
Engagement that inspires 
conversations and consumers

Taste of Home drives word-of-mouth like no 
other brand, with user-generated content that 
creates powerful engagement, trust and action 
among 53+ million consumers. 

Deep branD connections
• 90,000+ consumer content submissions each year 
• 1,200+ volunteer Field Editors who contribute editorial,

generate press
• 300,000+ paid attendees at the Taste of Home 

Cooking Schools 
• 490,000+ posts to TasteofHome.com’s 50+ forums, 

groups and blogs
• 6+ million opt-in e-newsletter subscriptions

category-leaDing engagement 

IN PrINt
Among 119 measured magazines, Taste of Home leads 
Affinity/VISTA print norms 

• #1 among all titles for Consider Purchasing 
Product/Service at 29%

• #1 among all titles for Purchased Product/Service 
at 25%

At retAIl   
• Newsstand Special price points up to $12.99 
• $72.6 million spend on branded products 

ONlINe 
 • 925,000+ opt-in members on TasteofHome.com
 • top 5 of 20top 5 of 20t  highest trafficked food sites for 

repeat visitors

At eveNts
 • 94% talk about the Cooking Schools to 4+ people 
 • 75% are more likely to buy/try the products used

Deep branD connections

The world’s  
#1 food & entertaining 

brand 

12.6.10



Scale that moves markets

Drive unprecedented engagement with America’s #1 food & entertaining brand 
Contact your local sales representative or Mary Gilbert, Advertising Director, 

 at 646-293-6079 or Mary_Gilbert@rd.com 

Sources: MRI Spring 2010, Publisher’s estimate, Target: Women 25-54; Internal sales data; comScore October 2010; Strongmail October 2010; Facebook/Twitter numbers as of 11/29; 
January-July 2010 Affinity/VISTA norms, TOH VISTA norms based on February-September 2010

taste of Home
• 11th largest of all consumer magazines
• #1 food and entertaining magazine – 
   16+ million readers each issue
• Now published 7x each year

HealtHy cooking
• Sister publication reaching 3,125,000+ readers 
• 2011 rate base increase to 625,000
• Published 6x each year

special interest pUblications
• 50+ best-selling seasonal titles 
• 30+ million products sold in 2009
• #1 at retail – including grocery, Walmart

tasteofHome.com 
• top 20top 20t  food site out of 300+ 
• 2.8+ million monthly unique visitors

social meDia 
• 120,000+ fans and followers on Facebook 
   and Twitter - #1 in the category
• New blog: Love & Homemade Recipes

cooking scHools 
• 400+ million impressions each year across 
   event, PR, print and digital assets
• 300+ events nationwide

HealtHy cooking

special interest pUblications

tasteofHome.com tasteofHome.com t

social meDia 

cooking scHools 

moving yoUr key consUmer

Taste of Home has #1 reach among Food and Lifestyle 
titles against critical targets:
• Moms: 5.2+ million have kids in the household
• Health/wellness enthusiasts: 6.9+ million are looking 

for new ways to live healthier
• Home improvers: 3.4+ million made home improvements 

in the past year
• entertainers: 4.2+ million entertain at home at least 

1x/month 
• Quality-seekers: 5.9+ million buy based on quality 

not price




