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WHERE GUESTBOOK®  SAN DIEGO

The Soul of the City

Written with affluent travelers in  
mind, Where GuestBook® is an annual, 
in-room, museum-quality coffee table 
book that readers are compelled to 
pick up and linger over—timely yet 
timeless, elegant, poetic and reflective 
of the soul and spirit of the city they 
are visiting. Through stunning pho-
tography, insightful essays, exclusive 
celebrity interviews and neighborhood 
profiles, Where GuestBook introduces 
visitors to the essence of the city.

DISTRIBUTION & READERSHIP

Available in 34 cities throughout the 
U.S., and in Asia, Where GuestBook  
is distributed exclusively in-room at 
high-end 3-, 4- and 5-star hotels. 
Where GuestBook San Diego is  
distributed in 17,840 premier hotel 
guest rooms with annual readership 
of more than 2 million.*

*Source: 2008 Where GuestBook® Readership Study, MMR 
(Monroe Mendelsohn Research), Custom Media Research

UNIQUE TO WHERE GUESTBOOK®

• Exclusively, in-room hotel book
• Serving hotel guests for 78 years
• Published in 34 cities 
• Read by the guests of 17,840 
 San Diego hotel rooms 
• Annual readership of more than  
 2 million
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WELCOME TO SAN DIEGO



Where GuestBook®. 

Written with affluent 

travelers in mind, 

Where GuestBook®  

is an annual, 

museum-quality 

coffee-table book that 

delights readers with 

a savvy, insider’s view 

and a modern,  

eye-catching look, and 

is distributed exclu-

sively in-room  

at 17,840 premier 

hotel rooms. 

Featuring stunning 

photography, insightful 

essays, exclusive 

celebrity interviews 

and neighborhood 

profiles, Where 

GuestBook introduces 

visitors to the essence 

of the city. While 

the look is timeless, 

it’s also timely: 

Advertisers can update 

their message on 

WhereSD.com.

The essence of SAN DIEGO
WHERE GUESTBOOK® SAN DIEGO

The traveler. The hotel guest. In their hotel 
room. Out on the town. Where GuestBook® 
guides them throughout their stay and 
along the way. We bring the sights.  
The sounds. The tastes. The culture.  
The shops. The neighborhoods. The art.  
The fun. The city. Where GuestBook.

In Every Edition

FIRST LOOK  
A brief, visual overview of the city  
and its top attractions. From must-see 
landmarks to hidden local treasures, 
this eclectic lineup showcases the area’s 
unique character.

FEATURES  

Gorgeous photography, thoughtful  
articles, insightful essays and celebrity 
interviews encapsulate the essence of the 
city, engaging readers who know it well 
and those who are experiencing it for the 
first time. 

NEIGHBORHOODS  

Covering the quintessential and the  
colorful, these pages provide an overview 
of the city’s principal neighborhoods.

LISTINGS  

A well-edited roundup of the city’s best 
shopping, dining, entertainment, tours, 
museums, attractions and more. Timely 
sidebars and a comprehensive collec-
tion of listings give readers the practical 
information they need to make the most 
of their time in the city.

Serving hotel guests for 
78 years,  

Where GuestBook  
is distributed  

exclusively in-room at  
a select collection  
of upscale hotels. 

Available in 34 cities 
throughout the U.S.,   
and in Hong Kong.
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TAKEOFF
READY FOR     

LEFT: TAXONOMY OF A 

CLOUD OVERLOOKING 

THE SUNSET COVE 

CONCESSIONS AREA. 

RIGHT: TERMINAL 2’S 

GLEAMING NEW 

GLASS EXTERIOR. 

FOLLOWING A NEARLY $1 BILLION “GREEN BUILD” 
EXPANSION, SAN DIEGO INTERNATIONAL

 AIRPORT BECOMES THE WORLD’S
 FIRST LEED PLATINUM COMMERCIAL

 AIRPORT AND AN ARCHITECTURAL 
MARVEL.  BY SARAH DAOUST
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Demographic Profile
WHERE GUESTBOOK®

Reader Demographics
Gender 
Male 49.9% 
Female 50.1%

Average Age 49.6

Marital Status
Married  77.5%
Unmarried* 22.5% 
*single, partnered, separated, widowed, divorced

Affluence MMR Index

Average Household Income $238,000     151
Average Household Net Worth $1,441,000      N/A
Average Savings & Investment Portfolio $956,000      N/A

Education and Employment MMR Index

Graduated College+  75.5%     135
Post-Graduate Study/Degree  46.7%      221
Professional/Managerial Employment 67.1%     123

Reader Engagement
 • 98.7% of readers obtain the book in-room
 • Readers spend an average of 42 minutes, in total,  
    enjoying Where GuestBook.
 • More than half of Where GuestBook readers are  
    repeat readers.
 • Readers refer to the book 3.1 times during their trip.
 • Readers take action as a direct result of reading  
      Where GuestBook.

*Source: 2008 Where GuestBook Readership Study,  
  MMR (Monroe Mendelsohn Research), Custom Media Research
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the batteries. The AC motor is zero emission, maintenance-free and warranty-
protected, containing only one moving part. It also features tons of torque and 
double the horsepower of the original engine, offering instant acceleration.

“When you lift up the hood, it’s important for the motor compartment to 
be badass, so everything looks clean and high performance,” explains David. 
“The wiring, which isn’t very sexy, gets hidden underneath.” 

The presentation is professional and stylish enough to convince the most 
skeptical of gear heads, leaving only a few orange cables in sight. Under the 
front hood, which normally houses the fuel tank, a custom box is installed to 
store the lithium phosphate batteries. Subtle modifications include LED bulbs 
in the headlamps and back-up lights in place of the twin tailpipes. Nothing is 
cut or welded, and no tubes or panels are added; in fact, the Zelectric aesthetic 
stays remarkably true to stock. Even a rebuilt manual transmission is retained, 
which is rare for an electric vehicle. The clutch is used sparingly, however, and 
it can be driven mostly in third gear without shifting (although David loves to 
push it into fourth, especially to pass a Tesla).

While the interior features a few modern perks such as Bluetooth and 
a digital battery gauge, the seamless integration of components lends an 
impressive and unadulterated appearance. Zelectric’s non-invasive approach 
retains the integrity of the vehicle and its value among auto enthusiasts. The 

price point is $45,000, which is quite reasonable considering the competition. 
Smart Cars are $20,000 toys in comparison. The Nissan Leaf is 1,000 pounds 
heavier and looks like an appliance, retailing for around $30,000. The new 
BMW i3 goes for upwards of $40,000, and Tesla starts at $75,000. The market 
for hybrid and electric vehicles is rapidly expanding as the cost of gas increases. 

There are currently 500 charging stations around San Diego and a smart 
phone app specifying each location. Most electric car owners prefer to power 
up at home. Zelectric bugs have a range of 80-100 miles on a full charge. And 
they are granted HOV lane access and even qualify for special utility rates.

“It’s like plugging in your cell phone at night,” says David, who also carries 
a portable charger that acts like an extension cord with a computer attached.  
“It’s nice to have AAA in case of emergency, but that’s true with any vehicle.”

VW is surprisingly supportive of Zelectric despite the corporation’s 
touchiness about its branding. The red prototype was displayed at a 
Volkswagen dealership in San Juan Capistrano, Calif., as part of a weeklong 
promotion in May 2014. Soon, David hopes to make additional bugs available 
for purchase. Down the road, Zelectric plans to open its own shop and offer 
custom conversions, branching out to other rear engine air-cooled cars like the 
VW Microbus and Porsche 911. Fuel up on the latest at zelectricmotors.com.

It’s curvy, cute and a touch geeky in the coolest way possible. From Herbie
to slug bug, the Volkswagen Beetle has been adored by Americans for 
generations. Developed by Dr. Ferdinand Porsche in 1935, bugs grew popular 
overseas despite political tension following World War II. Perhaps more than 
any other automobile, the Beetle bridges cultural limitations and evokes 
nostalgia. 

David Bernardo, a self-described “retro futurist,” is a lifelong Beetle maniac 
like so many others. His fascination can be traced back decades through a fleet 
of vintage VW vehicles. Years ago he decided to make an unusual modification 
to his 1963 ragtop. 

“What if I was 20 years old and I could do anything?” he asked himself. 
“I’ve always had this love affair with Volkswagen, and I wanted to do 
something that can start small and grow naturally.”

After moving to South Carolina for 10 years, where Bernardo established 
his own advertising agency, he and his wife Bonnie returned to the West Coast 
in November 2011, settling down in Ocean Beach. A year later, they were 
teaming up with EV West in San Marcos to realize the dream of a 100-percent-
electric bug. Nearly silent and seemingly effortless, the cherry-red prototype 
zips around Sunset Cliffs. Climbing steep hills with ease, the grumbling of a 
typical Beetle is nowhere to be heard. Due to its otherwise classic appearance, 
David and Bonnie turn heads wherever they go.

The entrepreneurial couple met 30 years ago working together in the Bay 
Area. They later started their own creative agency dealing largely in the tech 
industry, representing such software giants as Microsoft and Hewlett-Packard. 
Their company Zelectric Motors is earning international press and significant 
online visibility, which can be attributed to the Bernardos’ business experience 
and marketing savvy.

“We put out the idea of an electric bug on social media, and the response 
has been amazing,” remarks Bonnie. “We have close to 30,000 followers on 
Facebook and Twitter [as of May 2014].”

With the success of the prototype in place, they began searching for other 
restored Beetles to convert into lightning bugs. The first is a black 1966 sedan 
featuring a sleek design and beautiful finish. The soon-to-be-sold modified 
coupe won “Best in Class” at the La Jolla Motor Car Classic. Another bug 
was cast in a reality show called Rods N Wheels on the Discovery Channel. 
The silver 1959 ragtop was converted into a racy electric drivetrain and used 
in the filming of the episode. “We got a lot of mileage about that appearance,” 
admits Bonnie. “It helped raise awareness about the concept.”

The fact is that classic cars are notoriously fussy, and the upkeep is often 
burdensome. Fortunately, Beetles are relatively inexpensive to fix. Furthermore, 
the parts are readily available and actively manufactured. The Bernardos’ bugs 
are highly collectible and lightweight despite the increased load, primarily from 

LIGHTNING   BUG ZELECTRIC MOTORS REINVENTS THE WHEEL.  BY DEREK SHAW
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Visitors Outnumber Residents 10:1

33.1 MILLION
VISITORS

3.1 MILLION 
RESIDENTS

SAN DIEGO is one of the leading visitor 
destinations in the U.S. Every year,  
33.1 million travelers spend more than 
$9.2 billion in SAN DIEGO.

vs. 
Compare...

SAN DIEGO VISITORS 
Population of 33.1 million

Spend $9.2 billion a year

Dine out for every meal

Shop 365 days a year

Attend a show, attraction, etc.,  
every day

SAN DIEGO RESIDENTS 
Population of 3.1 million 

Have a set budget

May dine out once a week

May shop twice a month

May attend a show, attraction,  
etc., once a month

30 MIL

1 MIL

Total Annual Visitor 
Expenditures

Accommodations: $2.4 billion

Dining Out: $1.8 billion

Shopping: $1.2 billion

Entertainment: $775 million

Shopping: $1.2 billion

Source: 2014 San Diego County Visitor Profile Study,  
CIC Research, Inc.; 2010 U.S. Census.

Accommodations 

36.5%

Food & Beverage: 

25%

Entertainment 

17%

Shopping

12%

Transportation

5%

Accommodations 

28%

Dining Out 

22%

Shopping

14%
Entertainment

10%
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WHERE GUESTBOOK® SAN DIEGO
Reaching over 2 million readers annually and distributed in 17,840 hotel rooms.

Distribution
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after three decades of traveling the globe in 
search of the perfect wave, I’ve come to appreciate 
San Diego as the most desirable city to live in the 
world. It has the perfect combination of urban and 
surf lifestyle, and for me as a photographer, 
it is an endless subject. Having grown up 
here, I’ve seen San Diego change in so 
many ways. I don’t think I’ve ever been 
more inspired by this city, which has grown up 
beautifully around the water—connecting our surf 
culture with our urban lifestyle. San Diego is truly 
a water city. The photos I present here reveal the 

interconnectivity between not only the ocean and 
the city but also San Diego Bay and Mission Bay—
they are cross sections of beach and city life that 
intersect. They are also feelings of what it’s like 

in a moment of my day, from watching a 
wave travel to shore and shooting it before 
it breaks—capturing the tonalities of the 
blues and the reflection on the sand—to 

a day in my life downtown at my new gallery at 
The Headquarters at Seaport District. I’m forever 
surrounded by modern beauty that points to the 
sky and a wide-open ocean, always beckoning. 

WRITTEN & 
PHOTOGRAPHED BY 

AARON CHANG MARKS
THE LIP OF A WAVE 

IN SOLANA BEACH 

LAUNCHING OVER THE 

CAMERA AT SUNSET.MARKS
WATER  
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Proudly distributed at these locations:
Andaz San Diego
Bahia Resort Hotel
Catamaran Hotel and Spa
Coronado Island Marriott Resort & Spa
Del Mar Motel on the Beach
Doubletree by Hilton San Diego Del Mar
Doubletree by Hilton San Diego Mission Valley
Fairfield Inn & Suites San Diego Old Town
Glorietta Bay Inn
Grand Pacific Palisades Resort & Hotel
The Grande Colonial
Hacienda Hotel Old Town San Diego
Hilton San Diego Bayfront
Hilton La Jolla Torrey Pines
Hilton San Diego/Del Mar
Hilton San Diego Gaslamp Quarter
Hilton San Diego Mission Valley
Hilton San Diego Resort and Spa

Hotel Del Coronado
Hotel La Jolla
Hotel Solamar San Diego
Humphreys Half Moon Inn and Suites
Hyatt Regency La Jolla
Hyatt Regency Mission Bay Spa and Marina
The Inn at Rancho Santa Fe
The Keating Hotel
L’Auberge Del Mar
La Jolla Beach & Tennis Club
La Jolla Shores Hotel
La Valencia Hotel
Loews Coronado Bay Resort
Manchester Grand Hyatt San Diego
Omni La Costa Resort and Spa
Omni San Diego Hotel
Paradise Point
Pantai Inn
Rancho Bernardo Inn

Rancho Valencia Resort & Spa
San Diego Marriott Del Mar
San Diego Marriott Gaslamp Quarter
San Diego Marriott Marquis & Marina
San Diego Marriott La Jolla
San Diego Marriott Mission Valley
Sheraton Carlsbad Resort & Spa
Sheraton La Jolla Hotel
Sheraton San Diego Hotel & Marina
The Pearl Hotel
The Sofia Hotel
The US Grant
The Westgate Hotel
The Westin San Diego Gaslamp Quarter
The Westin San Diego
Tower 23
Winners Circle Beach and Tennis Club
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Ad Rates and Sizes: Display & Formatted Ads
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BAREBONES SPECIFICATIONS
Colors: CMYK process only
Fonts: Use ONLY PostScript Type1 or OpenType (or create outlines of all 
text)
Files: We prefer PDF/x1a when properly created from files that conform 
to our specifications. You must include crop marks to ensure proper place-
ment. We can accept native files InDesign, with Photoshop (bitmap) and  
Illustrator (vector) images. 

Delivery: DVD, CDR or FTP (e-mail available if 10MB or less. See back for 
addresses.)

FTP Address: ftpwhere.dyndns.org
User ID: advertiser
Password: audience

Live Area: All critical matter must be kept within the nonbleed live area 
dimension. Add 1/2" on each side of center line of spine for safety mar-
gin. Ads not conforming to the above dimensions will be modified to fit 
the appropriate space at the advertiser’s expense.

UNIT TRIM BLEED* NON-BLEED 

2 Pg. Spread** 20" x 10" 20 1/4" x 10 1/4" 19" x 9"

Full Page 10" x 10" 10 1/4" x 10 1/4"  9" x 9"

Back Cover  9 3/4" x 10 1/4" 11 1/2" x 11 3/4" 9 1/4" x 9 3/4"

1/2 Vertical 4 1/8" x 8 5/8" 

1/4 Vertical 2" x 8 5/8"

1/4 Square 4 1/8" x 4 1/4"
1/8 = .125
1/4 = .25
1/2 = .5

5/8 = .625
3/4 = .75
7/8 = .875

USEFUL MEASUREMENTS:

**Bleed safety: Keep all live matter 1/4” from the trim size on all four sides.
**Add 1/2” on each side of center line of spine for safety margin. 

All ads must conform to the above dimensions. If they do not, the ad will be 
modified to fit the appropriate space at the advertiser’s expense.

1/4 Square
4 1/8" x 4 1/4"

1/4 
Vertical

2"
x

8 5/8"

1/2 Vertical
4 1/8" x 8 5/8"

1/4 Square
4 1/8" x 4 1/4"

2015 SOUTHERN CALIFORNIA PRODUCTION SCHEDULE

  Space Reservation Material Due Publication Date

San Diego ...................... May 22 .............................May 29 .............................. July 31

Orange County .............. July 31 .............................August 7 ........................... October 2

Los Angeles ................... November 2 .....................November 9 ...................... January 8, 2016

Note: See Technical Information on back for further instructions. 
For production questions call Dawn Kiko Cheng at 310.280.2880.
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Technical Information
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    MECHANICAL  REQUIREMENTS
 •  Where® is produced in accordance with accepted standards for web offset printing (SWOP), 

using 4/C process inks (CMYK). Please refer to these standards for more information.

• No film will be accepted.

• Final digital ads must be created using one or more of the following software programs 
only: Adobe InDesign, PhotoShop or Illustrator CS6 or lower and QuarkXpress 8 or lower. 
Pagemaker, Freehand or Publisher will NOT be accepted.

• PDFs will not be accepted unless supplied by an accredited agency or in PDF/x1-a format 
and you must include crop marks to ensure proper placement.   

•  Ads must be submitted on CD, DVD or via FTP and must be accompanied by the following:

• Screen and printer fonts used (fonts will be deleted after use). Use only PostScript  
 Type 1 or Open Type fonts or convert all text to outlines. 

• High-resolution (300dpi/133lpi) image files in CMYK, TIFF or EPS formats. If running  
 a color ad, color-corrected proof with color composition indicated; an Iris,   
 Kodak  Approval, Matchprint, Spectrum or 3M Rainbow proof must accompany   
 the disk. Inkjet and bubble jet color printouts are for color placement only as the  
 representations are not true colors (i.e. they cannot be achieved in process printing).  
 Where® takes no responsibility for color accuracy when only inkjet/bubble jet   
 printouts are provided. If running a black and white ad, an accurate b/w laser copy  
 must be provided.    

• Check that all colors used are 4/C process colors (CMYK). No Pantone, RGB, or Lab Color.

• Check line screen is set to 150 lines per inch, use 300ppi for continuous tone at final size. 

• Check that the maximum total ink coverage does not exceed 280%.

• Check plate resolution is 2400ppi, use 1000ppi min. linework.

• Minimize the number of steps used to create a gradation or blend.

• Check bleed safety. Keep all live matter 1/4” from the trim size on all four sides. 

• Add 1/2” on each side of center line of spine for safety margin. 

• All ads must conform to the spec sheet dimensions. If they do not, the ad will be modified 
to fit the appropriate space at the advertiser’s expense.

• Files must be self-extracting archives (Stuffit or Zip) if compression software is used.

GENERAL  INFORMATION
 SCMG is not responsible for nor guarantees the accuracy or reproduction quality of materials 
which do not meet these specifications. Changes to supplied material will be made by the 
publisher only on written instructions from agency or client, and such changes must be 
received at least 30 days prior to cover date. SCMG assumes no responsibility for errors and 
omissions resulting from changes. SCMG endeavors to comply with all advertiser’s changes. 
However, the publication cannot be responsible for additional copy/design changes to client-
approved final proofs at the blueline stage.

SHIPPING  INFORMATION
ALL MATERIALS MUST BE RECEIVED ON OR  
BEFORE  ISSUE CLOSING DATE.

e-Mail ads to:
ads@wherela.com

FTP delivery for ads over 10MB:
Address: ftpwhere.dyndns.org
User ID: advertiser
Password: audience

Or mail to: 
Southern California Media Group
Production Department
3679 Motor Avenue, Suite 300
San Diego, CA 90034

CANCELLATIONS
 Cancellations not received in writing prior  
to the space reservation date will not be  
accepted. Advertisers not completing contract  
schedule are subject to short rate.

WEB ADDRESS

Be sure  
to include your  
Web address  

in your  
ad creative.  

Online editions will include 
your ad exactly as it appears 
in print, but for us to legally 
link the ad to your Web site, 

your Web address must  
be included in the ad.


