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COLUMBIA JOURNALISM REVIEW

SERVING JOURNALISTS, THE MEDIA, AND THE PUBLIC
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Columbia Journalism Review with a print and online
audience of 250,000+ shapes the views of millions

PRESTIGE.

Columbia Journalism Review is the top brand/publication serving journalism and the media, and is uniquely respected
in the field. CJR is the most public-facing arm of Columbia University Graduate School of Journalism. The school,
administrator of many fellowships, programs, and awards is regarded as the most prominent journalism school in
America. In addition, the university is home to the Pulitzer Prizes® - the most prestigious award in journalism.

PURPOSE.

CJR continues to work to keep journalists informed and positively influence American journalism. Both the print and
digital versions of CJR have been recognized in the industry with prizes and honors and will continue to feature some of
the top reporters in journalism. CJR provides frequent web updates at cjr.org on anything the media world is currently
talking about, often setting the agenda and leading discussion.

AUDIENCE
The CJR audience is working journalists, academics, students, media executives, and business and public policy people
and others affected by media coverage. CJR reaches media professionals leveraging multiple forms to tell their stories.
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%leww?mj,s “The future of quality journalism is global, and success
Eram——— will depend on how well news organizations differ-

entiate themselves through their content — not just
their publishing platforms. CJR is your front-row
seat as this all unfolds.”

- STEPHEN J. ADLER,
PRESIDENT AND EDITOR-IN-CHIEF, REUTERS

“CJR is a beacon for all of us who care deeply about the future of journalism. In
print and online, CJR’s editors and reporters are telling the stories that need
to be told and holding media accountable. | love CJR’s zeal for fact-checking,
its enthusiasm for connecting readers with great journalism, and its simul-
taneous embrace of new media and timeless journalistic standards.”

- ARIANA HUFFINGTON

“Personally, | am grateful that the Columbia Journalism Review

will be around to help lead us through this meteor shower of
change. It's been an invaluable resource for journalists for a
half century, and we need it now more than ever.”

- TOM BROKAW, NEW YORK, NY

“I read CJR for many reasons, including its always insightful
coverage of the big debates in the media world. | also like
how CJR monitors specific beats — like science, sports, busi-
ness, politics, health. You just can’t get that anywhere else.”

- MICHAEL ORESKES, SENIOR MANAGING EDITOR, THE ASSOCIATED PRESS

‘intrepid female jogrmage " e

st
il

“CJR is the journalism about journalism that has inspired my
own journalism over many years now. And it just keeps getting
better, stronger, and more essential.”

- BILL MOYERS, NEW YORK, NY
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STANDARD RATES NON-PROFIT AND BOOK RATES
BLACK & BLACK &
WHITE 1X 3X 6 X WHITE 1X 3X 6 X
Spread $10,000 $9,000 $8,000 Spread $6,300 $5,670 $5,040
Full Page $6,500 $5,850 $5,200 Full Page $3,950 $3,550 $3,160
2/3 Page $5,200 $4,680 $4,160 2/3 Page $2,975 $2,675 $2,380
1/2 Page $4,300 $3,860 $3,430 1/2 Page $2,375 $2,140 $1,900
1/3 Page $3,100 $2,800 $2,500 1/3 Page $1,775 $1,600 $1,420
1/6 Page $1,800 $1,680 $1,500 1/6 Page $950 $850 $760
Spread $11,000 $9,900 $8,800 Spread $6,930 $6,240 $5,550
Back Cover  $8,700 $7,830 $6,960 Full Page $4,350 $3,910 $3,480
Inside Cover  $7,975 $7,180 $6,380 2/3 Page $3,275 $2,950 $2,620
Full Page $7,150 $6,435 $5,720 1/2 Page $2,625 $2,360 $2,100
2/3 Page $5,720 $5,150 $4,575 1/3 Page $1,950 $1,750 $1,560
1/2 Page $4,720 $4,250 $3,175 1/6 Page $1,050 $950 $840
1/3 Page $3,435 $3,090 $2,745
1/6 Page $2,060 $1,850 $1,645
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PRINT ADVERTISING SPECS

Full Page (bleed) 8.125" x 10.875"

Full Page Trim size 7.875" x 10.625"

Full Page (no bleed) 6.875" x 9.625"
2/3 page (vertical) 4.5"x 9.625"
1/2 page (horizontal) 6.875" x 4.75"
1/3 page (square) 4.5"x4.75"
1/3 page (vertical) 2.25"x 9.625"
1/6 page (vertical) 2.25"x4.75"

CHECKING YOUR PAGE ELEMENTS AND LAYOUT FILES:

CHECKING YOUR IMAGES INDIVIDUALLY
IN PHOTOSHOP:

* Resolution — optimum resolution for CMYK and grayscale
images is 300dpi or greater; 1200dpi for bitmap images

» Colorspace — all images should be CMYK or Grayscale (RGB
images should be converted before placing)

e Visual Quality, Color Balance — Use a properly-calibrated
monitor to determine that the image is usable as-is; that it has
not been artificially “rezzed-up”; that colors look natural.

» Total Area Coverage — Total of ink percentages should be
<300; you should check any dark areas in your images

THINGS TO CHECK IN YOUR NATIVE
(QUARKXPRESS, INDESIGN, ILLUSTRATOR)
PAGE FILE:

* Document size — ensure that it matches the ad size specified
by the publisher
» Colors — For 4/c and grayscale ads, be sure that you remove/
convert any spot or RGB colors
- Check that you are not using any rich blacks that
exceed 300 total ink percentage
- Be careful not to use 4/c black for small text
» Perform a ‘preflight’ check on your page-layout files — a
preflight function may be available within your application;
there are also 3rd party utilities available

COLUMBIA JOURNALISM REVIEW

e If you are working in InDesign or lllustrator, we recommend
converting all type to outlines to avoid font problems

* Knockouts — reverse type and line art should not be less than
.007” (1/2 point rule) at the thinnest part of a character or
rule. In practice, this translates to roughly 10 pt for the average
sans-serif bold type.

FOR FULL-PAGE ADS:

* Bleed amount — set guides 1/8” outside of document trim and
make sure all bleed elements are opened.

» Safe Content Area — All non-bleeding graphic elements should
sit inside trim area at least 1/4”

GENERATING PDF’S

If you are using InDesign, lllustrator or QuarkXpress 7x to create
your files, you can export pdf files directly from the application.
(You can use a ‘PDF/X-1a’ factory preset, but be sure to turn on
the bleed setting for full-page ads.) We recommend that Quark 6
users employ the postscript/distill method for making PDF files,
or simply save as EPS format.

Workflow Tip: Always double-check your PDF settings before
making your final PDF file

CHECKING YOUR FINAL PDF FILE IN ACROBAT PRO:

¢ Open and visually check your PDF file in Acrobat

* Check for: spot colors, missing fonts, insufficient image
resolution, RGB elements, and vector/type elements with ink
coverage >300

* Image ‘TAC’ — total ink coverage on images should be <300 —
it can be checked by using the ‘Total Area Coverage’ function,
located under ‘Tools > Print Production > Output Preview’ in
Acrobat versions 7 and 8

* Check the color of any small black type by turning off the Black
plate in ‘Output Preview’

CONTRACT PROOF

Ideally, SWOP certified proofs with color bars should be provided
for all ads. A contract proof should be at least 700 dpi and
continuous tone. Any proofs that are provided should be printed
from the final PDF file.
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DIGITAL ADVERTISING RATES (per month)

AD UNIT STANDARD NON-PROFIT

Site Overlay $7,500 $4,000

Run of Site (Leaderhoard) $6,000 $4,500

Run of Site (Square) $4,000 $3,000

Home Page (Leaderhoard) $4,000 $3,000

Home Page (Square) $3,000 $2,250

Leaderhoard (One Section) $2,000 $1,500 | s
Square (One Section) $1,500 $1,200 “jﬁ‘

ONLINE ADVERTISING SPECIFICATIONS

AD DIMENSIONS IN PIXELS:
Leaderhoard 128 x90
Square 300 x 250

* Ad size needs to be no larger than 30K.
* An animated gif will repeat only three times.

* Below are instructions for Flash, however, we highly recommend that you run a static ad, as Flash
does not work on Apple’s iPad, iPhone and many other mobile devices. With a static ad you will get
better impressions and click-throughs. We will continue to run your Flash ad if it follows the Flash
instructions below, but we cannot guarantee impressions with Flash.

FLASH INSTRUCTIONS:
1. Flash ads must be a swf file.
2. Flash ads must be accompanied by a separate static, non-animated jpg or gif “fallback” image.

3. In order for clicks to be registered, the Flash ad needs to use the clickTAG standard which allows an ad server
to pass on the click URL. If the URL is hardcoded into the Flash file, it will not register clicks.

4. Target should be set to open in a new window and maximum file size for the swf is 200k.
Information on the clickTAG parameter is available on the Adobe/Macromedia site:
http://www.adobe.com/resources/richmedia/tracking/designers_guide/

A target can be defined after the clickTAG parameter (i.e. on (release) {getURL (clickTAG,”_new”);}

5. Important: The ad server doesn’t support Flash 10.2, Flash 11, or Flash 12. Make sure that your Flash (SWF)
files are Flash 10.1 or lower.
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2015 ISSUE CALENDAR

Deadline for Space DEC 2 | Deadline for Creative DEC 8

Broadcast and Digital News/Alfred I. duPont-Columbia Awards Issue*
(distributed at Awards Luncheon)

Deadline for Space FEB 4 | Deadline for Creative FEB 9
Spring Books/University Press Issue*

Deadline for Space APRIL 7 | Deadline for Creative APRIL 10
Excellence in Journalism Issue* (distributed at Pulitzer Luncheon)

Deadline for Space JUNE 5 | Deadline for Creative JUNE 12
University Press Issue*

Deadline for Space AUG 5 | Deadline for Creative AUG 10
Professional Studies/Education Issue*

Deadline for Space OCT 7 | Deadline for Creative OCT 12
Awards and Fellowships Issue*

* Advertising promotion program
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