
allow dogs, The Manhattan Beach Studios. Everyone
on set brings their dog. Adam and Rachel have two
now. It’s like a dog extravaganza.
CA: Does Gatsby have any special demands in the
dressing room?
AR: Water. He gets mad when I eat chicken and don’t
bring him back any—he can tell. He doesn’t really
like to be in the trailers; he escaped once. The door
of my trailer was broken and he pushed it open.
People told me he had gotten out and I didn’t believe
them—then I saw him running down the street. As
soon as he saw me, he started running towards me.
He’s not the type of dog that runs away.

CA: Do you think he has your personality?
AR: To some degree. He is very enthusiastic. And he
likes to be with other dogs. I like to take him on hikes
because he loves to be off his leash. But he likes to
stay in bed for as long as he can, and I am sort of a
morning person. He also is not a big eater—he likes
little treats. He’s never liked to eat in the morning.
But me, I love food!
CA: How do you spoil him?
AR: I talk to him in a baby voice. I bought him a new
collar and leash for his birthday. For his first birth-
day, we threw him a big dog birthday party, a big
Great Gatsby lawn party. We had a “Daisy” theme,
and had over eight of his doggy friends, and had
prizes for all of them. And he wore a big blue boa!
He’s very metrosexual— he doesn’t mind if people
call him a girl.
CA: If he were a character on a TV show whom
would he play?
AR: Niles from Frasier. He’s finicky like that. He’s al-
ways cleaning himself, and he’s a little prissy.
CA: Does he like anything on TV?
AR: He reacts to dogs barking on TV—he barks back. He
doesn’t really understand TV. He actually just figured
out his reflection in the mirror, so when he walks by
a mirror, he watches himself. He’s a little vain!
CA: What does he do to cheer you up?
AR: He licks my face. He’s a big kisser—he does it to
people he doesn’t know, too. He’s kind of a tramp that
way. He’s on Dogster. It’s like Friendster, but for dogs.
CA: What does your dog really mean to you?
AR: It’s indescribable. I’ve been obsessed with dogs
my whole life. I was a dog for Halloween for two
years when I was little, so I got a dog when I was
eight. I think to just care for something so small is
the greatest and most rewarding thing.
CA: What have you learned from your pet?
AR: It is just so nice to come home and he always
loves to see you. It’s an unconditional love. And it
encourages me to be excited for my boyfriend to
come home. �
To reach Christopher Ameruoso, visit
www.pawprintmag.com.

From the laps of royalty to The O.C.

Amber Reeser’s Gatsby Is
One Lucky Dog
Interview and photography by Christopher Ameruoso

Hair and makeup by Hilda Levierge
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Salon City believes that each of us have the power to help
relaunch the American Dream. We visited Cape Canaveral
to salute the accomplishments of the space program, so
symbolic of our reach for the stars. Use the power of
beauty to launch your quest for the best—and to inspire
your commitment to your country and your planet.

Relaunching the
AMERICAN DREAM

“Matter and Spirit are Not Separate, but One.”

Photography by Juan Carlos Ariano

story by Kamitha Sloan and R.L. Leard
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WHAT’S COOKIN’

M

Andrea Bowen’s on-screen mom, played
by Teri Hatcher in the hit show Desper-
ate Housewives, has a disastrous love
life and is a disaster in the kitchen. In
real life, the 16-year-old actress’s mom is

a master in the kitchen, cooking up different meals
just about every night. Since her childhood, Andrea’s
schedule has been crowded with television and film
roles, including appearances on Law and Order and
Boston Public. Although she enjoys cooking and bak-
ing during her time off, what she really loves, as Chef
Lindsay discovered, is one of the dishes her mom
makes: family favorite baked ziti.

Chef Lindsay Crolius: Who taught you to cook?
Andrea Bowen: My mom. When I was really young,
and my older siblings would go to school, I would be
home with my mom and bake and cook, so when
they got home they would have a snack with their
homework. We have been cooking together since I
was little. You would think I would be better at it,
but I’m not!
CLC: Who is the best cook you know?
AB: In my family, I am always impressed with my
mom. She is able to come up with a different meal
every night of the week, and we hardly ever eat the
same thing twice. And she doesn’t use measure-
ments or anything—she just knows how much of
what to put in everything.
CLC: What kind of food do you eat at home?
AB: We eat a lot of chicken and vegetables and po-
tatoes, very classic. One of my favorite things that
she makes is her stew. It’s one of those things that
she will pass down as a recipe as her mom did with
her. It is just so good.
CLC: What was your biggest disaster in the kitchen?
AB: When we first moved into our new house, we
had a convection oven, and we didn’t know what

we where doing, so we would burn the tops of
things and then not cook them all the way though.
I think we’ve got the hang of it now…
CLC: What was your biggest triumph?
AB: The other day, I was so proud of myself because
I made chicken Parmesan. It is one of my favorite
dishes, and I think it is kind of hard to make.
CLC: How do your tastes differ from your parents’?
AB: My mom loves seafood, and I hate it. I ate fish
sticks when I was little, but I don’t think that really
counts. Everyone says my tastes will change and
that everyone likes fish, but I don’t think so.
CLC: Who makes the best baked ziti that you have
ever had?
AB: There is a restaurant in New York called Luigi’s,
and it’s three blocks from our apartment. Their
baked ziti is so good!
CLC: What are some of your favorite characters
you’ve played?
AB: I’ve been really fortunate in the roles I’ve got-
ten to play. I played a great role when I was about
11 on Law and Order, a rape victim. That was a
really powerful episode—I was really proud of that
and still am. I had a recurring role on Boston
Public as a 12-year-old genius. That was such an
incredible experience. Playing a character who is
super-smart is really fun, definitely more fun
than playing a role where I am really stupid. I also
played a character with cystic fibrosis on Strong
Medicine. Now I’m playing Julie on Desperate
Housewives, and she is great character because
her relationship with Susan is so different. At
least, I thought it was when I started, but a lot of
people can relate to that relationship.
CLC: Have any of your characters ever been big
on cooking?
AB: One time I did a scene involved making food for
my mom. So we had this big boiling pot of tomato
sauce, and I was stirring, and in the middle of one
of the takes, the sauce started to bubble and splat-

Forget the m&c, give her ziti!

Desperate Housewives ’s
AndreaBowen:Ciao,bella!
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Paw Print
Chris Ameruso’s offbeat photos 
leave indelible images, while 
revealing startling new dimen-
sions of personality through the 
special bond celebrities share 
with their pets.

What’s Hot
Whether it’s fun retro 
flashbacks or the newest
 thing coming down the 
runway, readers love the fashion 
forward ideas and products 
in this quirky column . . . and 
won’t want to miss the season’s 
fashion Do’s and Don’ts.

What’s Cookin’
Celebrities from around the 
world share their favorite 
recipes and cooking tips with 
Salon City’s Chef Lindsay 
Crolius.

Health Watch
With so many new products and fads 
hitting the market today, readers want 
a way to cut through the fluff. Here they 
find credible health breakthroughs and 
anti-aging remedies from noted experts 
in the world of beauty.

Cosmetique
So much more than makeup and hair, this regular 
column looks at trend-setting evolutions in style, 
written by veteran Scott Essman, whose sharp 
celebrity insights have drawn a legion of followers.

Clef Notes
They don’t just make beautiful 
music. The artists and bands 
interviewed in this regular 
feature are some of the hottest 
driving voices in fashion today, 
from Ani DiFranco to Lumidee.

|

HEALTH WATCH

G

Dr. Mike Chandler is a chiropractor in
Charlotte, N.C., specializing in family and
sports practice. Salon City’s Editor-in-
chief Steven Casciola had a chance to ask
Dr. Chandler about food, wellness, and

how to get America’s health back on track.

Steven Casicola: Do families actually have a family
chiropractor?

Dr. Mike Chandler: Their primary physicians in many
states now are their chiropractors, because they’re
looking for more wellness-based healthcare. They
want well-rounded healthcare that they can use to
take care for themselves. “Doctor” means “teacher,”
so I teach them how to better do that.

SC: How did we get off track with wellness? Be-
cause we’re not really taught about wellness, are
we? We’re taught pieces of the puzzle but not the
whole puzzle.

MC: We’re a “want it now” kind of society, and unfor-
tunately we got a little off track, but now our country
is converting to a kind of Asian way of thought. They
live a lot longer than we do, they have a lot less
disease than we do, so we’ve been analyzing how
and why. It’s mostly because of their diets, that
they’re more hydrated, they’re less acidic. In America,
dehydration and acidity is a basis for all disease
process, so if we revert back to the basics, drink
enough water, take care of our bodies, our bodies can
take care of themselves.

SC: On drinking Diet Cokes and sodas—that’s not a
substitute for water, is it?

MC:: No, not at all. Water is only water. Even when
you put lemon and lime in water, it actually changes
the composition, so your body has to digest anything
that’s not really water. The water floats freely
through the body, and because it is water, it goes
through the membranes. But soft drinks are very

acidic and hard on your body. The aspartame in the
diet drinks—there’s a warning on all the labels talking
about it.
My job is to make sure people know that diet drinks
actually, in the long term, make people gain weight.
The body now craves carbohydrates, so you overeat
many carbs; therefore, you actually will gain more
weight in the long term.

SC: What are the basic steps to wellness?

MC: Not depending on anybody else for your health
but yourself—that’s the key to wellness. Drink enough
water. And eating a balanced diet doesn’t mean the
cheeseburger in one hand and the fries in the other.
Eat frequently, eat smaller meals, teach yourself to
graze. Don’t skip meals, because when you skip
breakfast you’re starving by lunch. You overeat. We
all do. And when we get in a hurry and we don’t
prepare our meals for the day, what do we grab? Fast
food. Anything we can get our hands on, because
we’re starving and we’re busy, and then we’re tired.
Now we get a sugar flux. So all day long you spike
your insulin levels in your body with the beta cells of
the pancreas, and if your body burns out the cells
that produce insulin in your pancreas, what hap-
pens? You become diabetic. So now we have an epi-
demic of what? Type II diabetes in America.
We’ve created a lot of the epidemics in our own so-
ciety by our diet, because we are what we eat, truly.
We use more drugs in America than all the Euro-
pean countries together, more commonly. Why is
that? Because of the diet. And they exercise more.
When you take an Asian and bring him to America,
within the next generation, they’ve all got the same
health problems that the Americans do.
And then, of course, sleep. We’re so sleep-deprived in
this country because we’re trying to do three jobs in-
stead of two, chasing kids, doing the corporate Amer-
ica thing. If you don’t get enough sleep, your body
can’t heal. Eight hours. Some people need a little
more or less, but in general you can’t go on four
hours of sleep for long. Your body’s just burned out.
When that happens, it increases the cortisol levels,
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Chiropractor Dr. Mike Chandler on wellness

Healing the World
One Spine at a Time

“The body heals. I heal none of my patients.
The body heals itself.”
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Eco Chic
Stewardship with a sparkle. Here readers discover 
unique ways to express their personal style without 
negatively impacting the environment.

|

Whether you are cruisin’
down the Pacific Coast
Highway or the magically historic
Route 66 (stretching over 2,400
miles, three time zones and eight

states) one thing is certain…

The American Dream lives on proudly in the hearts of 21st-century
American girls.

This girl has ditched the frilly apron, Betty Crocker Cookbook
and Aqua Net for crinoline, cupcakes (from Sprinkles Bakery in
Beverly Hills) and Cool Whip (low-fat of course). But the days
of T-Birds and teased tresses are back.

Timeless beauties and iconic legends still set the fashion
trends as they did back in the good ol’ 1950s. Women looked

by Dorothy Cline-Metz

A salute to the All-American Girl

WHAT’S HOT

W
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beauty, fashion and
lifestyle tips.

Bombshells such as Marilyn Monroe
made it A-OK to be blatantly sexy
and embrace your curvy figure.

1950s fashion symbolized a celebra-
tion of femininity and frivolity.
Polished yet practical. Stun-

ning with simplicity.
Pop culture, rock

to such enchanting creatures
as Sophia Loren, Sandra Dee,
Doris Day, Rita Hayworth,
and Ava Gardner for

their

and
roll and movies

set the trends as they
do today. What girl

doesn’t want her man to
dress like James Dean and

save the world like
Superman? Call me
Lois Lane—but I can

dig it!

Turn
the page for
more retro

fun!

20%

30%

20%
10%

20%

Celebrating 
World Style

Fun, Fashion, 
Beauty

Lifestyle

Travel,  
Leisure

Salon Living

Salon City 
sells a lifestyle 
message
Salon City covers all the bases, with a 
lifestyle message expressed in fashion, 
travel, culture, fitness, and fine food. 
In fact, our readers have told us that 
they enjoy the innovative, distinctive, 
and clever approach we bring to 
healthy living, social consciousness, 
and personal style. In addition to 
relevant stories and commentary, each 
monthly magazine features a lineup 
of exciting and informative columns, 
including:
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circulation & readership

When you advertise with Salon City Magazine, 
you don’t just reach the consumer, you reach 
the industry professionals who help set cultural 
trends and influence buying decisions. Indeed, this 
powerful cross-over readership offers advertisers 
the unique opportunity to attract and sell in 
multiple markets, reaching millions. 

newsstand
CirCulation*: 65,000

readership:  500,000

reaCh: TrendseTTers wiThin salons, 
hoTel and corporaTe 
professionals, and beauTy 
associaTion members

FrequenCy:  9x for 2008

* abc audit applied for in 2008

SA•LON [SE LÓN]
A REGULAR GATHERING 
OF PROMINENT PEOPLE
FROM THE WORLDS OF

LITERATURE, ARTS, MUSIC 
AND POLITICS.

 SC Inside 

Juggling Home,
HSN & Her Man Sly

Fashion Preview

Color & Glamour Reign in
This Exclusive Interview  

 National Salon

Between the Lines’ 
Insightful TV Host

Cover Star

Gets Into the
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More beauty, more style, more tips! 
Check out the all-new 
www.saloncity.com

Plus:

Jewelry That Dazzles!

Anthony Morrison

Giving for the 
Greater Good

Pages & Pages of  
Cutting Edge Style

100+  
HOT
For Everyone 
On Your List

52609_CVR_Sprd.indd   1 10/11/07   5:10:03 PM

distribution:  barnes & noble, 
 borders, all major
 airporTs, and 
 Grocery chains  

in over 4000+  
reTail locaTions

reaCh:  WorldWide  
38 counTries 

 ( 3000+ reTail locaTions )
 
 Markets 
 ausTralia, new Zealand, china, Korea, 

Thailand, japan, honG KonG, london, paris, 
spain, iTaly, finland, israel, dubai, souTh 
america, mexico

Our ads get seen. 
They get people talking. 
They create momentum. 
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editorial calendar

media planner
2008

THE GLAMOUR ISSUE
JANUARY - FEBRUARY
•	In	Salons	and	Newsstands	-	January	8
•	Space	Close	December	4	
•	Art	Due	December	11
•	Editorial	Due	December	4
•	Bonus	Distribution:	LA	SHOW	ISSUE

THE LOVE ISSUE
MARCH - APRIL
•	In	Salons	and	Newsstands	-	March	4
•	Space	Close	January	29	
•	Art	Due	February	5	
•	Editorial	Due	January	29
•	Bonus	Distribution:	MAGIC	SHOW	LV,
	 OSCARS	HLYWD

THE GREEN ISSUE
MAY
•	In	Salons	and	Newsstands	-	April	22
•	Space	Close	March	4	
•	Art	Due	March	11
•	Editorial	Due	March	11
•	Bonus	Distribution:	NYC	PRESS	PARTY

THE ART ISSUE
JUNE - JULY 
•	In	Salons	and	Newsstands	-	May	27
•	Space	Close	April	8	
•	Art	Due	April	15	
•	Editorial	Due	April	15
•	Bonus	Distribution:	MIAMI	PRESS	PARTY

THE HEALTH ISSUE
AUGUST 
•	In	Salons	and	Newsstands	-	July	1
•	Space	Close	May	20
•	Art	Due	May	27
•	Editorial	Due	May	27
•	Bonus	Distribution:	LAS	VEGAS	PRESS	PARTY

THE FASHION ISSUE
SEPTEMBER 
•	In	Salons	and	Newsstands	-	August	12
•	Space	Close	July	1
•	Art	Due	July	8	
•	Editorial	Due	July	8
•	Bonus	Distribution:	SUNFUN	SHOW	MAGIC-	VEGAS

THE STYLE ISSUE
OCTOBER 
•	In	Salons	and	Newsstands	-	September	16
•	Space	Close	August	5
•	Art	Due	August	12
•	Editorial	Due	August	12
•	Bonus	Distribution:	BEAUTYMAKER	TOUR

THE GIFT ISSUE
NOVEMBER 
•	In	Salons	and	Newsstands	-	October	14
•	Space	Close	September	2
•	Art	Due	September	9	
•	Editorial	Due	September	9	
•	Bonus	Distribution:	NYC	PRESS	PARTY

THE TRAVEL ISSUE
DECEMBER - JANUARY 
•	In	Salons	and	Newsstands	-	November	11
•	Space	Close	October	7
•	Art	Due	October	14	
•	Editorial	Due	October	14
•	Bonus	Distribution:	WORLD	BEAUTY	WEB	SHOW
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DIMENSIONS

Full paGe ad

trim size
8” w X 10.875” h

Minimum bleed size
8.25” w X 11.125” h

live Matter area
7” w X 10” h

Specifications
line sCreen 	 133	LPI

printinG 	 Heat-set	web	offset.	Standard	SWOP	Process	Cyan,	Magenta,	Yellow	and	black.	Spot	color	are	avail-
able at extra charge.

ForMats		 We	accept	Quark,	High	Resolution	PDF,	Illustrator,	Freehand,	TIFF	and	EPS	files.	All	fonts	and	linked	
artwork need to be provided.

Media	 3.5”	floppy,	Iomega	Zip	or	Iomega	Jazz,	CD.	Digital	transmissions	via	FTP	and	Wam!Net	are	available	
with	some	setup	required.	Please,	call	for	info.

prooFs b&w 	 A	velox,	stat,	print	or	other	proof	is	required.	If	none	of	the	above	is	provided,	proofs	will	be	struck	at	
publisher’s	discretion	and	at	advertiser’s	expense.	Color:	Color	Keys,	progressives,	cromalins	or	their	
equivalent	are	required	with	all	files.	In	the	absence	of	the	above,	proofs,	veloxes,	keys,	etc.	will	be	
struck at advertisers expense.

notes 	 Electronic	file	is	preferred.	If	film	is	provided,	production	charges	will	apply.

shippinG:		 Salon	City	Magazine 
	 PO	Box	2385
	 Beverly	Hills,	CA	90213

Rates
rate - 4 Color 1x 2x 4x 8x 
Full	Page		 $6,375	 $5,738	 $5,228	 $4,781

1/2	Page		 $4,144	 $3,729	 $3,398	 $3,108

1/3	Page		 $3,060	 $2,754	 $2,509	 $2,295

1/4	Page		 $2,359	 $2,123	 $1,934	 $1,769

Cover	2	 $8,500	 $8,075	 $7,565	 $7,055
Cover	3	 $8,000	 $7,600	 $7,120	 $6,640
Cover	4	 $8,500	 $8,075	 $7,565	 $7,055

Bleed	Charge:	Add	15%
Gauranteed	Positioning:	Add	10%
*Special	Advertorial	Opportunities	available	upon	request
*Insert	and	Custom	Advertisement	rates	available	upon	request

terMs and Conditions All	advertisements	are	subject	to	acceptance	by	publisher.	Publisher	reserves	the	right	to	reject	or	omit	any	advertising	not	in	keeping	with	Salon	City	
Magazine	standards.	Publisher	may	reject	an	advertisement	at	any	time	prior	to	publication,	regardless	of	whether	the	ad	has	run	before,	or	has	already	been	paid.	Advertisers	can-
not	simulate	the	format	of	Salon	City	Magazine	without	written	permission.	Publisher	reserves	the	right	to	place	the	word	“advertisement”	with	copy	which,	in	the	publisher’s	opinion,	
resembles	editorial	material.	Positioning	of	advertisements	is	at	the	discretion	of	publisher.	Advertisers	or	their	representatives	and	advertising	agencies	assume	full	and	total	liability	
for all content (including text, representation and illustration) of advertisements printed, and they also assume responsibility for any claims arising therefrom made against publisher. 
Publisher	reserves	the	right	to	hold	advertiser	and/or	advertiser	representative/advertising	agency	jointly	and	severally	liable	for	such	monies	as	are	due	and	payable	to	publisher.	
In	case	of	non-delivery	of	advertising	materials	by	deadline,	Salon	City	Magazine	will	charge	the	advertiser	a	non-delivery	fee	and	will	insert	a	charitable	or	house	advertisement	in	
lieu	of	ordered	ad.	Publisher	cannot	warrant	reproduction	or	accuracy	on	advertising	delivered	after	deadline.	It	is	the	advertiser’s	responsibility	to	obtain	all	clearances,	permissions,	
grants	of	rights	and/or	licenses	from	holders	of	copyright,	trademark	or	other	proprietary	interests,	prior	to	publication.	Publisher	cannot	be	held	liable	for	unintentional	or	inadvertent	
omission	of	an	advertiser’s	materials.	In	the	event	of	erroneous	or	omitted	copy,	publisher	may	elect	to	rerun	an	advertisement,	in	whole	or	in	part,	or	to	make	editorial	or	advertising	
corrections	of	such	materials.	Liability	of	publisher,	in	other	instances,	shall	not	exceed	the	cost	of	space	(only)	contracted	for	by	advertiser.	Publisher	is	not	responsible	for	errors	
in	content,	including	key	numbers	or	names	on	advertisements.	Errors	on	single	or	multiple	run	ads	must	be	brought	to	the	immediate	attention	of	the	publisher.	Adjustments	and/
or corrections will only be made on copy which has appeared within the two previous working days. Advertisers are eligible for frequency rates only after committing to a signed 
contract	stipulating,	in	advance,	the	desired	contract	level.	Publisher	will	not	be	bound	by	any	conditions,	printed	or	otherwise,	appearing	on	any	insertion	order	or	“contract”	when	
they	conflict	with	the	terms	and	conditions	on	this	rate	card.	Consult	your	advertising	representative	for	foreign	exchange	rate.	Rates	are	subject	to	change	without	notice.

payMent terMs All	invoices	due	and	payable	upon	confirmation	of	ad.	Bills	are	dated	day	of	confirmation.	50%	deposit	due	at	confirmation	time.	25%	late	fee	plus	a	1.5%	
finance	charge	will	be	added	to	all	outstanding	invoices	exceeding	30	days.	Publisher	reserves	the	right	to	demand	payment	in	full	of	any	existing	balances,	or	in	the	case	of	non-
payment, publishers reserves the right to demand payment of any remaining balances and all costs associated with prior debts, including remedies by law. Advertiser is bound by 
actions of its agency or employees who place advertising with actual or ostensible authority.
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ad rates & specifications

Fed	EX	Overnight
909	North	Palm	Avenue,	Suite	311
West	Hollywood,	CA	90069

888-LA2-FAME
310-358-9017
310-358-9015	fax
info@saloncity.com

Capitol Media Solutions
Advertising Representative Firm

n  Charley brandt 
account representative

 charley@capitolmediasolutions.com
 914-861-2134
 
n  lyanne dupra 

account representative
 lyanne@capitolmediasolutions.com
 571-527-1705
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other advertising opportunities

EDITORIAL SPREADS
Salon City Magazine offers special fashion and beauty editorial 
pages to showcase your top talent.

EVENTS
Your brand can be featured at our exciting 

events like SUNFUN 08, Star Studios and the 
World BeautyMaker Awards in Hollywood.

WEB SITE 
BRANDING
Email web blasts from saloncity.com 
creates buzz power for your marketing 
initiatives. Banner ads, surveys available.
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Young, Talented and Going Places
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H FACESH FACES

photography by Angelina Venturella

Hollywood is full of fresh, new faces,
but some exude star power.
Photographer Angelina Venturella
found the glow in these rising stars.
Her comments are in quotes.
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BY AB SESAY

Salon City took

personal
style to

the streets of New

York where hip-

urban fashion mixes up daily with a twist of

club-cult
ure couture.

Make it your own. You’re

in the driver seat! �
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They impart an air of mystery—or of defiance. They protect
your eyes—and draw the eyes of onlookers. Salon City
picks the sunglasses you must have this summer. Check
our list of top trends.

INTHEBAG

H
Summer’s best sunglasses

Framed By
By Kamitha Sloan

|

y Fashion
• Bigger is better. We are seeing more and more of the lens and less of the
face. Who’s behind them? What are they thinking?

• All in Color. Colorful frames are everywhere, even for men. White frames
have come back strong. Plastics in green and soft pastels are a definite di-
rection for color. Metal frames, traditionally seen in silver and gold, now pop
in shades of purple and green. Golds are in and will continue into fall and
holiday collections. Tortoise and black are still, of course, classic.

• Colored Lenses. Soft, pastel shades of lilacs, greens and golds are
fashion forward.

• Wraparounds Are Essential. Huge wraparounds look
now, in either a thick plastic look or a rimless shield.

• Adornments Abound. Rich pastels with ornate
design at the temples done in multi-colored stones
mark the most beautiful glasses.

• Futuristic Aviators Return with more sophisticated
lines that are glamorous and feminine.

• Multiple Pairs. You need dark for the brightest part of the day,
and paler green or lavender lenses for later.

• Fashion, yes, but comfort and
protection too. Choose a pair that
fits your style and also provides
maximum eye protection and comfort. �


