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E
xceptional writing. Inspiring stories. Stunning photography. Over nine years, 

WALTER has built a reputation as the premium glossy publication in Raleigh 

and the surrounding Triangle community. WALTER’s loyal, discerning readers 

trust the brand to deliver a curated mix of arts and culture coverage, human 

interest stories and literary pieces from The New York Times bestselling authors. 

Each month, WALTER engages North Carolina’s top talent to fill its pages with original, 

proprietary content.  

     WALTER is anchored by an award-winning, subscription-based magazine that pub-

lishes 11 times per year. WALTER boasts an audience of 100,000 across print, digital and 

social media platforms, and its newsletters and events offer another touchpoint  

for readers to interact with WALTER and its partners. The WALTER reader is affluent, 

savvy and engaged, and acts on the information in the articles and advertisements. It’s not 

uncommon for a store owner to hear, “I learned about you in WALTER!”  

     As part of The Pilot’s magazine group, WALTER joins leading arts and culture publica-

tions across the state, including O.Henry in Greensboro, PineStraw in Southern Pines and 

SouthPark in Charlotte. The Pilot is a North Carolina-based, family-owned company with 

125 years and four generations of publishing roots here in Raleigh.  

     What’s in the name? It’s a reference to Sir Walter Raleigh, the explorer for which  

the city was named. Smart, straightforward and in the know—that’s WALTER. There  

is nothing else in the Triangle like WALTER.
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A Cut Above
WALTER magazine is Raleigh’s leading arts and culture publication.

“Very well done magazine. The writing is good,  

design is attractive and photography is excellent.  

Offers lots to the reader, from interesting stories  

to great ‘go and do’ things.”

–North Carolina Press Association 
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 Each issue of WALTER features original content produced  
by local writers, photographers, illustrators and tastemakers.  

Here’s a sampling of what you’ll find inside its pages. 
 

HAPPENING NOW  Curated local event listings.  
 

OUR TOWN  Where to shop, eat and drink, plus standout people,  

businesses and nonprofits. 
 

NOTED  First-person essays from local personalities. 
 

STORY OF A HOME  Tours of high-design spaces. 
 

HISTORY  The making of our city—and efforts to preserve it.
 

ARTIST IN STUDIO  Established and emerging makers across the arts. 
 

GIVERS  Nonprofits & philanthropists. 
 

PHOTO ESSAY  Visual journeys and behind-the-scenes looks at our city. 
 

THE WHIRL  Photos from galas, gatherings, fundraisers and other events.
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Durham chef Ricky Moore  
celebrates North Carolina seafood 

with international touches

by ADDIE LADNER     

photography by CHRIS CHARLES

FARE
“H

erbs are not just for color,” Ricky Moore says. “Use 

them like salt and pepper!” He stuffs fresh rosemary, 

thyme and parsley, along with copious salt and pep-

per, inside a Pink Porgy fish, then throws it under a 

broiler. As for the fish: it should be fresh, of course, 

whole is best, and, most importantly, it should be 

from North Carolina. 

 “Your culinary DNA stays with you no matter what. You never leave that. You’ll 

come right back to it,” says Moore. “But along the way, you’ve collected tools.” The 

Durham chef’s home kitchen smells of citrus, garlic and the Atlantic ocean. The con-

tents of its shelves are filled with tools—enamelware, cast iron, ceramic Dutch ovens 

and filet knives he’s collected from all over the world. 

 Moore’s dedication to local seafood is at the forefront of everything he does, includ-

ing his beloved fish joints, his cookbook and his UNC-TV mini-series. In recent years, 

he’s garnered national attention and become a face of North Carolina seafood. Then, 

there are the accolades: he’s been a James Beard finalist, was dubbed “Best Chef in the 

Triangle” by INDYWeek and had his restaurant, Saltbox Seafood Joint, named a “Best 

New Restaurant” by The News & Observer. 

 With our long stretch of coastline, the Atlantic spoils us with fish options, Moore 

says. “Just as Maryland has its crab cakes and South Carolina its shrimp and grits,  

fish 

GIGS    
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Talent, connections and kaizen have fueled Ted Kiegiel’s  
steady success as a golfer and mentor

by CHARLES UPCHURCH    photography by BOB KARP

 MAY/JUNE 2020 | 29

 
MORE THAN A PRO

B
efore Raleigh’s Webb Simpson 

became one of the world’s top 

professional golfers—before 

he was an All-American at 

Wake Forest University, even 

before he was a star high school player at 

Needham B. Broughton High School—he 

was a slight youngster with a natural gift, 

learning the game at the Carolina Coun-

try Club. It was there, perhaps led by fate, 

perhaps by golf’s divine providence, that 

he met the club’s young pro, Ted Kiegiel. 

     Did Master Webb know that his 

new coach, a native Long Islander who 

ventured south to turn professional, 

was mentored by the eminent George 

Fazio and possessed a pedigree honed at 

Augusta National Golf Club? Did Kiegiel 

know that the eight-year-old kid with the 

butter-smooth swing would one day hoist 

the U.S. Open trophy? 

     No. Such are the mysteries of golf and 

the alchemy of the game. But in 1993, 

there was Kiegiel, 30 years old when he 

took the job at the venerable Raleigh 

club, a bastion of the city’s old guard, 

with a respected but shopworn tradi-

tion. Today, in his 27th year as the club’s 

Director of Golf, he is one of the most 

respected teaching pros in the country, 

having turned CCC’s golf reputation, 

and its junior program in particular, into 

one of the nation’s finest. 

     Kiegiel grew up in Southampton, New 

York, showing early promise as a fiercely 

competitive junior player. His game 

continued to progress, and after college, 

he went on to pursue a pro career. When 

he relocated to Florida in the early 1980s 

to fine-tune his game, he found work 

at Jupiter Hills Club in Tequesta. The 

club was co-founded in 1970 by former 

PGA Tour pro George Fazio, who also 

designed the course. Fazio, who built a 

notable career as a golf course architect 

together with his nephew Tom Fazio, 

became a trusted father figure to Kiegiel.

     As Kiegiel set his sights on playing the 

PGA Tour, Fazio, who had once battled 

Ben Hogan in a playoff for the 1950 

U.S. Open title, placed a thumb on the 

scale of fate. “Mr. Fazio told me he knew 

about an opening for an assistant pro po-

sition that I might be interested in,” said 

Kiegiel. “He said if I wanted the job, he 

would put in a good word for me there.” 

     The place was Augusta National. 

Kiegiel laughs when he recalls his 

response: “I told him I’d need to think 

about it overnight.” Soon, he drove down 

Magnolia Lane for the first time, headed 

for an interview at the most storied golf 

club in America. For eight years, Kiegiel 

served as first assistant professional at 

Augusta National, helping to manage 

golf operations, giving member lessons 

and playing a major role during the Mas-

ters Tournament. The names engraved 

in the lexicon of the game became the 

backdrop of his workday—Rae’s Creek, 

Hogan Bridge, Amen Corner, Butler 

Cabin—and the hallowed 18, each chris-

tened as if by nature’s decree: Tea Olive, 

Juniper, Azalea, Firethorn. 

     In the company of Augusta’s exclusive 

membership, whether helping the chair-

man of a publicly traded company adjust 

his draw around the Eisenhower Tree, or 

walking nine holes with Jack Nicklaus, 

Kiegiel carried with him the words of 

George Fazio. “He said play with heart, 

be courageous when your game falters, 

and trust your instincts,” says Kiegiel.  

He credits those words for helping to 

reinforce his kaizen approach to golf,  

and his mantra for life. 

     Kaizen—the Japanese practice of 

consistently making small, incremental 

changes that yield extraordinary im-

provement over time—was also a concept 

that attracted Kiegiel to martial arts. The 

correlations to golf were plain: the disci-

plined alignment of mental and physical 

energies, the combination of elegance 

and explosiveness, the collaboration of 

the conscious and unconscious mind. As 

Kiegiel mastered the game of golf (he is 

a Callaway Master Staff Professional), he 

also reached the advanced level of 8th-

degree black belt.

     The overlay of Eastern-oriented con-

structs with the mechanical and psycho-

logical demands of golf inspired Kiegiel 

to write. His book, Balanced Golf: Har-

nessing the Simplicity, Focus, and Natural 

Motions of Martial Arts to Improve Your 

All-Around Game, has been recommended 

reading for his students since 1999. For 

junior players, internal balance and disci-

pline are key areas of focus.

     Webb Simpson was the model subject 

for Kiegiel’s cerebral, even spiritual ap-

proach to golf. His father, the late Sam 

Simpson, cultivated in his son genuine re-

spect for the rules, customs and sporting 

traditions of the game. With this founda-

tion, and the unwavering constants of 

faith and family, the groundwork was 

laid for the making of a champion.  

     Armed with uncanny shot-making 
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WALTER prints 25,000 copies of the magazine 11 times a year. Each issue is distribut-

ed to subcribers and through strategic partnerships with retailers, hospitality brands 

and businesses such as the North Carolina Museum of Art, the Contemporary Art 

Museum of Raleigh, SAS and The Umstead Hotel & Spa. WALTER is also hand- 

delivered to homes with a tax value of $450,000 or greater in hand-picked commu-

nities throughout Wake County, and through magazine racks designed by local artists 

that are placed in high-traffic, upscale retail locations.  

 

WALTER’s readers are passionatelly pursuing North Carolina and are consistently 

inspired by WALTER’s editorial content to take action.

A Savvy Reader
WALTER reaches a loyal, discerning audience through its print issues, 

digital media and creative brand extensions. 

WALTER’S AUDIENCE
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48
average 

age

52% of readers  
have a home  
value above   

$600K   
60% have a  
household  
income of    

$155K
or more  

51%     49%
female   male   

 

 
Cary, Apex,  

Holly Springs 

10%
Raleigh:  

inside the Beltline 
 65%  

North Raleigh, 
Wake Forest 

25%
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Print Opportunities 
With its oversize trim and a velvety-smooth cover, readers love  

WALTER for the stories—and to decorate their coffee tables.

WORK WITH WALTER    
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 1 TIME 3 TIMES 6 TIMES 11 TIMES

Two-Page spread $4,950    $4,160  $3,690  $3,410 

Full Page $2,970  $2,500  $2,215  $2,050 

2/3 Page $2,235  $1,885  $1,665  $1,535 

1/2 Page horizontal/vertical $1,785  $1,500  $1,330  $1,225 

1/3 Page square/vertical $1,345  $1,130  $1,000  $920 

1/4 Page $1,050  $890  $785  $720 

SIZE

 1 TIME 11 TIMES

Back Cover   $4,450 $3,180

Inside Front   $4,080 $2,915

Inside Back   $4,080 $2,915

Forward Position (3-9, 11)  $3,265 $2,335

Two-Page Spread   $5,490 $3,925

PREMIUM POSITIONS

In addition to monthly opportunities, WALTER offers specialty products including seasonal guides, 

stitch-in cards, cover sleeves and polybag inserts. There are also opportunities to advertise across 

North Carolina with our sister publications. Contact a WALTER sales representative for pricing. 

WALTER’s print magazine publishes 11 times per year with original, local and relevant content  

for the sophisticated Raleigh reader. On-brand advertising partners enhance and support the issue.
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Digital Opportunities 
WALTER offers direct access to its exclusive content to more than 

75,000 digital readers across its website, social media and newsletters.
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NEWSLETTERS   RATE               

Monthly (300 x 250)            $450            

Custom Content                 $925    

With fresh content daily, WALTER’s website and social media platforms give locals ideas about where 

to shop, explore, eat and drink, and insights into the people and businesses they’re buzzing about. 

WEBSITE   RATE               

Home Page (970 x 250)        $750

Run of Site (300 x 250)          $750

Branded Digital Content       $1500   

    

50,000+ 
pageviews  
per month

newsletter 
subscribers 

10,000+  
28% 

 average  
open rate
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$100
average ticket 

price

    

200 
average event  

attendance

43 
average event 

guest age  

Event & Video 
Opportunities  

WALTER’s special events bring the pages of the magazine to life.

Whether we’re celebrating local female innovators and entrepreneurs, learning to 

make biscuits in chef Vivian Howard’s private test kitchen or listening to stories of the 

North Carolina wilderness, WALTER will always deliver a one-of-a-kind experience. 

Through our exclusive, intimate in-person and virtual experiences, our sponsors can 

bring their brand to life and interact directly with an engaged audience.

WORK WITH WALTER    

MediaKit2021_NEW9.indd   12 11/20/20   10:45 AM



MEDIA KIT 2021 | 13

MediaKit2021_NEW9.indd   13 11/20/20   10:45 AM



AD SIZE NON-BLEED AD BLEED AD LIVE/SAFETY AREA* TRIM SIZE

Two-Page Spread  17.5 x 10.375 18.25 x 11.125  17.5 x 10.375 18 x 10.875

Full Page  8.5 x 10.375 9.25 x 11.125  8.5 x 10.375 9 x 10.875

2/3 Vertical  5.6 x 10.375 6.35 x 11.125  5.6 x 10.375 5.725 x 10.875

1/2 Horizontal  8.5 x 5.1 9.25 x 5.85  8.5 x 5.1 9 x 5.225

1/2 Vertical  4.15 x 10.375 4.85 x 11.125  4.15 x 10.375 4.275 x 10.875

1/3 Vertical  2.7 x 10.375 N/A  N/A N/A

1/3 Square  5.6 x 5.1 N/A  N/A N/A

1/4 Page  4.15 x 5.1 N/A  N/A N/A

GENERAL INFORMATION
Publication size  9 x 10.875 inches

Safety .25 inch from trim on all sides

Bleed .125 inch beyond trim on all sides

Binding method Perfect bound

Image resolution 300 dpi

Line screen 150 dpi

Color space CMYK only; no spot or RGB

*Text or logos outside the live/safety area are in danger of being trimmed during the printing process.

ERRORS TO AVOID
• Incorrect dimensions
• Text outside the safety area
• Low-resolution images
• Images not converted to CMYK
• Spot color/PMS used in the color space
• Position marks or color bars in the live area

ACCEPTABLE FILE FORMAT
PDF/X-1a files are preferred with all fonts and high-resolution images  
embedded. Ensure that all elements are a minimum of 300 dpi at 100%  
size used in the ad. 

WALTER CANCELLATION POLICY: Advertisers 
are required to select their designated 
issues in advance. Any cancellations or 
changes to the designated issues must be 
submitted in writing 10 days prior to space 
deadline of the issue in which the ad is to 
publish. Advertiser is otherwise liable for 
scheduled advertising. In the absence of 
a written cancellation notice, Publisher 
reserves the right to publish and bill  
the advertisement of advertiser’s last  
designated issue for fulfillment of the  
contract obligation. If advertiser has not 
met Contract requirements, advertiser 
agrees to additionally pay Publisher the 
Rebilled Rate. Any advertiser cancelling 
their designated issue after space deadline 
will be charged a cancellation fee of 50%  
of advertiser’s earned contract rate.  

All Terms and Conditions in the current rate  
card apply.

PRODUCTION DETAILS   

Advertising Specs
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ISSUE  SPACE/AD MATERIALS  CAMERA READY   IN HOMES

January/February Monday, November 30 Tuesday, December 8 Wednesday, December 30

March Friday, February 5 Tuesday, February 9 Wednesday, February 24

April Tuesday, March 2 Thursday, March 11 Wednesday, March 31

May Wednesday, March 31 Friday, April 9 Wednesday, April 28

June Tuesday, May 4 Thursday, May 13 Tuesday, June 1

July Thursday, June 3 Tuesday, June 14 Wednesday, June 30

August Wednesday, June 30 Friday, July 9 Wednesday, July 28

September Monday, July 26  Wednesday, August 4 Wednesday, August 25

October Thursday, September 2  Monday, September 13 Wednesday, September 29

November Thursday, September 30 Thursday, October 7 Wednesday, October 27

December Thursday, November 4 Friday, November 12 Wednesday, December 1

JULIE NICKENS
Sales Manager 

julie@waltermagazine.com 
919.622.5720 

 
CRISTINA HURLEY

Advertising Account Executive
cristina@waltermagazine.com 

919.279.3132

KAIT GORMAN
Events Manager

kait@waltermagazine.com 
631.833.9576

Print Deadlines
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