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Reach affluent, Progressive, 
and influential Buyers
Do your products and services need to reach an independent, 
influential, and growing audience? Then you need buyers who are 
part of the ‘Creative Class’: knowledge workers who form the core 
of economic growth throughout the United States. These scientists, 
engineers, professors, architects, and technologists put their values 
where their wallets are, spending on travel, computers and related 
technology, alternative energy, personal health, and much more.

The creative class comprises more than 25% of the population 
– an elite segment that is searching for information about the 
tools and services for both work and play. Utne Reader buyers are 
searching for solutions – you can deliver with your products and 
services. Whether you’re offering organic foods and supplements, 
breakthrough technology solutions, socially responsible investing, 
the next green building innovation, or any of the other products 
that feed the burgeoning creative class, you can reach new buyers 
via Utne Reader.
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consumers who influence

 83% have signed a petition

 82% of readers voted at the local, state, or national level

 61% have written or called a politician at the local, state, or national level

consumers who stay healthy naturally

 98% exercise routinely

 92% cook from scratch

 82% purchase organic foods regularly

consumers who value the environment, music,  
education, and travel

 97% recycle

 78% have attended a live music event in the past 12 months

 50% have postgraduate degrees

 50% travel for vacation more than once per year

Source: 2014 custom study, American List Counsel, Quantcast

a u d i e n c e  r e s e a r c h
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  % of readers
GenDeR 
Men 48%
Women 52%

eDUCATion 
Attended/graduated college 97%
 Postgraduate degree 50%
 Graduated college plus 12%
 Attended college 35%
  
AGe 
18-24  9%
25-34  12%
35-44 16%
45-54  21%
55-64 25%
65 or older  17%
  
HoMe 
Home owned 80%
Home value:

 $500,000+ 18%
 $200,000-$499,999 43%
 $100,000-$199,999 28%
 $50,000-$99,999 8%
Less than $50,000 3%

  % of readers
HHi 
$150,000 or more 16.4%
$125,000-$149,999 11.3%
$100,000-$124,999 8.9%
$75,000-$99,999 17.8%
$50,000-$74,999 22.1%  
$40,000-$49,999 8.0%  
$30,000-$39,999 8.0%  
$20,000-$29,999 4.2%  
Less than $20,000 3.3%  

AReA of ReSiDenCe 
County size A 23%
County size B 23%
County size C 24%
County size D 30%

demographics & audience
 Average age: 50
 Average HHi: $91,619
 Average value of owned home: $314,422

Source: 2014 custom study, American List Counsel, Quantcast



Utne Reader •  1503 SW 42nd St.  •  Topeka, KS 66609  •  800.678.5779  •  adinfo@ogdenpubs.com  •  www.Utne.com

Total Audience: 424 K*

national Paid Circulation:  20 K

Total Print Audience: 62 K

Average Monthly Unique Visitors:  158 K
Source: 2014 publisher’s own data

*print, online and newsletter

Print audience
62 K

Newsletter Subscribers
47 K

average monthly Page 
Views

323 K
average monthly Unique 

Visitors

158 K
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Why is Utne Reader essential 
reading for affluent, progressive, 
and influential customers?

our readers are enthusiastic and motivated agents of social change 
who want to spend their time and resources making the world a 
better place. They crave a well-rounded perspective on current events 
that moves beyond the headlines and sound bites – something Utne 
Reader has been providing in every issue for more than 30 years. Let 
us put them in touch with you.

6  >>  Utne Reader  

EMERGING IDEAS

JILL ESCHER, A DARK-HAIRED dynamo of smarts and 
stamina, was gently stopping her 14-year-old son, Jonny, from 
ripping up the mail. He had just emptied spice bottles on the 
table to make fi nger paints. Upstairs, her seven-year-old daugh-
ter, Sophie, was sending out incomprehensible cries. It could 
mean that Sophie had opened a box of crayons, eaten some and 
rubbed the rest into the carpet, or smeared a tube of toothpaste 
on the mirror. And while Escher tried to calm Sophie, Jonny 
could be tossing his iPad over the fence, tearing all the ivories off  
the piano, chewing the furniture, or wandering out into traffi  c.

For Escher, the anguish of autism is doubled. Both Jonny 
and Sophie have been diagnosed with autism, the fast-growing 

category of neurological disease affl  icting one in every 88 U.S. 
children. Th e Escher children’s intellectual development is 
stalled at an early pre-school level, and they need constant 
care and protection.

For years, Escher and her husband, Christopher, worried 
about what could have gone wrong. Why would two of their 
three children wind up autistic, defying the odds? Was it their 
genes? Th eir environment? Th eir food? Th e couple tried to 
hunt down any health problems in their lineage but found 
none. A glass of wine while pregnant? Paint fumes? Pollution 
from freeways? New studies appear with regularity, suggest-
ing causes but off ering no defi nitive answers. “To be perfectly M
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Onslaught of Autism
by Jane Kay, from Environmental Health News

A mom’s crusade could help unravel cienti� c mystery

p 6-11, 13-15, 17, 19, 21-23 EI.indd   6 1/15/14   3:17:52 PM
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EMERGING IDEAS

IN THE SUMMER of 2012, 21 feminist bloggers and online 
activists gathered at Barnard College for a meeting that would 
soon become infamous. Convened by activists Courtney 
Martin and Vanessa Valenti, the women came together to talk 
about ways to leverage institutional and philanthropic sup-
port for online feminism. Aft erward, Martin and Valenti used 
the discussion as the basis for a report, “#Femfuture: Online 
Revolution,” which called on funders to support the largely 
unpaid work that feminists do on the internet. “An unfunded 
online feminist movement isn’t merely a threat to the liveli-
hood of these hard-working activists, but a threat to the larger 
feminist movement itself,” they wrote.

#Femfuture was earnest and studiously politically correct. 
An important reason to put resources into online feminism, 
Martin and Valenti wrote, was to bolster the voices of writers 
from marginalized communities. “Women of color and other 
groups are already overlooked for adequate media attention 
and already struggle disproportionately in this culture of scar-
city,” they noted. Th e pair discussed the way online activism 
has highlighted the particular injustices suff ered by transgen-
der women of color and celebrated the ability of the internet 
to hold white feminists accountable for their unwitting dis-
plays of racial privilege. “A lot of feminist dialogue online has 
focused on recognizing the complex ways that privilege shapes ©
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Feminism’s Toxic Twitter Wars
by Michelle Goldberg, from The Nation

How endless fi nger-pointing brings everyone down

p 6-11, 13-14, 16, 18-23 EI.indd   6 3/26/14   3:29:17 PM
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“YOU DON’ T NEED TO WORRY 
A B OU T  MON ST E R S  I N  YOU R 
ROOM! THE ONLY MONSTER YOU 
NEED TO WORRY ABOUT IS ME! 
DON’T YOU DARE MAKE ME COME 
IN THERE AGAIN!”

My girls began screaming after I 
slammed the door to their bedroom; this 
at the tail end of the fi ve hours of torture 
they had infl icted upon me. You know 
how you’re not supposed to go to bed 
angry at your spouse? You’re probably not 
supposed to go to bed angry at your kids 
either. Luckily, I haven’t gone to bed yet, 
so there’s still hope.

I had had a pretty good day. I got stuff  
done around the house, including mul-

tiple loads of laundry, which seemed to 
make my wife happy. I had gotten the 
house straightened out and fed lunch 
to the kids, just in time for our twice-
monthly visit from the cleaning ladies. I 
tended the garden, fed the animals, and 
made it to the gym with the kids in tow. I 
even managed, with the kids pestering 
me and the cleaning ladies vacuuming 
under my feet, to work with an editor on 
an article I’m pretty stoked about. 

But at around 4:30 p.m., I fucked 
up. Bad.

The kids were playing nicely, run-
ning upstairs and downstairs and out the 
back door onto the deck. We had talked 
about a wholesome outdoor activity, but 

I was a little spent, and they were getting 
plenty of exercise. I fi gured on snack time, 
maybe some reading, and then Mom 
would be home with dinner. Th en we’d 
slide right through the bedtime rituals 
and bam, done.

I thought about the fresh strawberries 
in the fridge for a snack, but we had been 
eating them by the pint for the last few 
weeks. I glanced at the apples, oranges, 
and avocados on the counter but was 
uninspired. And then I remembered the 
chocolate-covered graham crackers that 
Mom had bought as a special treat. I had 
been strictly warned against eating any 
myself, but of course I had ignored the 
exhortation.

Truth & Chocolate
It was a great day—until snack time
by Andy Hinds, from Mamalode
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p 28-30, 32, 34-39 Glean.indd   35 11/14/13   12:24:01 PM
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words by Erica Goldson * art by Gavin Aung Than, from Zen Pencils

p 36-47 Education.indd   36 9/17/13   1:48:53 PM
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EMERGING IDEAS

IT WAS A DARK TIME in a long, drawn-out war. Afghanistan 
was festering with resentment. Th e Pentagon brass were des-
perate. It was the kind of last-ditch moment when authori-
ties start throwing an era’s weirdest ideas at its most hopeless 
bureaucratic mistakes.

For a long time, the Taj Guest House was about the only 
place you could get a beer in Jalalabad. Th e provincial capital, 
about 30 miles from the infamous mountains of Tora Bora, has 
been the main staging ground for U.S.-led forces in the east-
ern part of Afghanistan since the early days of the war. When I 
showed up in the city in November 2011 to report on the pro-
paganda eff orts of a franchising Taliban, I found myself at the 
Taj. Th ere wasn’t much to the pub—just a bamboo-covered bar, 
a fi replace, a glass-fronted cooler with some Heineken stacked 
inside, and a few bottles of vodka and other spirits lined up 
under the red glow of a lamp.

Plus there was an odd little sign: “We share information, 
communication, (and beer).”

Behind the Taj’s main building was a second villa with an 
imposing cluster of satellite dishes and antennae jutting from 
its roof. Th e villa housed a small team of young expatriates, half 
a dozen or so women and men who generally kept to them-
selves. Th eir apparent leader was a tall, broad-shouldered man 
who seemed always in a hurry. Looking like a cross between a 
mountaineer and a mathematician, he had a salt-and-pepper 
beard and curly hair that hung down to his shoulders, and he 
favored a uniform of black polo shirts over tied-dyed tees. His 
name was Dr. Dave Warner.

War zones attract a lot of sketchy characters. In Afghanistan 
and Iraq, where defense contractors have generally outnum-
bered soldiers on the ground, the cast of extras has been 
especially sprawling and inscrutable—security experts, mer-
cenaries, aid workers, engineers, intelligence types, and con-
sultants of every kind. It was just a guess, but given the array 
on the roof, I took Warner and his team for spooks of some 
kind. TO
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Last Days of the Synergy Strike Force
by Brian Calvert, from Pacifi c Standard

The Pentagon’s Merry Pranksters

The Taj Guest House: Photographer Todd Huff man and 
the FortiusOne team (makers of www.geocommons.com) 
discuss health care clinic distribution in remote areas of 
Afghanistan.

p 6-12, 14-20  EI.indd   6 11/14/13   11:29:07 AM
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e D i T o R iA L  C o V e R AG e

 SoCiAL AWAReneSS: Adapting to climate change,  
 protecting the environment, activism, battling income  
 inequality, and preserving human rights.

 HeALTH & WeLLneSS: Spiritual inquiry, slow living,  
 alternative medicine, holistic treatments, mindfulness,  
 education, meditation and relaxation.

 fooD & DRinK: Understanding the food system, food co-ops,  
 natural and organic foods, food share programs, food politics. 

 HoMe & SAnCTUARy: Alternative energy, living locally  
 and sustainably. 

 TRAVeL & LeiSURe: outdoor recreation, cycling,  
 volunteering, global awareness, and reading.

 MixeD MeDiA: Alternative art scene reviews and coverage of  
 today’s most brilliant and compelling filmmakers, musicians,  
 writers, and artists, as well as coverage of the indie press and  
 social media. 

 eMeRGinG iDeAS: important trends, innovations,  
 technologies, and solutions that have not yet found their way  
 onto the public radar. Stories of hope, solutions, and concrete  
 actions that can be taken now. 
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MAGAZINE    SPECIAL    CUSTOM        DIRECT 

     
      

       
      IS

SUES  PUBLISHING   MAIL

FACEBO
O

K      TW
ITTER     YO

U
TUBE

WEBSITE     APPS     EMAIL     VIDEO

EV
EN

TS
   

  S
U

RV
EY

S 
   

   
FO

CU
S 

G
RO

UPS

marketing Solutions 
Reach Utne Reader’s affluent, creative, and influential audience 
from every direction – online, offline, in person, and through the 
mail. Trying to reach results-driven technologists? eco-conscious 
consumers? natural health enthusiasts? We can help. We deliver 
360° experiential marketing solutions that extend beyond the 
page. from innovative online tools and sweepstakes to event 
marketing and sampling, let us design the promotional package 
that maximizes your Roi. 
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digital issues
each interactive monthly digital issue keeps our readers connected to 
the cultural frontier. Delivered straight to their smart phone or tablet, 
each 20-page issue combines Utne Reader’s unique perspective on 
current events, arts, and technology with a multimedia twist. While 
each issue can be downloaded and read offline, Wi-fi access enables 
the reader to enjoy an interactive experience that includes videos, 
audio clips, and instant links to content as well as to your company’s 
advertising campaign.
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We require all print ads to be supplied electronically to the following specifications:

PRinT fiLe foRMATS: PDf/x-1a files or Macintosh inDesign CS files are preferred. 
Do noT send low-res PDfs. 

other acceptable files include Macintosh Quark files, Photoshop Tiffs and illustrator ePS 
files (no Tiff-it, JPeG or Gif files, please). Send all support files that are incorporated 
into your ad (e.g., fonts, logos, images, etc.).  All images must be at least 300 dpi.  When 
submitting ePS files from Adobe illustrator, be sure to convert all text to outlines before 
saving the file.  We cannot accept TrueType fonts. Please note:  All native files will be 
converted to PDf/x-1a files, and the publisher does not guarantee exact replication. 

All colors must be in CMyK format: no RGBs, Pantones or spot colors.  Any ads 
with noncompliant colors will be converted to CMyK, and color accuracy cannot be 
guaranteed.  

Thin lines, fine serifs and medium to small type should be restricted to one color and 
not reversed. As a guideline, reverse type and line art should not be less than .007” 
(equivalent to a 1/2 pt. rule) at the thinnest part of a character or rule.

Rich blacks should not exceed 280% and 100% is recommended for the black channel. 
Using 4-color black type on small type is not recommended. 

SUBMiTTinG MATeRiALS: 
email: Ads (no larger than 10 megabytes) can be e-mailed to 
lmathews@ogdenpubs.com (only PDf/x-1A files are acceptable for production.) 

Hightail fTP site:
• Visit www.Hightail.com.
•  enter recipient email address: 

lmathews@ogdenpubs.com and your email address.
• Select file and send it.

ogden fTP Site:
• install fTP software on your computer. (PC users can download an fTP program 

called WS fTP and Mac users can download an fTP program called fetch from www.
Download.com).

• Log on to fTP address ftp.oweb.net.
• enter login: ogdenpubs-guest (lower case).
• enter Confidential Password: t017pa (lower case).
• Upload file/files in the Motorcycle Classic folder within the ADS_in folder. Save any 

Mac files as Macbinaryii.
•  e-mail lmathews@ogdenpubs.com or fax a hard copy to (785) 274-4316  to let us know 

the file has been uploaded with information about the software used. 

Please note that any files sent through email or fTP must be compressed. Please verify 
receipt of all emailed/fTP ads. 

CD-RoM or DVD: Submit ads on a Macintosh-formatted CD-RoM or DVD. They must 
be accompanied by an accurate digital proof. 

All ads are electronically archived for two years.  Materials not in compliance with our 
published requirements will be accepted only at the publisher’s discretion.  Additional 
production work for materials that do not meet our specifications may be billed at 
prevailing rates.

image area of all full bleed ads 
must extend 1/8" minimum 
beyond trim. Live area must have 
1/4" allowance from trim on all 
four sides. 2-page spreads should 
have live area 1/2”in from the trim 
on all 4 sides and gutters.

Trim size: 8” x 10.5”

Trim size  8” x 10.5”
full Page with bleed  8.25” x 10.75” 
full page  7.5” x 10”
1/2 pg horizontal  7” x 4.5”

PRiNt SPecificatioNS

oNliNe SPecificatioNS
RUn-of-SiTe ADVeRTiSinG:
Leaderboard (728 x 90)
Jumbo box (300 x 250)
Skyscraper (160 x 600)
neWSLeTTeR ADVeRTiSinG:
Banner Ad (468 x 60)
Skyscraper (160 x 600)
Text Ad – logo (150 x 150) + 50 words
MoBiLe ADVeRTiSinG:
Banner (300x50)
Jumbo Box (300x250) 

fiLe SiZe: 40kb or less at 72 dpi (larger for flash)
ACCePTeD AD foRMATS:
Gif, Gif89, Animated Gif, JPeG. All ads should 
include a click-through URL. All ads may include an 
alternate text description.
(Website only) HTML/JavaScript (DHTML)/flash 
(URL embedded). Locally hosted on ad servers, these 
HTML and JavaScript ads can consist of text, images, 
pull-down menus and/or formats.
ViDeo ADVeRTiSinG foRMATS:
.mp4 or .wmv; 4:3 aspect ratio

DiGiTAL MATeRiAL SUBMiSSion: Send all ads to: lmathews@ogdenpubs.com. Within the email please 
note the following: Company name, contact name, contact number, website the ad will be running on and 
expected start date.

cloSiNg dateS

Winter 2014
Ad close: 10/20/14
Materials due: 10/24/14
Copies ship: 12/9/14

Spring 2015
Ad close: 1/19/15
Materials due: 1/23/15
Copies ship: 3/10/15

Summer 2015
Ad close: 4/20/15
Materials due: 4/24/15
Copies ship: 6/9/15

Fall 2015
Ad close: 7/20/15
Materials due: 7/24/15
Copies ship: 9/8/15

Winter 2015
Ad close: 10/19/15
Materials due: 10/23/15
Copies ship: 12/8/15
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