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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.

SERVING JOURNALISTS, THE MEDIA, AND THE PUBLIC
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Front-runner  If magazine 
covers were votes, Clinton would 
win by a landslide.

A t a public appearance in April, New York Times columnist Tom Friedman 
asked Hillary Clinton if she was interested in the 2016 presidency. Her 
voice answered “not right now,” even as, physically, she was grinning and 

nodding. As Clinton continues to play coy, though, news coverage is proceeding 
as though she already is the Democratic front-runner, some 30 months before 
the general election. BuzzFeed, The Washington Post, Politico, and The New York 
Times, among others, already have dedicated Clinton reporters. And Clinton has 
become a cover-story mainstay in a way past presumed front-runners haven’t 
until much closer to the primaries.

“Can Anyone Stop Hillary?” Time asked in January, a few weeks before The 
New York Times Magazine dubbed her “Planet Hillary.” And a recent Politico 
story about how a woman chucked a shoe at Clinton during a speech led with, 

“Hillary Clinton is a pro at ducking 2016 questions. She’s apparently also good at 
ducking shoes.” The presidential narrative emerges even when evading errant 
footwear at a scrap recycling conference.

Of course, none of this coverage means that Clinton, assuming she does run, 
will win her party’s nomination. Data pulled last month by the Roper Center at 
the University of Connecticut showed that some two years before the 2008 elec-
tion, the Democratic front-runner was . . . Hillary Clinton. Barack Obama wasn’t 
even on the list. CJR

“��The future of quality journalism is global, and success 
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 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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Ideas +
Reviews

On a sweltering June day in 1988, James E. Hansen, then the director of 

nasa’s Goddard Institute for Space Studies, appeared before a key com-

mittee of the United States Senate. 

Seated before a bank of cameras and a panel of grim officials, Hansen delivered 

testimony that would start to swing accepted wisdom on the emerging science 

of climate change.

“I would like to draw three main conclusions,” he began. “Number one, the 

earth is warmer in 1988 than at any time in the history of instrumental mea-

surements. Number two, the global warming is already large enough that we can 

ascribe with a high degree of confidence a cause and effect relationship to the 

greenhouse effect. And number three, our computer climate simulations indicate 

that the greenhouse effect is large enough to begin to affect the probability of 

extreme events such as summer heat waves. ” 

The “greenhouse effect,” what we now know as climate change or climate 

disruption, was caused by human activity, mainly the burning of fossil fuels since 

the dawn of the Industrial Revolution, said Hansen and other scientists that day. 

Colorado Sen. Timothy E. Wirth attended the hearing and in his opening 

remarks said: “The Energy Committee must move aggressively to examine how 

energy policy has contributed to the greenhouse effect and the kinds of changes 

in energy policy that may be needed to reverse the trend of increased emissions 

of carbon dioxide, a byproduct of the burning of fossil fuels.” Humans, in other 

words, where driving the warming, and Congress should step in to avoid even 

more devastating impacts. 

At the time of Hansen’s testimony half of the United States was an agricultural 

wasteland. Meteorologists had declared the worst drought since the Great Dust 

Bowl. The Mississippi River sank to its lowest level since at least 1872, when 

record keeping began. The 1980s would become, up to that point anyway, the 

warmest decade on record. Television screens just a few years earlier beamed 

images of emaciated figures half a world away, victims of a prolonged drought 

in the African Sahel. “The Endangered Earth” was Time’s “Planet of the Year.” 

That climate conditions could cause severe economic damage and deep human 

suffering was not a huge leap.

Hansen’s forceful testimony about the greenhouse affect wasn’t the first to 

greet Washington’s political class. As early as 1965, President Johnson was told 

by his Science Advisory Committee of increasing evidence that human-generated 

industrial emissions were impacting the atmosphere. 

essay

The danger of fair and balanced

As the science grew more convincing about man’s effect on 

climate change, it’s as if the journalists were stuck in time

by robert s. eshelman

Meltdown An iceberg calved off one of the glaciers south of Juneau, Alaska, while a rainbow rose over the hillside.
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Sisterhood of the Plucky ReportersOur enduring obsession with the ‘intrepid female journalist’It’s been 25 years since Candice Bergen first appeared on our television screens as Murphy Brown, 

the brilliant, hot-tempered political correspondent for cbs News-a-like, fyi. Over 10 years, Murphy 

burned her way through 93 secretaries, tackled the day’s hot topics and, in a first for a network 

sitcom, juggled her career as a TV news reporter with life as a single parent. When then-Vice 

President Dan Quayle chastised the show for depicting a single mother and attacking family 

values, its scriptwriters responded with a storyline: Murphy dumping a truckload of potatoes 

outside Quayle’s house. 
Whenever films and TV shows feature a strong-willed, plucky woman, she is almost always a 

journalist. In Murphy’s honor, we salute other gutsy gals of print, TV, and radio.
—Edirin Oputu1940

Hildy Johnson, His Girl FridayFast talking and fast typing, the archetypical newswoman on film came about almost by accident. When director Howard Hawks decided to adapt Ben Hecht and Charles MacArthur’s play The Front Page into a movie, he had a secretary read the (male) role of Hildy during auditions. Hawks liked the effect so much, he had Hildy rewritten as a woman. 

1957Marcia Jeffries, A Face in the CrowdShrewd radio reporter Marcia stumbled upon hayseed philosopher “Lonesome” Rhodes in a local jail and interviewed him for her show. The broadcast was a hit and Marcia helped Rhodes climb to the top of the media heap. And came to regret it.

1970-77
Mary Richards, The Mary Tyler Moore Show

A producer at Minneapolis’ wjm-tv, Mary was a single, independent career woman who campaigned for equal pay, was willing to go to jail rather than reveal a source, and could stand in a crowded intersection and toss a hat into the air like no one else.

1973-76, 1983, 1993, 2006-11Sarah Jane Smith,  
Doctor Who The Doctor’s companion not once, not twice, but four times over, Sarah Jane ably divided her time between filing copy, fighting 

aliens, and explor-
ing time and relative dimensions in space. 

1978
Lois Lane, SupermanThe Daily Planet’s finest, and Superman’s most enduring love interest. Appeared in the very first Superman comic in 1938 and has been chasing stories ever since. A pity her biggest scoop (Clark Kent and Super-man are one and the same) was right under her nose.

1979Kimberly Wells, The China SyndromeAfter witnessing a nuclear reactor malfunc-tioning and the subsequent cover-up, local TV newswoman Kim stopped at nothing to report the truth.

1987
Jane Craig, Broadcast NewsA smart, savvy news producer with a penchant for obsessive-com-pulsive meltdowns, Jane was three parts workaholic, one part crusader against crum-bling reporting standards.

2009-presentShauna Malwae-Tweep, Parks and RecreationA reporter for The Pawnee Journal (allegedly the town’s version of The Washington Post), Shauna game-fully chronicles the joys and travails of smalltown life, including in-depth articles on Pawnee’s raccoon problem and the government’s efforts to turn a pit into a park.

2013-present
Zoe Barnes, House of 

Cards
Rabidly ambitious and ut-terly without scruples, Zoe would do anything for a scoop—making her right at home in the scheming mire of Francis Underwood’s 

Washington.

“�Personally, I 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. I 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

“�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. I 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
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Currents
On the Ball
The growth of soccer and soccer coverage in the US
For four solid weeks in the middle of summer, a growing legion of US soccer fans cling to radios, laptops, and television screens as the 
20th World Cup takes place in Brazil. What was once a niche sport is becoming mainstream—over 24 million Americans watched the last 

final in 2010—and media coverage has expanded to match in kind. —Edirin Oputu

The Lower Case

cjr offers a one-year subscription or gift subscription for an item published in 
The Lower Case. Please send original clippings to cjr, 729 Seventh Avenue, 3rd 
Floor, New York, NY 10019, or links for Web items to  christie.chisholm@gmail.com. Please include address, phone, and email.

myfoxphilly.com, 6/6/14

The Alpena News, 5/25/14

Williamsport Sun-Gazette, 5/12/14

The New York Times, 6/2/14

Kalamazoo Gazette, 6/5/14

The Mountain Citizen, 5/14/14

Gender  
Breakdown

Girls 
45

Boys
55

2000 2008

Americans who consider themselves fans of pro soccer

Among those 
who played 

youth soccer

Among All

23% 35% 53% 51% 38% 73% 52%
13%

74% 65%

Russia

France

Germany

Italy

Spain

UK South Africa

Japan

Indonesia

Malaysia

% of sports viewing time spent watching soccer worldwide

Read as: 23 percent of total time watching sports on TV in France was dedicated to soccer programs on generalist channels. Source: Eurodata TV Worldwide, Nielsen’s Year in Sports Media Report 2013

2002 58.8 million
2006 97.6 million

2010 113.3 million

Number of viewers across ESPN 
networks (ABC, ESPN, ESPN2)

Hours of  
ESPN coverage

2010 240
2014 290

Sports viewers, by the millions

31.1 104 16.2 17.7
5.8

9.7 14.9 21.4
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MLS fans (2013 regular season)
Gender

68% 32%

Age
27%34%26%14%

Race/
Ethnicity 34%65%8%

Income
20%18%24%21%17%

Less than $20K $20K-$40K $40K-$75K $75K-$100K $100K+

Black White Hispanic

2-17 18-34 35-54 55+

Male Female

English and Spanish language networks. Source: Nielsen’s Year in Sports Media Report 2013

Girls 
48

Boys
52

Source: US Youth Soccer

Young people in America who reported playing soccer, 1974-2010

103,432
810,793

1,210,408
1,615,041

2,388,719
3,020,442

3,050,465
3,036,438

2010200520001995199019851980

Source: US Youth Soccer

Cost of television rights 1.25b

425m

165m
33m

42
5m

60
0m30
0m

125
m

125
m

2018 
2022

2010 
2014

2002 
2006

1994 
1998

Telemundo

FOX

ESPN

Univision

Major League  
Soccer

Spanish-language networkEnglish-language  
network/organization

28% 71%

Yes No

59% 41%

Americans who plan to watch the 2014 World Cup

Among All

Soccer fans

Played youth 
soccer

28% 71%

24%74%

43%56%

Yes No

Source: The Washington Post

Yes No

Yes No

Yes No

Source: The Washington Post

Source: ESPN PR

While American soccer viewership is on the rise, increasing 24 percent from 2009 to 2013 alone, the US still lags behind many other countries.
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every year, the united states deports hundreds of thousands of 

undocumented immigrants back to Mexico. Since 2008, David Harriman has 

been at the border photographing people just after they reenter the country.

 Harriman, a British photographer based in London, takes portraits of return-

ing migrants for “Mariposa” (“Butterfly” in Spanish), an ongoing project docu-

menting Mexican repatriation. Over the past few years, Harriman, 48, has peri-

odically flown to the American Southwest to shoot portraits; there are currently 

more than 100 in the collection. 

“When these people are repatriated, the furthest thing from their mind is get-

ting photographed,” Harriman says. “But having said that, they were really happy 

to engage once I got into it.”

During each trip, he stays in Tucson, AZ, and every morning, he drives about 

70 miles south to Nogales, Mexico, just over the border. With an assistant, a large-

format camera, and diffusion panels, Harriman sets up a makeshift studio on a 

patch of of scrubland, or near a small bus station. Sometimes, he says, he’ll wait at 

the crossing for hours without seeing anyone go by. Other times, buses with more 

than 100 people enter the country.

The idea stemmed from one of Harriman’s earlier projects, “La Linea” (“The 

Line”), an effort to document the landscape of the US-Mexico border. “I thought, 

I couldn’t not document the people, the humanity involved with it,” he says. He 

hopes to turn the project into a book.

Harriman’s lifelong fascination with American landscapes and culture first 

drew him to the subject. “I became fascinated that the usa just kind of runs out, 

and then a very different culture begins,” Harriman says. That is, the US has long 

expanses of uninhabited terrain between metropolitan areas, an openness the UK 

lacks. “That drives my eye, more than if I’m back in my own homeland.”

“Mariposa” is named for the Mariposa crossing at Nogales, a place where 

Harriman has met all sorts of people, from those who had attempted to cross 

the border just hours before being deported to those who had been living in 

the US for years.

On one shoot, Harriman met a family with two children that had lived in the 

US for three years before being sent back to Mexico. The only possession they had 

was a blanket. On another, a woman approached Harriman, frantically claiming 

that a coyote, a person who smuggles migrants across the border, had assaulted 

her. “I didn’t actually want to photograph her, but she insisted that I did, so it was 

a difficult one,” Harriman says. In broken Spanish he asked her to be still for the 

camera, and as she became calm, tears began to roll down her cheeks.

While the border itself has changed dramatically over the past decade—high 

fences have replaced old barbed wire in many places—Harriman has kept his 

portrait style consistent. “In order to document something over such periods of 

time, you’ve got to have some consistency, so every time I’d go down there I’d be 

trying to see it through the same eyes,” he says. 

Harriman says the “Mariposa” project falls somewhere between journalism 

and fine art. It’s not photojournalism in the purest sense—it’s more intentional, 

and more formal—but his work serves a journalistic purpose. “I think anything 

where you’re telling a story crosses over into photojournalism,” Harriman says. 

The stories he’s telling are about the plight of people who want to escape the 

lives they were born into. “It’s all about hope,” he says, “but their hope’s just run 

out at that point.” CJR

on the job

Deported lives
by nicola pring 

photograph by david harriman

Undocumented  José had worked 

in kitchens in the US before being 

apprehended by authorities.
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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)

• �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

• �If you are working in InDesign or Illustrator, 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, Illustrator 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.

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" x 4.75"

1/3 page (vertical)                   	 2.25" x 9.625"

1/6 page (vertical)   		  2.25" x 4.75"



DIGITAL ADVERTISING RATES (per month)

Home Page (Leaderboard) 			  $5,300 	  		  $4,000 

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

Leaderboard (One Section) 		  $2,700 	  		  $2,000 

Square (One Section)       			   $2,000     		  $1,600

AD UNIT			           STANDARD	        NON-PROFIT 		
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ONLINE ADVERTISING SPECIFICATIONS

AD DIMENSIONS IN PIXELS:
Leaderboard	 728 x 90
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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		              University Press Issue*

SEPTEMBER/OCTOBER  Deadline for Space  AUG 5  | Deadline for Creative  AUG 10

				            Professional Studies/Education Issue*

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

CHRISTOPHER WISS  •  Advertising/Business Development  •  917 597 9865  •  cw2827@columbia.edu
DENNIS F. GIZA  •  General Manager  •  212-854-2718  •  dgiza@cjr.org

* Advertising promotion program


