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CityScene has the largest circulation and readership of any regional 
magazine reaching Central Ohio’s top demographic market.
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CityScene showcases Central Ohio arts, entertainment & style with a flair 
that appeals to a broad demographic, consistently engaging readers with 
compelling content about the performing and visual arts, shopping, dining, 

travel, health, lifestyle, attractions and events.

best value advertising 
cost/thousand

8-week shelf-life

9 issues per year

online/digital 
opportunities

largest circulation of 
any regional magazine 

in Central Ohio
50,000+ copies per issue.

180,000+ readers per issue.  
Mailed to homes valued 
$230,000 and up plus 

distribution to hotels 
and retail outlets

convergence marketing 

print magazine 

digital audience

arts partnerships

Supporting central Ohio’s visual
and performing arts since 1999

Also mailed to more than 3,500 doctor, realtor and dentist offices for added and repeat visibility

Connect:



Perfect Partnerships!

Strong partnerships with central Ohio arts & entertain-
ment groups support CityScene’s exclusive features 
with impressive images and interesting interviews.

Partnerships with civic and community organizations 
lead to BONUS distribution and branding opportuni-
ties at signature events: Dublin Irish Festival, New 
Albany Walking Classic, Taste of Upper Arlington, 
Taste of Grandview, The Memorial Tournament, 
Arnold Sports Festival and more! 

Special Sections!

In addition to the expected 
compelling content, this 
year CityScene Maga-
zine features more special 
sections than ever before: 
Health & Fitness, Spring 
Fashion, Travel, Parade 
of Homes, New 
Albany Walking Classic, 
Remodeling, and Fall Fashion.

It’s Digital!

Check out CityScene Magazine online or on your mo-
bile device. CityScene’s ever-growing digital audience 
connects through digital subscriptions, newsletters and 
social media sites. Look for CityScene Columbus on 
your favorite social media sites for a variety of digital- 
only content, contests and updates. CityScene is on 
the Scene, with engaging content connecting central 
Ohio’s affluent market with advertisers. 
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A Horse to Be 
Reckoned with
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Broadway play 
demonstrates astounding 

technical achievement
By Mackenzie Worrall
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A Horse to Be 
Reckoned with

W
hen it comes to visual specta-
cle, a production on the lev-
el of War Horse might come 
along only once in a decade.

Though the show, based on 
a 1982 children’s book by Michael Morpurgo, is a 
stage musical, it comes off more like a movie – so 
much so that, four years after it was adapted for 
the stage in 2007, Steven Spielberg adapted it 
into an Academy Award-nominated film.

The play, written by Nick Stafford and originally produced by 
the National Theatre in London, puts something on the stage that 
makes the production feel cinematic. The magic ingredient is not 
difficult to identify: It’s Joey, the 8-foot tall horse who is, ostensibly, 
the main character.

When baby Joey first trots out on the stage, he is clearly a puppet. 
But as War Horse continues, you may begin to wonder if that is the 
best word to describe something so lifelike.

The creature was designed by the South Africa-based Handspring 
Puppet Company, and the horse’s movement and expression is so 
real, “puppet” almost seems a crude word for it. Three people per-
form the horse choreography in this touring production: Christo-
pher Mai in the Head, Harlan Bengel in the Heart and Rob Laquita 
in the Hind. Each of them controls different aspects of Joey to create 
a full emotional spectrum when they work together.

“We’ve been doing this for so long that technically executing it is 
second nature,” Laquita says. “Honestly, the most challenging part is 
for all three of us to be one character.”

The trio can’t turn around and look at each other on stage, and 
they certainly can’t talk. Three people acting the same part simul-
taneously is a feat, with or without the horse. Mai, Bengel and La-
quita carry Joey with such grace, though, that it is very easy to forget 
they’re there at all.

The way War Horse is staged, there are no curtains between scene 
changes and, often, no lighting cues. The link between scenes is the horse.

“Joey will be standing on stage literally doing nothing and then just 
shift from one posture to another, and then we’re in another place,” 

Broadway Across America
 presents War Horse

April 23-28

Ohio Theatre, 39 E. State St.
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Expand your horizons beyond tropical tradition
By Carla D’Errico

Photos courtesy of Celebrity, Oceania, Princess and Royal Caribbean Cruise Lines

Born to Cruise

F
or many Americans, the words cruise and Caribbean 
are practically synonymous. But there’s literally an en-
tire world of other cruises out there.

“Cruises are becoming more and more popular be-
cause of the value behind them,” says Kimberly 

Schwind, spokeswoman for AAA Ohio.
“People can only see the Caribbean so many times,” adds 

Willa Owens, travel specialist at Dublin-based travel agency 
Creative Vacations.

After the archetypal tropical cruise, the next-most popular is 
the Alaskan cruise. After that, though, it’s a long way to No. 
3 – and that’s where a host of possibilities starts to open up.
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Born to Cruise

Activities on board Royal Caribbean’s 
International Oasis of the Seas
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The National Hot Dog & Sausage 
Council reports that between Memorial 
Day and Labor Day, Americans typically 
consume 7 billion hot dogs, or 818 frank-
furters every second – so make one of yours 
a Columbus original.

Village Coney
The main seller at Village Coney, lo-

cated in Schumacher Place near German 
Village, is its eponymous offering, says 
manager Nick Martensen.

The Village Coney is made with home-
made coney sauce, mustard and onions – 
added cheese and coleslaw optional.

“Our homemade Coney sauce and cole-
slaw really define it as ours,” Martensen 
says. “It’s really not a sweet chili like Sky-
line. … I would recommend fully loaded 
with cheese and coleslaw.”

Other options at Village Coney in-
clude the Cleveland Dog, a Polish sau-
sage topped with fries, barbecue sauce 
and coleslaw; the Spicy Smoked Sausage, 
served with sautéed onions and green pep-
pers and stadium mustard; and the Italian 
Sausage, made with homemade marinara 
sauce, sautéed onions and melted mozza-
rella cheese.

“Our specialties are our dogs,” Mar-
tensen says. “You really can’t make a bad 
decision.”

Acme Hot Dog & Sausage Company
With more than 25 different varieties of 

hot dogs and sausages, the Acme Hot Dog 
& Sausage Company in north Columbus 
certainly lives up to its name.

“Outside of Christmas and Easter, the 
best meals I could always remember in-
volved summertime food,” says owner 
Mark Weilbacher. “That’s what we do.” 

One of the most popular hot dogs at 
Acme, Weilbacher says, is the Andy’s Bor-
der Dog: a grilled dog wrapped in a tortilla 
shell; fried with pepperjack cheese, toma-
toes, onion and jalapenos; and served with 
spicy sour cream. 

Other offerings include the Acme Chi-
cago Style Dog, served with yellow mus-
tard, onions, cucumbers, sweet relish, dill 
pickle, tomatoes, sport peppers (small 

S
ome like them grilled in the back yard. 
Some like them boiled in a pot of wa-
ter. Some like to buy them for 10 cents 
apiece at Columbus Clippers games.

But if the arrival of hot dog season 
gives you a craving for something out of the or-
dinary, numerous central Ohio restaurants serve 
what you want.

green hot peppers) and celery salt on a 
poppy seed bun; the Bull Dog, a quarter-
pound dog with pepperjack cheese, jala-
penos and brown spicy mustard; the Hong 
Kong Phooey, a grilled dog served with 
Asia Chili Pepper Sauce; and the Swanky 
Franky, a deep-fried dog wrapped in bacon 
and American cheese. 

“We sell those like Frisbees,” Weilbach-
er says of the Swanky Franky. 
www.acmehdsc.com

Hot Dawgs!
When he was looking into opening his 

own restaurant a couple of years ago, Hot 
Dawgs! owner Ken Jewell just stumbled on 
the idea for a hot dog eatery.

“I started researching, and I just couldn’t 
believe what was out there with hot dogs,” 
Jewell says.

The menu at Grove City-based Hot 
Dawgs! boasts more than 10 types of hot 
dogs, brats and sausages. 

“I prefer a beef and pork dog,” Jewell says. 

Village Coney

Acme Hot Dog 
& Sausage Company

Hot Dawgs!
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The offerings at these hot dog joints 
are anything but ordinary

By Mark Dubovec

Original Franksters
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All manner of materials contribute to artist’s work

By Melissa Dilley

Inspiration 
is Everywhere

{visuals}

“I love doing stuff like this,” Ashrafi says, 
pointing out a tall wooden shelf that holds 
plants. He made it and smaller ones to match 
throughout the living and dining rooms.

“We are always looking for ways 
to prolong our lives; why not try to 

prolong the lives 
of other things?” 
he says. “It feels 
good when you make use of something 
when it is not necessarily needed or 
used anymore.”

Iranian-born Ashrafi’s resourceful na-
ture is what led to his emergence as an art-
ist. An architect by trade, Ashrafi builds 
model homes and offices. Once the build-
ing plans are no longer needed, those piec-
es that were toiled over during late nights 
become nothing more than trash for many.

A sentimental artist, Ashrafi admits 
that parting with his work isn’t easy – even 
when those works are art pieces he creates 
specifically to be sold at shows – so he 
chose to hang on to one particular mock-
up 15 years ago. He hung the home model 
on the wall and started designing around 
it. A hobby was born.

“It just kind of happened,” he says. “I 
noticed when I was creating art that the 

J
avad “Jay” Ashrafi can find inspiration 
in just about anything. 

Signs of his creativity cover his Pow-
ell home. An old satellite dish has been 
transformed into a luxury birdbath on 

his patio. Mirrors have been etched with a city-
scape and illuminated to create a piece that’s 
more a work of art than an entryway lamp. 

Jay Ashrafi
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PRODUCTS
•  Capital University Law School Alumni Magazine
•  Westerville Area Chamber of Commerce Directory
•  Dublin Convention & Visitors Guide
•  Upper Arlington Area Chamber of Commerce 

Directory
•  Central Ohio Chapter/National Kitchen & Bath
 Association Resource Guide
•  Westerville Visitors & Convention Bureau 

Community & Events Guide
• NARI Central Ohio Renovations
•  Columbus International Auto Show Guide

CLIENTS
•  The Ohio State University Department of Athletics
•  Truberry Custom Homes
•  State of Ohio Division of Travel and Tourism
•  State of Ohio Department of Aging
•  Banc One Financial Card Services
•  Veterans Memorial
•  The Columbus Zoo & Aquarium
• The Kroger Co.
• Bob Evans Farms
• Wendy’s International
• The New Albany Walking Classic

Custom Publishing
PRODUCINg awaRD-wINNINg, TOP-qUaLITy PUbLICaTIONS 
fOR mORE ThaN 25 yEaRS

CityScene Media Group offers a full suite of creative services. 
Our in-house, award-winning editors and designers can write and create 
your event guides, chamber directories, visitor’s guides and much more.

CityScene Media Group has forged lasting partnerships in Central Ohio, 
ranging from communities such as Dublin and Westerville, to area arts 
organizations, Chambers of Commerce and leading event organizers.

Dublin Convention & Visitors Bureau

2009 Official Visitors Guide

•

www.IrishisanAttitude.com
800/245-8387

•

INSIDE
Maps to 
Westerville 
Areas of Interest

What to See and Do
Where to Play
Where to Eat
Where to Stay
Calendar of Events

A City Within A Park...and So Much More!

VISIT

WestervilleWesterville
25th ANNIVERSARY 

EDITION

2013 COMMUNITY AND EVENTS GUIDE

2013

Uniting Business 
and Making 
Connections

Westerville
Area Chamber
of Commerce

Celebrating 
45 years

Business Directory 
and Community Guide
westervillechamber.com

A  P U B L I C A T I O N  O F  C A P I T A L  U N I V E R S I T Y  L A W  S C H O O L

WINTER 2013

The
Capital
University

PAGE 4

CapLaw clinics open 
students’ eyes, minds while 
serving the community

Getting Real

CityScene Media Group is dedicated to 
helping our clients achieve their marketing and 
communication objectives by partnering with 
them to produce high-quality publications with 

compelling content.

TM

781 Northwest Blvd., Suite 202 n Columbus, Ohio 43212
614.572.1240 • www.cityscenecolumbus.com


