
Since its inception, ALABAMA COASTING has been a 

recognized community resource for businesses, organizations 

and local governments – helping them reach visitors and active 

locals. As publishers of Alabama Coasting Magazine since 2010, 

we have proudly served as ambassadors for our home-town and 

our local communities by telling the stories of the people, places 

and businesses that make this area so special. 

In 2019, we introduced DISCOVER COASTAL ALABAMA 

Magazine in concert with the Coastal Alabama Partnership. This 

new publication replaced Alabama Coasting Magazine as the area’s 

premier quarterly visitor’s guide and regional resource. With the 

shutdown caused by Covid-19 pandemic, the print version of DCA 

magazine has been sidelined since March. And like the rest of this 

community, Alabama Coasting has been actively pivoting as we 

look to be positively positioned in the post-Covid world. One of the 

truths we realized is that while telling the Coastal Alabama story to 

visitors continues to have a strong value, our local folks also need 

to know more about this great place we call home.   

We are excited to announce the relaunch of DISCOVER 

COASTAL ALABAMA Magazine! Our new mission is to become 

the premier arts & entertainment magazine for Mobile and Baldwin 

Counties. Yes, we’ll continue to be a guide for visitors with strong, 

select hotel and tourism distribution, but we’re adding a robust 

local outreach to get Discover Coastal Alabama into the hands of 

more of our friends and neighbors.

MOBILE • GULF SHORES & ORANGE BEACH • THE EASTERN SHORE 
FOLEY • NORTH BALDWIN • SOUTH MOBILE • NORTH MOBILE

A L A B A M A coasting presents:

DISC OVER
Coastal Alabama

M A G A Z I N E 
Media Kit

Farmed OystersTide to Table DeliciousnessPlay, Shop, DineExplore our Coastal CommunitiesAlabama MakersBuy Local – By Locals
WINTER/SPRING 2019

C O A S TA L  A L A B A M A

DISCOVER
A L A B A M A coasting’s

C O A S TA L  A L A B A M ADISCOVERA L A B A M A coasting’s

SPRING 2020

Celebrating Our Working WaterfrontGulfQuest, Museum of The Gulf of Mexico
Play, Shop, Dine
Exploring our Coastal Community History
BAMA-Q TV
Following the Alabama BBQ Trail

FALL 2019

C O A S TA L  A L A B A M A
DISCOVER
A L A B A M A coasting’s FALL 2019



PRINT:
DISCOVER COASTAL 

ALABAMA MAGAZINE
Full color with vibrant images, printed on high-quality 

paper, perfect-bound with a polished UV-coated cover.

–––––––––––––––––

Highlighting our coastal communities– Mobile, Gulf 

Shores & Orange Beach, Foley, the Eastern Shore, 

North Baldwin, South Mobile, and North Mobile. 

–––––––––––––––––

Each issue has a central theme to promote a unique 

aspect of Coastal Alabama – our coastal culinary 

culture, our amazing natural resources, our music and 

arts scenes, and our wonderful festivals and events. 

–––––––––––––––––

Regular features include an events calendar; a business 

directory - segmented by region; and full color easy-to-

read maps of our Coastal Alabama communities. 

–––––––––––––––––

Our specialty publications create opportunities for 

additional brand exposure throughout the year. 

WHY JOIN US AS AN 
ADVERTISING PARTNER?

Yes, we are partners with our advertising clients. We use 
our robust multimedia platforms of print, digital, and 

social as well as our events and specialty publications to 
create custom game plans to help our partners achieve 

their marketing and brand objectives.
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When viewers tune in this fall to watch Season 4 of Bama-Q they’ll see a new team from Geor-gia battling it out for top prize. Deep South Sauce Company owners Billy Strickland and 
Bruce Johnson are taking on the Bama-Q pros with their own 
brand of southern BBQ flavors.What made this duo decide to enter one of the biggest BBQ 

battles? Experience and a passion for cooking. For over 30 years 
Billy and Bruce have been working, playing and cooking togeth-
er. In 2015, Billy decided to take his popular BBQ sauces to the 
next level and created Deep South Sauce Company, LLC. Deep 
South Sauce Company, LLC embodies all the rich and fulfilling 
flavors found in Southern foods, specializing in BBQ Sauces and 
Rubs. They believe that good food not only makes you happy, but 
brings families together. Billy and Bruce have used their skills 
to provide great meals from 10 to 2,000 people. Through local 
events and on-line sales Deep South Sauce Company has grown 
its following and their passion for BBQ, food, family, fellowship 
and fun has grown as well.Deep South Sauce sponsored Bama-Q in season 3 and got 

to know the Bama-Q teams and the food competition culture. 
Before the end of Season 3, they decided they really wanted to 
be a larger part of the Bama-Q family and move from sponsor 
to sponsor/competitor. To get started competing, they became 
certified KCBS judges, took several BBQ classes and observed 
as the Bama-Q family provided tidbits of information on how 
to be competitive in some of the fiercest food fights. They also 
purchased a large 5th wheel RV to get them on the road to com-
petition.

The team tested their cooking chops at a couple of BBQ com-
petitions during Season 3 and are taking on the pros on the big 
screen in Season 4. Bruce says they are up for the challenge, “It’s 
the interaction with people and getting to know the other teams. 
What’s interesting (is) even though you’re competing, if you for-
got something, the other teams help. We forgot our knives and 
other teams loaned knives to help out. You have to do the cook, 
you have to execute, but others will step up to help. It’s a mi-
crocosm of what society should be: everybody willing to help 
everybody else.”

NEW TEAM SPICES UP BAMA-Q!

Food Sport Report
With all the years of experience, Bruce says, “Cooking against 

the pros can be humbling…we think we’re pretty good and then 
you get in with the pros and it takes it to another whole level of 
expectations. It’s also sharpened our cooking ability. We’re pick-
ing up tips and tricks.”

Deep South Sauce competes in KCBS competitions while 
juggling full-time jobs in the IT Service provider space for col-
laboration technology solutions for large and medium enterpris-
es, running Deep South Sauce Company, LLC and spending time 
with their families and helping the community. Billy is married 
with two grown adults and has grandchildren. Bruce is married 
with two young adults in college. They live outside Atlanta, GA 
where both grew up and have lived most all their lives.When they’re not competing or spending time with fami-

ly, Deep South is serving folks who need it most. It’s the BBQ 
way…helping others. At Thanksgiving the duo cooked and fed 68 
homeless families in North Georgia. In March they cooked for 
a church in Wetumpka, AL helping to raise money for mission 
trips. They will also be cooking for 500 homeless and underpriv-
ileged families in Rome, Georgia. The biggest crowd they ever 
cooked for was 2000 people at a 50-year anniversary celebration 
at a church. “It took all of our skill and a lot of friends to help 
with that,” said Bruce. The pair had to cook outdoors in cold, 
windy and rainy conditions. They also had to keep 1200 pounds 
of meat cold, 144 cooked pork butts hot and transport them to 
the church site.  Bruce says it was a rewarding experience, “with 
that amount of food the feedback we received from the group 
was that it was the best BBQ they’ve ever had.”

Foley is the spot for high-flying 

adventure and family fun the 

first weekend in May as the an-

nual Gulf Coast Hot Air Balloon 

Festival takes flight May 1 & 2, 2020. The 

event is hosted by the South Baldwin 

Chamber in partnership with the City of 

Foley and sponsored by Tanger Outlets. 

It features over 40 balloons from across 

the country and kicks off on Thursday 

evening with a Balloon Glow at Tanger 

Outlets. The festival grounds are open 

on Friday from 2pm -10pm and 9am 

-10pm on Saturday. During the day, at-

tendees can enjoy performances by the 

World-Famous Disc Connected Canines, 

musical entertainment, children’s activi-

ties and more amid retail, arts & crafts 

and food booths. Musical headliners fol-

low balloon flights, glows and tethered 

rides (weather permitting) on Friday and 

Saturday nights. There is no cost to watch 

the balloons fly! 

For complete information on this 

great family event, go to 

www.gulfcoastballoonfestival.com

May 1 & 2, 2020

U
P
U
P
&
A
W
A
Y Gulf Coast Hot Air Balloon Festival
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Mobile

Long known as the cultural cen-
ter of the Gulf Coast, the City of 
Mobile is a melting pot of col-
orful characters, long-standing 

traditions and 300 years of history. With 
mouthwatering coastal cuisine, histor-
ic sites and unique festivals, Mobilians 
and its visitors were born to celebrate! 
As the home of America’s original Mardi 

Gras, Mobile takes having fun serious-
ly. Each year before Lent begins festive 
floats and bands roll through the streets 
of downtown Mobile while revelers toss 
trinkets and Moon Pies to thousands of 
spectators. When you’re ready for quieter 
times, visit historic neighborhoods lined 
with moss-draped oak trees or paddle 
away on the Mobile Delta

The South of every country is 
different, and the south of every 

South is even more so. I come from 
that stretch of Gulf Coast South 

which is another kingdom. Mobile 
is a Separate Kingdom. We are 

not North America; we are North 
Haiti. Because we are so different 
from the rest of the United States. 
The spirit is closer to the Caribe 
than it is even to Montgomery. 

You’ve got pirates and drama and 
Carnival and fishing fleets and 

smuggling and so many different 
skies and thunderstorms, like this 

constantly changing pageant in the 
background. It’s another country. 

And that’s where I come from. 
-Eugene Walter, Milking the Moon

Mobile, the Azalea City Charms in Every Season



DIGITAL AND SOCIAL:
ALABAMACOASTING.COM

DISCOVER COASTAL ALABAMA 

Magazine has prominent 

positioning on the site as a full 

digital publication – as well as on 

VISITCOASTALALABAMA.ORG, 

the primary digital platform for the 

communities of 

COASTAL ALABAMA.

In addition to our own Facebook, Instagram, and 

Twitter platforms, Alabama Coasting has partnered 

with local digital marketing firms to enhance our 

ability to deliver a full menu of services to our 

advertising partners. 

Their capabilities include website design, SEO, social 

media marketing and video production. 

–––––––––––––––––

We also offer a white-label online ticketing platform 

and a portfolio of digital promotion tools 

that can be customized for each partner.

Discover Coastal Alabama Magazine 

and all of our publications are produced 

in a fully mobilized digital edition with 

hyperlinks imbedded throughout. 



DISTRIBUTION, MARKET 
AND READERSHIP

Discover Coastal Alabama Magazine is produced 4 
times a year  with 10,000 copies distributed as follows:
Approximately 50% of the magazines is distributed in the visitor/tourist markets 

of Mobile and Baldwin Counties – such as hotels, condos, tourist information 
centers, and the Alabama Welcome Centers. 

–––––––––––––––––
An additional 35% of the magazines reach active locals in the community through 

local Chambers of Commerce, select venues and high-traffic area businesses.
–––––––––––––––––

Distribution for the remaining 15% focuses on targeted regional initiatives 
– direct mail to community leaders, legislators, and government officials 

throughout the Alabama – as well as in conjunction with Alabama Coasting 
produced events across the region

Discover Coastal Alabama Magazine helps you reach:
The 10 million-plus visitors that come to Mobile and Baldwin Counties each 

year. In 2019, visitors to Gulf Coast Alabama spent over $6.6 BILLION on dining, 
entertainment, and retail.* 

–––––––––––––––––
Through our targeted distribution and multi-media platforms, the active locals 

among the more than 600,000 that call Coastal Alabama home.
–––––––––––––––––

Monthly visitor readership exceeds 75,000 while local readership is an 
additional 22,000.
–––––––––––––––––

The age range of our readers is 34-55 and is slightly more male than female.

*Source: Alabama Bureau of Tourism. Smith Travel Research.



CONTACTS:
David Calametti • 251-623-1751

David@alabamacoasting.com

Danny Calametti • 832-435-3976
Danny@alabamacoasting.com

PRINT ADVERTISING REQUIREMENTS ADDITIONAL PRODUCTS & SERVICES

CUSTOMIZED DIGITAL MARKETING SERVICES 
INCLUDING: 

• SOCIAL MEDIA MARKETING 

• DIGITAL DISPLAY ADS 

• SPECIALTY ADVERTISING CHANNELS 

• SEO AND WEBSITE DEVELOPMENT AND 

MANAGEMENT

• REPUTATION AND LISTING MANAGEMENT

EVENT AND MARKETING SERVICES INCLUDING:

• CONCEPT DEVELOPMENT, EVENT PROMOTION 
AND PRODUCTION

• MARKETING AND BUSINESS DEVELOPMENT 
STRATEGIES

• GRAPHIC DESIGN AND PRODUCTION

• VIDEO AND PODCAST PRODUCTION

Half Page Vertical:
3.6875” x 10.125”

Third Page Vertical:
2.375” x 10.125”

Full Page Ad - No Bleed:
7.625” x 10.125”

Full Page Ad With Bleed: 
9.375” x 11.875
Trim Size: 8.375” x 10.875”
Live Area Size: 7.625” x 10.125”

Half Page Horizontal:
7.625” x 4.9375”

Third Page Square:
5” x 5”

Sixth Page Vertical:
2.375” x 5”

AMPLIFY YOUR BRAND • ENGAGE YOUR MARKET • PROMOTE YOUR BUSINESS

This Branding Bundle is designed to create maximum visibility 
for your business, reaching visitors and active locals throughout 
the Alabama Coast. It makes use of all our print, digital, and 
social media channels and communities to help you connect to 
your market.

INCLUDES: 
•  Full color ad in both the print and digital issues of 
 Discover Coastal Alabama Magazine
•  Inclusion in our digital communities
•  Enhanced business listing in the magazine 
•  Hotlinks to your website within the digital issue and from 
 our digital platform
• Promotion as part of our topical E-Blast and through 
 our social media networks.

AD SIZE .................................ANNUAL (4X) .........6 MONTH (2X) ......... 3 MONTH (1X)
FULL PAGE ...........................$7,200 .......................$4,800$ ...................... 3,000
Rate per issue ........................$1,800 .......................$2,400

HALF PAGE ...........................$5,600 .......................$3,800......................... $2,400
Rate per issue ........................$1,400 .......................$1,900

THIRD PAGE ........................$4,400 .......................$2,900......................... $1,900
Rate per issue ........................$1,100 .......................$1,450

SIXTH PAGE .........................$3,200 .......................$2,200......................... $1,400
Rate per issue ........................$800 ..........................$1,100

DIRECTORY LISTING ........$1,400 .......................$1,000......................... N/A
Up to 35 words including address info

OUTSIDE BACK COVER – plus 30%   •   INSIDE COVERS – plus 20%



PRINT MEDIA MATTERS
Print media is not going away anytime soon. Sure news and daily headlines have, for the most 

part, gone digital, but people still read magazines. Yes, people still read magazines. In fact, most 
people who read online also read magazines in print, and those could end up being some of your 

best customers. Of the three categories of readers—those who read in print and online, those who 
read only in print and those who read only online—print-digital readers have the highest average 
income, followed by print-only. Online-only readers have the lowest average income of the group. 

But – why print?  
Print is a better experience

Grab a magazine and flip through its pages. Can’t you feel the sensation created when your fingers touch the images… 
when your eyes catch sight of the vibrant coastal scene or delicious plate of food. Print is beautiful. Readers want to 
touch and feel your message. No electronic media can offer the tangible and tactile dimension that print provides. 
The Internet is noisy. Any given page may have dozens of links, ads, calls to action, and choices competing for your 
attention. Content in magazines like Discover Coastal Alabama is constructed intentionally to support its theme 
and ads are part of that because they align with the rest of the content. They add to the magazine’s value rather than 
serve as an interruption. (You finish reading a story about Alabama Seafood and turn the page to see a restaurant ad 
featuring grilled oysters.)

Print Offers Better Engagement 
Unlike ads on Facebook or Google, print ads don’t disappear the minute you click to a new screen. People hold on to 
magazines and share them. In hotels and waiting rooms, multiple readers enjoy the same content (and your ad) over 
weeks and months. The American Marketing Association says that print ads have more value because of print’s longer 
shelf life and higher potential for reverberations beyond the initial reader.
The way someone consumes print is different than the way it works in digital. One of the biggest differences is that 
print ads become part of the reader experience, rather than serving someone with an intrusive pop-up ad. Print 
readers also don’t typically multi-task, like they do when they’re quickly surfing the web or checking their social 
media accounts. As a result, they’re much more engaged and receptive to a print ad.

Print is a trusted medium 
Consumers trust print media above all other types of media, including digital news outlets and social media 
platforms. Print also has a strong credibility factor: consumers trust print ads in much larger numbers (71 percent) 
than they trust TV (41 percent) or online advertising (just 25 percent).
The staying power of print gives print advertisers an aura of strength and solidity. People view print advertisers as 
more trustworthy than those in digital formats, who seem fleeting.
Print and digital advertising each bring value to a marketing campaign. However, we believe that our multimedia 
approach helps our partners maximize results. 
Increased brand awareness –Through including both types in your marketing campaign, you’re augmenting your 
channels and differentiating the ways to reach specific audiences with your key messages—which lead to increased 
brand awareness.
Broader audience reach – Expanding your advertising efforts beyond only print or only digital gives you a broader 
audience reach. Each medium has its own distinct audience profile. It’s no surprise that digital channels capture a 
younger audience, while print appeals to an older demographic. 
Amplified calls to action – Print ads can drive digital marketing efforts, by including calls to action such as website 
addresses, social media URL, QR codes and hashtags. Using this approach, you can easily track the results of your 
print ad campaigns. You also will be extending your audience reach and exposure to your digital marketing channels. 

People are 70 percent more likely to recall your brand after seeing it in a print ad than a digital ad. 
Consumers trust print ads 34% more than they trust search engine ads. 


