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has celebrated the 
Southwest Florida 
lifestyle by o�ering 
sophisticated content to 
an a�uent audience of 
residents and visitors.

Since 1970,



182,556

TOTAL MONTHLY 

READERSHIP

$3,026,000

AVER AGE NET WORTH

67%

MARRIED

2X

MORE LIKELY TO HAVE 

AN ANNUAL INCOME OVER 

$500,000

49

AVER AGE AGE

AFFLUENT, LOYAL AND VERIFIED

53%

FEMALE MALE

47%

88%

of our readers

frequently purchase products 

seen in Gulfshore Life

72%

of our readers

keep issues of Gulfshore Life 

for more than a month

CIRCULATION

56%
            PAID & 

REQUESTED

44%
CONTROLLED*

*newsstands, hotels, events and a curated list of businesses

4

R E A D E R  H I G H L I G H T S
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R E A D E R S

78% 
have purchased women’s

clothing in the last 4 weeks

82,065
have purchased jewelry 

in the last 12 weeks

30,487  
have dined out 4 or more 

times in the last 2 weeks

88% 
dine and entertain 

out of their home

132% 
more likely to attend live theater

in the next 12 months

81% 
plan to travel for vacation in the 

next 12 months

67% 
have consumed spirits in 

the past week

44% 
plan on buying or selling a 

home in the next 2 years

39% 
plan to buy a new vehicle

in the next 12 months

56%
are planning home improvement 

in next 12 months

376x 
more likely to own homes 

worth $1 million or more

82%
 are homeowners

Source: The Media Audit
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MONTHLY EDITIONS AND/OR ANNUAL VISITORS’ GUIDE 

MAY BE FOUND AT THE FOLLOWING LOCATIONS:

Placed in 30+ regional hotel/resorts

On newsstands at RSW International Airport and Punta Gorda 

Airport and placed at Naples Municipal Airport

2024 Lee County & Collier County VCB

V I S I T O R  F O C U S

5.9+
Million
annual visitors

$5.19
Billion

in direct visitor spending

6.8+
Million

nights of hotel stays

94%
visiting on vacation or for a 

weekend getaway

89%
U.S. residents

635,000+
non-U.S. residents
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P O W E R  O F  P R I N T

Sources: MRI-Simmons, Samir “Mr. Magazine” Husani Monitor 2020, NCSolutions, Marketing Sherpa

WH AT % OF U.S. A DULTS SAY THEY

REA D M AGA ZINES IN THE LAST 6 MONTHS?

91%
This includes 95% of those

under 35 and under 25

WHEN A DVERTISERS WERE ASKED WHICH 

MEDIUM OFFERS THE HIGHEST ROAS, WHICH 

WAS THE HIGHEST OVER ALL?

MAGAZINES

HOW M A N Y A DULTS AGES 18+ 

REA D M AGA ZINES?

228.7
Million

That’s an increase of 18 million
since 2012

25%

P
O

P
U

P
A

D
S

82%

P
R

IN
T

 A
D

S

80%

T
V

76%

C
A

TA
L

O
G

U
E

S 71%

R
A

D
IO

69%

O
U

T
D

O
O

R

61%

S
E

A
R

C
H

OF ALL MEDI A,  WHICH DO U.S. INTER NET 

USERS SAY THEY TRUST THE MOST?

PRINT.

THE PRINT M AGA ZINE INDUSTRY

IS GROWING

139 new print magazine brands 
with a frequency of quarterly or 
greater were introduced in 2019

HOW M A N Y A DULTS AGES 18+ 

REA D M AGA ZINES?

At a greater rate than newspapers, 
internet radio or TV

* Household income $250K+
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HOME

A R C H I T E C T U R E  I  A R T  I  D E S I G N  I  H O M E  R E N O V A T I O N  I  O U T D O O R  L I V I N G 

FEBRUARY

ME E T   THE  E XPE R T S

Meet the Experts gives you access to our a
uent readers. They are sophisticated homeowners who want to 

create the most beautiful homes and elevate the aesthetic Southwest Florida lifestyle.

CLOSE DATES

Closing Date | Non camera ready: Dec 12 | Camera ready: Dec 22

2 0 2 2

F A C E S  O F  

S O U T H W E S T  

F L O R I D A

A Q U I  V O L U P T A T U R  E S T E  N I T 

E U M Q U E  R E R I S  E T  E S T V O L E S T

Meet The Experts

AD CLOSE: 12/15
CAMERA-READY: 12/26

Faces of Southwest Florida

FACES DEADLINE: 12/12
AD CLOSE: 01/12

CAMERA-READY: 01/22

Top Producers

Who’s Who in Health

AD CLOSE: 02/16
CAMERA-READY: 02/26

Best of the Gulfshore

AD CLOSE: 03/16
CAMERA-READY: 03/26

Men Making Waves

AD CLOSE: 04/13
CAMERA-READY: 04/23

ISSUE

FEBRUARY /  ART + DESIGN

JANUARY /  FOOD + WINE

MARCH /  STYLE

APRIL /  SUSTAINABILITY

JUNE /  SUMMER PREVIEW / SUMMER TRAVEL

SPECIAL SECTIONS /

DEADLINES

S C H E D U L E  S U B J E C T  T O  C H A N G E .  S P E C I A L  S E C T I O N S  C L O S E  1 5  D A Y S  P R I O R  T O  D E A D L I N E  D A T E S

EDITORIAL CALENDAR

MAY /  BEST OF THE GULFSHORE

Who’s in the Kitchen
Who’s Who in Health

AD CLOSE: 11/10
CAMERA-READY: 11/20

If you’re serious about selling and listing luxury property... then you deserve to be in this section. 

Destined to be one of the most talked about issues of the year and a sure hit on the newsstand in 

Gulfshore Life’s sustainability issue.

CLOSE DATES

Closing Date | Non camera ready: Feb 15, 2022 | Camera ready: Feb 25, 2022

TOP
PRODUCERS

APRIL

W H O ’ S  W H O

I N

H E A L T H

A SPECIAL ADVERTISING FEATURE IN GULFSHORE LIFE’S JANUARY, APRIL & OCTOBER ISSUES.

CLOSE DATES
January Issue - Closing Date: Nov 15 | April Issue - Closing Date: Feb 15 | October Issue - Closing Date: Aug 15

JAN, APR & OCT

W H O ’ S  W H O

I N

H E A L T H

A SPECIAL ADVERTISING FEATURE IN GULFSHORE LIFE’S JANUARY, APRIL & OCTOBER ISSUES.

CLOSE DATES
January Issue - Closing Date: Nov 15 | April Issue - Closing Date: Feb 15 | October Issue - Closing Date: Aug 15

JAN, APR & OCT

The readers of Gulfshore Life have selected their favorite
things about living in Paradise and you have made the list!
This year’s Best of the Gulfshore winners and finalists will
be featured in the May 2022 issue.

Current finalists and past winners are eligible to participate
in the Best of the Gulfshore special advertising section. 
It’s the perfect opportunity to increase your business among 
Southwest Florida’s most a­uent residents and visitors.

CLOSE DATES

Closing Date | Non camera ready: March 15, 2022 | Camera ready: March 25, 2022

MAY

2 0 2 6  E D I T O R I A L  C A L E N D A R



SPECIAL SECTIONS /

DEADLINES

Who’s Who in Financial Consulting

AD CLOSE: 05/18
CAMERA-READY: 05/28
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ISSUE

AUGUST /  MADE IN SOUTHWEST FLORIDA 

SEPTEMBER /  ANNUAL VISITORS’ GUIDE

OCTOBER /  FORCES OF PHILANTHROPY

NOVEMBER /  MEN + WOMEN OF THE YEAR

DECEMBER /  HOLIDAY

S C H E D U L E  S U B J E C T  T O  C H A N G E .  S P E C I A L  S E C T I O N S  C L O S E  1 5  D A Y S  P R I O R  T O  D E A D L I N E  D A T E S

Women Visionaries

AD CLOSE: 06/15
CAMERA-READY: 06/25

Restaurant & Menu Guide

Retirement Resources

Who’s Who in Child Enrichment

AD CLOSE: 07/13
CAMERA-READY: 7/23

Social Register/Nonprofit Profiles

AD CLOSE: 08/17
CAMERA-READY: 08/27

Holiday Wish List 

AD CLOSE: 10/19
CAMERA-READY: 10/29

SWFL Guide to the Arts

Who’s Who in Health 

AD CLOSE: 09/14
CAMERA-READY: 09/24

JULY / LEGACIES

 Being successful requires imagination, innovation and vision—share what sets your business apart.

Gulfshore Life’s Women Visionaries will showcase your business in a way no other medium can.

W O M E N
V I S I O N A R I E S

CLOSE DATES

Closing Date | Non camera ready: June 15, 2022

AUGUST

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

F O R  G I V I N G  I N  S O U T H W E S T  F L O R I D A

Season 2022-2023

ANNUAL VISITORS’ GUIDE

One easy buy gives you year-round visibility! You’ll reach visitors and upscale residents with 

Gulfshore Life’s delicious restaurant marketing.

CLOSE DATES

Closing Date | Non camera ready: July 17 | Camera ready: July 27

2023 - 2024

ANNUAL

R E S T A U R A N T 

&  M E N U 

G U I D E

CLOSE DATES

Closing Date | Non camera ready: Oct 16, 2022 | Camera ready: Oct 25, 2022

GULFSHORE LIFE’S GUIDE TO THE HOLIDAY SEASON!

DECEMBER

H O L I D AY
W I S H  L I S T

S O U T H W E S T  F L O R I D A  G U I D E  T O  T H E

W H O ’ S  W H O

I N

H E A L T H

A SPECIAL ADVERTISING FEATURE IN GULFSHORE LIFE’S JANUARY, APRIL & OCTOBER ISSUES.

CLOSE DATES
January Issue - Closing Date: Nov 15 | April Issue - Closing Date: Feb 15 | October Issue - Closing Date: Aug 15

JAN, APR & OCT

2 0 2 6  E D I T O R I A L  C A L E N D A R
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  GULFSHORE LIFE HOME

The Diary of Well-designed Life

AD CLOSE: 11/2
CAMERA-READY: 11/12

HEALTHY LIFE

Living Beautiful and Healthy

In Southwest Florida

AD CLOSE: 5/11
CAMERA-READY: 5/21

S C H E D U L E  S U B J E C T  T O  C H A N G E .

SALUT!

The Exclusive Magazine of the 

Naples Winter Wine Festival 

AD CLOSE: 11/16
CAMERA-READY: 11/24

2 0 2 6  S P E C I A LT Y  P U B L I C AT I O N S
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 2 0 2 4 - 2 0 2 5    E U P H O R I C  L U X U R Y    V O L. 4

G I L D E D  C I R C L E S

The visionary opulence of eminent men

R A R E F I E D  R E V E L R Y 

Bespoke indulgences for Naples' �nest

H A U T E  J O A I L L E R I E

A hundred-carat masterpiece

THE NAPLES PRESS

News for Neapolitans

AD CLOSE: Weekly on Wednesdays

naplespress.com

GORDON DRIVE

Our most exclusive publication, Gordon Drive 

reaches the ultra-high-net-worth individuals 

who live, work, and play in the most affluent 

corners of Naples and beyond. 

AD CLOSE: 10/12
CAMERA-READY: 10/22

GULFSHORE BUSINESS

Southwest Florida’s premier print and digital 

business publication.

AD CLOSE: 10x/year

gulfshorebusiness.com

S C H E D U L E  S U B J E C T  T O  C H A N G E .

Legendary tenor Luciano Pa-

varotti grew up in Modena, a com-

fortably sized city with a big reputa-

tion: home to the production of sleek 

Maserati sports cars and balsamic 

vinegar, Italy’s liquid gold. 

Naples, too, is a comfortably sized 

city with a big reputation: sugar-sand 

a rich array of arts. 

That’s why the wife of the late 

superstar feels this is the place for 

a theater-museum-academy clus-

ter operated by his foundation. The 

Modena-based Fondazione Luciano 

Pavarotti could build that same com-

plex in New York, where the couple 

had an apartment overlooking Cen-

tral Park that her husband loved, ex-

plained Nicoletta Pavarotti. 

“But in New York you can only 

community can be involved in it,” 

she declared. She made her first visit 

here just last week, and was excited 

to peer into every corner of the city 

and its surroundings. 

“All the people are so nice. That 

encouraged me—that this is the right 

community to start something beau-

tiful together,” she said. 

“Here, culture really matters, and 

for us that is very important.” 

 

the 15-year-old Fondazione Luciano 

Pavarotti, and she is a woman who 

has worked hard at both optimism 

and determination. Despite her mul-

tiple sclerosis, she flies around the 

world setting up benefit concerts for 

the foundation that helps fund the 

studies of young vocal students. 

She sailed through her first En-

glish-language public speaking en-

gagement, addressing the Royal 

Poinciana Club lecture series last 

N O V E M B E R  1 0 ,  2 0 2 3n a p l e s p r e s s . c o m

$2.00

The historic Kelly’s Fish House 

property is on the market with an 

asking price of $19 million, but Na-

ples’ oldest operating restaurant 

plans to continue doing business 

there.

Longtime owner Kelly Ellis want-

ed to keep the listing quiet because 

he wants it handled behind the 

scenes by listing agents Dave and 

David Wallace of CRE Consultants 

in Naples. A man of few words, El-

lis doesn’t want to entertain looky-

loos stopping by to kick the tires at 

the 1.34-acre waterfront property 

at 1302 Fifth Ave. S., which includes 

Kelly’s Fish House Dining Room, the 

attached Combs Fish Co. commer-

cial fishery and the freestanding Kel-

ly’s Shell Shack gift shop.

“It’s for sale because Kelly wants 

to take advantage of the market if he 

can,” said Dave Wallace, senior vice 

president of CRE Consultants. “But 

Kelly’s restaurant will still be in busi-

ness this season and will continue  

to operate.”

The prime space, directly across 

THEATER -MUSEUM -ACADEMY

PAVAROTTI FOUNDATION TAPS 
NAPLES FOR THEATER CLUSTER

SUB S CRIBE TODAY

Tim Aten 
Knows
Tim Aten

RUNNING AGAIN VETS’ SUPPORT AGE BARRIER
Naples Mayor Teresa Heitmann seeks 
re-election, making it a 3-way race

Veteran support group started
at The Carlisle Naples

Naples marathon runner, in her 70s, 
is an inspiration to others

10B3A 3A 

Kelly’s Fish 
House property 

for sale on 
Naples Bay

FO R  L O CA L S,  BY  L O CA L S

Nicoletta Pavarotti, the wife of the late opera superstar Luciano Pavarotti, believes Naples is the right location for a theater-museum-academy cluster operated by his foundation. 

Photo by Olga Hayes

See ATEN KNOWS, Page 11A

The historic Kelly's Fish House property 

on Naples Bay is on the market for an 

By Harriet Howard Heithaus  

harriet.heithaus@naplespress.com



2 0 2 6  S P E C I A LT Y  P U B L I C AT I O N S
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•	 American Cancer Society

•	 American Heart Association

•	 Artis—Naples

•	 Better Together

•	 Big Brothers Big Sisters of the Suncoast

•	 Breakthrough T1D

•	 Cancer Alliance Network

•	 Cars on 5th

•	 CME LPGA Group Tour Championship

•	 Community Foundation of Collier County

•	 Conservancy of Southwest Florida

•	 David Lawrence Centers for Behavioral Health

•	 The Alliance for Florida National Parks

•	 The Everglades Foundation

•	 Florida Repertory Theatre

•	 Fort Myers Film Festival

•	 Golisano Children’s Musem of Naples

•	 Grace Place

•	 Guadalupe Center

•	 Gulfcoast Humane Society

•	 Gulfshore Opera

•	 Gulfshore Playhouse

•	 Humane Society Naples

•	 The Immokalee Foundation

•	 Kids’ Minds Matter

•	 Longest Table on the Beach

•	 NAMI Collier

•	 Naples Art Institute

•	 Naples Baker Senior Center

•	 Naples Botanical Garden

•	 Naples Cancer Advisors

•	 Naples Children & Education Foundation

•	 Naples Fashion Week

•	 Naples Picasso Events

•	 Naples Therapeutic Riding Center

•	 Naples Winter Wine Festival

•	 Naples Zoo at Caribbean Gardens

•	 NCH Healthcare Systems

•	 Neighborhood Health Clinic

•	 Opera Naples

•	 Pace Center for Girls, Collier at Immokalee

•	 Pace Center for Girls, Lee

•	 Pathways Early Education Center

•	 Ronald McDonald House Charities of SWFL

•	 Royal Palm Academy

•	 Saint Ann School Foundation

•	 St. Matthew’s House

•	 STARability Foundation

•	 SWFL Children’s Charities

•	 The Naples Players

•	 The Shelter for Abused Women & Children

•	 The Village School

•	 United Arts Council

•	 Women’s Foundation of Collier County

•	 Youth Haven

L O C A L  E V E N T S

COMMUNITY PARTNERS AND EVENTS

 MARCH  |  Faces Of Southwest Florida Celebration
Private networking and happy hour event to toast 

our Faces of Southwest Florida.

JULY  |  Healthy Life  / Top Doctors Celebration
Gulfshore Life’s Healthy Life partners with Castle Connolly to 
bring readers the annual Top Doctors. They are celebrated at 

a private cocktail reception.

 OCTOBER  |  Social Register / Season Kick-Off 
Celebrate Gulfshore Life’s October issue and the start of 

season at this invite-only cocktail party.

NOVEMBER  |  Men & Women of the Year Gala
This signature event recognizes an incredible 

group of influential individuals from the region 
at an elegant evening soirée.

ONGOING | Custom Events
Ask your marketing consultant about co-hosting
an event with us as part of your media strategy.

SIGNATURE
EVENTS
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S P H E R E  O F  I N F L U E N C E

AFFILIATED BR ANDS

OUR BR AND FOOTPRINT

61,474
MONTHLY 

READERSHIP

P R I N T

376,733
AVERAGE YEARLY 

PAGE VIEWS 

219,863
ACTIVE USERS

O N L I N E

60.34%
OVERALL OPEN RATE 

ACROSS ALL EMAILS

2.38%
OVERALL CLICK RATE 

ACROSS ALL EMAILS

N E W S L E T T E R S

100+
EVENTS AND 

PARTNER PROGRAMS

10,000+
ATTENDEES

E V E N T S

1,100,000+
YEARLY IMPRESSIONS

53,000+
YEARLY 

ENGAGEMENTS

S O C I A L
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DEDICATED EMAIL 
Deliver your message directly to  

the inbox of Gulfshore Life’s  
affluent audience.

 24,000 opted-in subscribers
 $2,500 /per email

MAIN IMAGE HEADER

2560 x 1440 

Accompanying text to be provided by 

advertiser. Copy should be between 50 

and 125 words which translates to around 

250-600 characters. Gulfshore Life has 

the right to adjust copy within our  

Edit process. 

TWO SECONDARY IMAGES

300 x 250 

UP TO TWO  
CLICK-THROUGH LINKS

MAIN IMAGE HE ADER

2560 X 1440

SECONDARY 

 IMAGE 1

300 X 250

BUT TON 1

BUT TON 2

SECONDARY 

 IMAGE 2

300 X 250

Accompanying text to be provided by advertiser. Copy 

should be between 50 and 125 words which translates 

to around 250-600 characters. Gulfshore Life has the 

right to adjust copy within our Edit process.

SPONSORED

GULFSHORELIFE.COM
Up to date access to Southwest 
Florida’s luxury lifestyle magazine

STANDARD

1800 x 300  $1,000 /month

TAKEOVERS AND CUSTOM

AD EXPERIENCES

By inquiry only

BRANDED CONTENT ARTICLES

Place your luxury content, photos, 
and videos alongside our premium 

editorial content
5,000 guaranteed page views and 

$3,000 / article

1800 x 300

D I G I TA L  O P P O R T U N I T I E S

TASTE OF THE GULF 

The latest in Southwest  
Florida dining

 Sent twice a month on Tuesdays
 26,000 opted-in subscribers

HEADER

600 x 200  $1,250 /month

STANDARD

600 x 200 (animated)  $1000 /month 
600 x 200  $850 /month

ADVERTORIAL

$750/run (2-run minimum) 
Content appears within the

“From Your Partners” section

Outlook

Offers and events from our partners

From Gulfshore Life <newsletters@gulfshorelife.com>
Date Tue 1/21/2025 2:00 PM
To Meagan Bonesteel <meagan.bonesteel@gulfshorelife.com>

tt

Email not displaying correctly? View the web version

 

 

 

Bloomsday

Bloomsday

 

SHORE LIST
Exclusive events and offers  

from our partners

 Sent twice a month on Tuesdays
 24,000 opted-in subscribers

HEADER

600 x 200  $1,000 /month

STANDARD

600 x 200 (animated)  $800 /month 
600 x 200  $700 /month

ADVERTORIAL

$750/run (2-run minimum) 
Content appears within the

“From Your Partners” section

WEEKEND INSIDER
The best events and activities in 

Southwest Florida

 Sent every Thursday
 25,000 opted-in subscribers

HEADER

600 x 200  $1,500 /month

STANDARD

600 x 200 (animated)  $1200 /month 
600 x 200  $1000 /month

ADVERTORIAL

$750/run (2-run minimum) 
Content appears within the

“From Your Partners” section

HOME 

The diary of a  
well-designed life

 Sent monthly on Wednesdays
 24,000 opted-in subscribers

HEADER

600 x 200  $1,000 /month

STANDARD

600 x 200 (animated)  $800 /month 
600 x 200  $700 /month

ADVERTORIAL

$750/run (2-run minimum) 
Content appears within the

“From Your Partners” section
NEW NEW NEW NEW

SOCIAL MEDIA PARTNERSHIP

Utilize our loyal, engaged Facebook and Instagram 

audiences for your static or video content. 

Custom video production available.

CUSTOM

$3,500 / custom video + post

STANDARD

$2,500 / post with content provided by you

Content subject to approval.
Subject to availability.
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SUBMITTING DIGITAL MATERIALS 
FORMAT Digital ads should be submitted as .PNG, .JPG or GIF. COLOR MODE OR PROFILE Web images should be saved with the 

RGB color format. FILE SIZE Digital ads for display on gulfshorelife.com should be exported at 72 dpi.

Newsletter ads can be 72 dpi or 150 dpi.

 
D E A D L I N E 

7 days prior to date of posting

Upload camera-ready ads and ad materials at

print.winkupload.com.

SUBMITTING PRINT MATERIALS
FILE TYPES  We only accept PDF, TIF and high resolution JPG. PDFs should be at least PDF/X-1A. RESOLUTION  Image files 

need to be at least 300 dpi at 100% print size. COLOR Files should be submitted as CMYK. Color matching has a 5% margin 

error without a suitable hard copy (paper) proof submitted. Ads with bleeds should include crop marks at the trim line.

Upload camera-ready ads and ad materials at

print.winkupload.com.

FREQUENCY 12X 6X 3X OPEN 

Spread $7,500 $8,000 $8,500 $9,000 

Full Page $4,500 $5,000 $5,500 $6,000 

2/3 $3,400 $3,800 $4,200 $4,600 

1/2 $2,900 $3,200 $3,500 $3,800 

1/3 $2,100 $2,400 $2,700 $3,000 

All Covers* By inquiry only By inquiry only By inquiry only By inquiry only

* N O  C A N C E L L AT I O N S  A F T E R  S P A C E  C L O S E  D AT E

* N O  C A N C E L L AT I O N S  O N  C O V E R  P O S I T I O N S  W I L L  B E  A C C E P T E D 

  A F T E R  6 0  D A Y S  P R I O R  T O  I S S U E  C L O S E  D AT E

* A L L  C O V E R S  M U S T  B E  P A R T  O F  A  M I N I M U M  6 X  F R E Q U E N C Y  B U Y

* G AT E F O L D  O F F  C O V E R  O N E  R AT E S  A V A I L A B L E  U P O N  R E Q U E S T

* 1 5 %  P R E M I U M  P O S I T I O N  G U A R A N T E E

RATES

A D V E R T I S I N G  S I Z E S  A N D  R AT E S

FULL SPREAD

BLEED:  
18.25" x 11.125" 

SAFETY:  
17.5" x 10.375

NO BLEED: 
17.5" x 10.375"

FULL PAGE

BLEED:  
9.25" x 11.125" 

SAFETY:  
8.5" x 10.375"

NO BLEED: 
8.25" x 10.375"

1/2 PAGE

BLEED:  
9.25" x 5.5" 

SAFETY:  
8.5"x 4.75"

NO BLEED: 
8.25" x 5"

2/3 PAGE VERTICAL

BLEED:  
5.5" x 11.125" 

SAFETY:  
4.75" x 10.375"

NO BLEED: 
5"x 10.375"

1/3 PAGE SQUARE

NO BLEED: 
5" x 5"

SAFETY:  
N/A

NO BLEED: 
N/A

AD SIZES WITH BLEED AND NO BLEED OPTIONS

FOR ADVERTISING INQUIRIES
Contact Associate Publisher, Tess Woods, at tess.woods@gulfshorelife.com 

or (978) 501-5140 to reserve your spot today.



T H E  P E O P L E ,  P L A C E S  A N D  P I E C E S  O F  P A R A D I S E


