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Who We Are:
A JEWISH BRIDAL MAGAZINE

Published quarterly, Mazel Bride is a magazine whose target readers are the
Jewish bride and groom, their parents, and wedding professionals. What makes
Mazel Bride different from many other wedding publications is its content: Inspiring
and intriguing editorials, beautiful photography, and invaluable contributions from
accomplished wedding  professionals  shape this unique and fresh publication.

The vision of Mazel Bride is to introduce a mainstream publication that focuses
on the Jewish wedding environment and culture. We strive to have as our
readers a variety of Jewish people of divergent backgrounds and affiliations.
Mazel Bride’s goal is to facilitate the teaching of how Jewish traditions can, and
do, interface with the 21st century. With a low advertising ratio compared to
many other wedding magazines, Mazel Bride’s feature articles are intended to
intrigue and interest the educated and inquisitive reader.

It’s unique yet broad appeal makes Mazel Bride exceptional. It is stylish, diverse,
contemporary, and thought provoking. Contributing writers explore new ideas
and trends in the Jewish world of weddings, both secular and religious. Issues will
include content and information from writers in both the United States and Israel.

Distinct from other publications, Mazel Bride’s focus is the Jewish wedding:
preparations leading up to it, the ceremony, and married life following it. Mazel
(or mazal) which means luck in Hebrew, can be defined as “to prosper through
good fortune.” The ultimate hope of Mazel Bride is that every new bride will be
a lucky, or mazel bride.

CIRCULATION AND DISTRIBUTION

Mazel Bride will display your advertisement to your prime audience in several ways:

• Mazel Bride will target an estimated 75,000 readers through an aggressive
distribution campaign comprised of paid subscriptions, retail presence and a
2.5 times pass-along rate.

• Mazel Bride will be physically distributed in major Jewish communities, and be
available nationwide through subscription.

• Mazel Bride will advertise in selected Jewish and non-Jewish media such as
newspapers, magazines, radio and Internet.

• Mazel Bride will be promoted at various Jewish functions, bridal shows, and
singles events.

• Mazel Bride will be distributed to select beauty salons, spas, bridal stores and
other bridal industry providers.

• Mazel Bride will be distributed to select colleges, law schools, seminaries,
synagogues, and community centers.
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PRIME ADVERTISING AUDIENCE

In our magazine, advertisers will be able to reach an audience whose income
and purchasing power are above the average. We expect our rich content to
keep readers glued to our pages – this means they will spend more time seeing
your advertisement. The following statistics help illustrate these points.

Our Readers:

NOTE: Statistics and demographics are compiled from a variety of proprietary and published sources, such as United Jewish Communities
Report Series on the National Jewish Population Survey 2000-01, American Demographics, Bride's Magazine,  Jewelers' Circular Keystone,
MarketResearch.com, National Center for Health Statistics, The Knot,  U.S. Census Bureau, etc. as well as private Internet and phone surveys.

• According to a recent survey, the average Jewish wedding has
expenditures of more than double the national average of $22,360

THE AVERAGE JEWISH ADULT

• 81% attend or have attended college

• 38% have a postgraduate degree

• 75% read media, books or use
Internet to access Jewish content

• 72% maintain some level of
Jewish ritual observance

• 52% have traveled to Israel

• 54% donate to a Jewish charity

• 86% participate in sports

• 67% use cellular phones

• 72% own a home computer

• 75% have travel plans

• 94% have credit cards and/or
above average credit

• 34% Jewish families earn 100K+ HHI

• 66% Jewish families own their home

THE U.S. BRIDAL MARKET

• $72 billion yearly spent on weddings

• 2.3 million weddings a year
nationwide

• Average wedding costs $22,360

• Average attendance is 168 guests

• Average bride is 27 years old,
average groom is 29 years old

• 80% plan a formal wedding,
66% plan a religious ceremony

• Average engagement is 17 months

• Items couples plan to buy during their
first year of marriage:
47% acquire house or apartment
42% purchase insurance
32% purchase or lease automobiles
60% buy appliances or housewares
36% purchase fine crystal or china

• 93% of couples register for gifts

• 50% of brides register at 3+ places

• 74% of all brides receive a diamond
engagement ring

• 90% of couples buy wedding
party gifts

• 45% of weddings financed by multiple
parties (couple, parents, friends etc.)

• The bridal market accounts for
about 50% of the sterling silver
flatware and giftware purchases

• Bridal business is responsible for
about 21% of jewelry & watch sales

• Over 50% of all weddings plans are
derived from information provided
by the Internet and published
wedding magazines



Rates etc.

RATES AND SPECIFICATIONS

Ad Size Dimensions Rate 1x Rate4x
1/6 2.625 x 5.0625 $600 $550
1/3a 5 x 5.0625 $800 $700
1/3b 2.625 x 10.375 $800 $700
1/2 Page 8 x 5.0625 $1000 $900
2/3 Page 5 x 10.375 $1350 $1200
Full Page Bleed 8.75 x 11 (includes bleed) $1800 $1650
Inside Back Bleed 9 x 11.375 (includes bleed) $1900 $1750
Inside Cover Bleed 9 x 11.375 (includes bleed) $2000 $1850
Back Page Bleed 9 x 11.375 (includes bleed) $3600 $3450
*Final magazine trim size is 8.25 x 10.5

ADVERTISING SCHEDULE

Publication Date Ad Deadline
Summer (May ‘06) April 6, 2006
Fall (Aug ‘06) July 6, 2006
Winter (Nov ‘06) October 5, 2006
Spring (February ‘07) January 4, 2007

GENERAL INFORMATION

• All ads are in full color
• 50% of ad rate due up-front, remaining balance 15 days from issue date
• All ads must be submitted in CMYK with minimum 300 dpi resolution
• Graphic design services available upon request for an additional charge
• All ads must be approved for subject, content and design by Mazel Bride
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Rates are subject to change
 Mazel Bride is a
copyrighted publication
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Sample Content

Every wedding has its own fla-

vor and special memories, perhaps all

the more so for Jewish weddings con-

ducted in a variety of countries around

the world. Recently, eight San Diego

couples— all married outside the

United States—described another per-

sonal piece to the ongoing drama of

the Jewish experience.

Argentina

When the bride Ruth Naomi

Gater proceeded into the sanctuary of

Congregation Bet-El in Buenos Aires

on Dec. 24, 1967, she felt like the em-

bodiment of a new generation of Ar-

gentine Jewish women.Unlike her

mother’s wedding, which had been

conducted quietly in a rabbi’s study,

her wedding was being conducted

in a public place— a sign that Jews

were coming to feel more ac-

cepted in a country once known

for dictators and nazi

fugitives.Also, unlike her

mother, who had been presented

only with a ketubah signed by her

groom, this bride had herself partici-

pated in the signing of a marriage con-

tract. Ruth received a traditional

ketubah from her groom, the rabbini-

cal student Arnold Kopikis. In addi-

tion, the couple signed a ketubah in

which they gave written guarantees to

each other— symbolic of the chang-

ing status of Jewish women under

Argentina’s Masorti (Conservative)

movement pioneered by Rabbi

Marshall Meyers.” My great-grand-

mother immigrated to Argentina in

1885 with the first group who came

to the colony from Russia,” Ruth said.

“I could imagine how she got married;

I could picture the countryside in Ar-

gentina in the late 1880s on her wed-

ding day.” Three generations later, the

immigrant family had become middle

class. “I was born with the state of

Israel (in 1948) in a community that

was strongly Zionist. It w
as like the

golden age of the Jewish community:

the schools, the sports club. I had ev-

erything growing up.”Although she

had attended Jewish school in the eve-

nings, it was not until she began dat-

ing Arnold, her former tutor, that she

took great joy in the Jewish religion.

As the girlfriend of

a

student of Rabbi

Meyers, Ruth was invited to take ad-

vantage of the learning at the new

Conservative rabbinical seminary in

Argentina.” Marshall understood that

wives and girlfriends of students at the

seminary had to get involved,” she re-

called. “He sat with us and said we

were partners. We should study with

our boyfriends or our husbands. I

spent eight years studying at the semi-

nary.” In Argentina, the summer va-

cation begins in December, so Ruth

and Arnold chose Dec. 24 for their

wedding, when Arnold, then a princi-

pal of a Jewish high school, could get

time off. They forgot that, for most

Argentines, their wedding evening was

Christmas Eve. Try to find a caterer

on Christmas Eve in Buenos Aires.

“Dad had to pay double for every-

thing!” Ruth recalled. The day also

found Rabbi Meyers on one of his fre-

quent trips outside Buenos Aires. The

wedding was performed by Rabbi Jef-

frey Wohlberg, who is today senior

rabbi at Congregation Adas Israel in

Washington, D.C. Another memory:

Ruth loved orchids and dreamed of car-

rying a bouquet of them on her wed-

ding day. The problem was that these

beautiful flowers were out of

season in Argentina. Not

wanting to disappoint, her

father arranged to import

them from Colombia. Today,

Ruth Kopikis works at San

Diego’s Agency for Jewish

Education, while her husband,

Rabbi Arnold Kopikis, serves as

spiritual leader of Ner Tamid

Synagogue. They came to San

Diego via Mexico, where he had

served as a congregational rabbi.

Having officiated at many wed-

dings here in the United States,

Rabbi Kopikis notes at least one dif-

ference in customs between weddings

here and in Argentina. In Argentina, he

recalled, couples would invite the en-

tire community to their wedding and

share with them an after-ceremony

cocktail. Later, in the evening, a much

smaller circle of family and friends

would attend the reception. In the

United States, if one is invited to the

wedding ceremony, typically one also

is invited to the reception. The Gater-

Kopikis reception was held at the

Hebraica, a Jewish social center.

Jewish Wedding Stories

from 8 countries

San Diego Jewish Press-Heritage, May 23, 2003

By Donald H. Harrison

Ask a RabbiRabbi Edward Fox

 Lara from Atlanta asked:
“What is the meaning of
breaking the glass or light bulb
at the completion of a wedding
ceremony?”
Rabbi Fox answered:“Many things. It can represent

to the couple that life is not

always going to happy and
joyess. I also point out that by

sticking together, through the
hard times as well as the good

times, every couple part of
God’s plan and their marriage
will be stronger. Some rabbis
point out that the breaking of
the glass helps us remember
the Holy Temple which was
destroyed in the year 70c.e.”

Lisa from Chicago asked:
“I am getting married in
October and would like to
honor my 2 brothers-in law by
having them sign our ketubah.
I know that the 2 witnesses
can't be related to the bride or

groom. Does this restriction
apply only to a blood relative
or is the restriction also
applicable to those related by
marriage?”
Rabbi Fox answered:“The witnesses to a Ketubah

can not be blood relatives.
Brothers-in-law should be just
fine, but check with the rabbi

who will be performing the
ceremony.
 

Ben from New York asked:
“Dear Rabbi, My fiance and I

are getting married in an
orthodox wedding coming up
in the fall. I was wondering if

you could tell me the purpose
of the bride encircling the
groom 7 times under the
chuppah.
Rabbi Fox answered:Circling is the ritual walk

around the groom, taken by
the bride before going under

the huppah. The circles are
thought to protect the groom
from evil. It’s also a way for

the bride to symbolically bind
herself to the groom and begin
a new family circle.” 

Leah from Montreal asked:
“Dear Rabbi, My daughter will
be getting married next year
and I’ve recently heard about
a lovely new and modern
tradition. Instead of just the
groom breaking the glass the
bride also breaks her own
glass. This shows equality in
the relationship and
symbolizes that they are
entering this marriage
together. Have you heard of
this and can you please
comment.”
Rabbi Fox answered:“My only concern with this

new idea is that women’s
wedding shoes are not safe for

breaking glass. I have heard of

serious cuts occuring when
brides try to break a glass. I

prefer having the bride put her

foot on the groom’s and have
them break one glass in
common. It’s safer.

Sarah from New York
asked:
“What are the laws relating to
signing of the ketubah? Do the
signers have to be male? Do
the signers have to be Shomer

Shabbos? The bride and
groom are Conservative Jews
and attend an egalitarian
synagogue.”Rabbi Fox answered:“Traditionally those who sign

a Ketubah are Jewish males.
In addition they should not be
blood relatives. In a
Conservative setting they do
not have to Shomer Shabbat.


