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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

	 79% have signed a petition

	 94% of readers voted at the local, state, or national level

	 60% have written or called a politician at the local, state, or national level

consumers who stay healthy naturally

	 92% exercise routinely

	 94% cook from scratch

	 93% purchase organic foods regularly

	 65% grow their own herbs

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

	 98% recycle

	 73% have attended a live music event in the past 12 months

	 53% have postgraduate degrees

	 50% travel for vacation more than once per year

Source: 2015 custom study

a u d i e n c e  r e s e a r c h
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		  % of readers
Gender	
Men	 47%
Women	 53%

Education	
Attended/graduated college	 93%
	Postgraduate degree	 53%
	Graduated college plus	 8%
	Attended college	 33%
		
Age	
18-24	  22%
25-34	  25%
35-44	 15%
45-54	  14%
55-64	 15%
65 or older	  10%
		
Home	
Home owned	 80%
Home value:

	$500,000+	 21%
	$200,000-$499,999	 55%
	$100,000-$199,999	 19%
	$50,000-$99,999	 2%
Less than $50,000	 3%

		  % of readers
HHI	
$150,000 or more	 25%
$125,000-$149,999	 16%
$100,000-$124,999	 6%
$75,000-$99,999	 6%
$50,000-$74,999	 19%  
$40,000-$49,999	 3%  
$30,000-$39,999	 6%  
$20,000-$29,999	 13%  
Less than $20,000	 6%  

Area of Residence	
County size A	 28%
County size B	 32%
County size C	 4%
County size D	 36%

Demographics & Audience
	A verage age: 41*
	A verage HHI: $97,109
	A verage value of owned home: $329,667

* Google Analytics
Source: 2015 custom study
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Total Audience:	   383K*

National Paid Circulation: 15K

Total Print Audience:	 52K

Average Monthly Unique Visitors: 142K
Source: 2015 publisher’s own data

*print, online and newsletter

Print Audience
52 K

Newsletter Subscribers
47 K

Average Monthly Page 
Views

316 K
Average Monthly Unique 

Visitors

142 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

CALIFORNIA’S SAN JOAQUIN VALLEY might 
seem like an agricultural paradise. Nearly 90 percent 
of America’s processed tomatoes and 99 percent of our 
raisins are produced there, in broad fields that tumble from 
the Sierra Nevada and stretch to the Coast Range. But 
the valley is also an ancient seabed high in salt, selenium, 
and boron, and for much of the last century, farmers used 
irrigation to flush those minerals out of their soil and into 
groundwater or rivers—out of sight, out of mind.

By the mid-1980s, though, the selenium had concen-
trated in toxic levels in Kesterson Reservoir, causing defor-

mities like missing eyes and protruding brains in birds and 
fish. Regulations were implemented to prevent farmers 
from sending briny irrigation water downstream, and wild-
life health gradually improved. But because farmers were 
forced to reuse water again and again, the toxic elements 
built up on their fields instead of in wetlands. As the soil 
became ever saltier, farmers had to take swaths of once-
fertile cropland out of production.

It was about that time that an energetic young soil sci-
entist named Gary Bañuelos arrived. An early proponent of 
phytoremediation—using plants to improve contaminated JO
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A Prickly Proposition

by Krista Langlois, from High Country News 

Can an overlooked succulent help salvage toxic soils?

p 6-8, 11-12,14,16-18 EI.indd   6 2/11/15   10:16 AM
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GLEANINGS

LIKE LANGUAGE, ARCHITECTURE can be 
beautiful or ugly. Th ere are buildings that are the equiva-
lent of a great poem or speech: we are moved and even 
transported when we look at them. But just as we may 
like one famous writer more than another, many great 
buildings do not appeal to everyone. Some may ad-
mire the Parthenon or Jeff erson’s Monticello; others 
will prefer the Cathedral of St. John the Divine in New 
York or Gaudí’s Sagrada Família in Barcelona. Most 
of us also have favorite historical periods. We may like 
to imagine ourselves as inhabitants of a French 18th-
century villa or an English country village. Th ere are also 

those who praise currently despised styles, sometimes 
so eloquently that others are convinced, as when John 
Betjeman commended the imitation-Gothic buildings 
of late Victorian England, or when Robert Venturi and 
Denise Scott Brown extolled the extravagant architec-
ture of Las Vegas.

Our taste in private homes also varies widely. We 
may value Frank Lloyd Wright’s Fallingwater or Le 
Corbusier’s Villa Savoye as aesthetic objects, but not 
want to live in them. Instead, we apparently prefer more 
modest and conventional structures that seem to us the 
best of their kind: the perfect Victorian Italianate house, PA
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What Makes Beautiful Buildings

by Alison Lurie, excerpted from The Language of Houses

What is at the heart of the aff ection for beautiful buildings and the disdain 
for ugly ones is a universal language

p 20-24,26-29 Gleanings.indd   20 2/11/15   9:01 AM

On their third date, he takes her to an 
Italian restaurant in the Castro, the 
kind of place where “Th at’s Amore” 
plays on an infi nite loop. “Th ere’s 
something important I have to tell 
you,” Rich says. “I am carrying a spirit-
child with me, a little boy, and he’s 
ready to be born into the here and now.”
Most likely, Meridy doesn’t 
believe him. But there is 
delirious magic in his way of speaking. 
A few weeks later, he looks into her 
eyes after lovemaking and says, “Th ere. 
Now you’re pregnant.” So she is.

Rich names their unborn son 
Galen, after the ancient Greek physi-
cian. Meridy plays along, not ques-
tioning his intuitions. But during her 
pregnancy, she reads the science fi ction 
novel Dune, by Frank Herbert, and 
secretly chooses the feminine name 
Alia. Just in case.

After a 32-hour natural labor and an 
episiotomy, a baby girl is born. Rich is 
so shaken by this dramatic turn that 
he fl ees the hospital and debauches 
himself in a gay bathhouse until dawn. 
Th en he slinks back to the postpartum 
room and confesses.

Th e birth announcements are dis-
carded and new ones printed with the 
name Alia. Meridy becomes Mom, a 
name she will always treasure. Richard 
becomes Dad, but not for long.

32  >>  Utne Reader  

MY PARENTS MEET on a blind date in 1976. Richard with his leather cowboy 
hat and hand-painted jean jacket, Meridy with her purple turban and kohled eyes. 
He reads her aura; she reads his tarot cards. Th e fi rst time they make love he has 
an epileptic seizure during the night and urinates in her bed. Nothing is simple.

In Any Light, By Any Name
by Alia Volz, from Tin House 

As a father looks to the stars for meaning, a daughter just wants him to be her dad
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p 32-44 Who Are You.indd   32 2/13/15   2:29 PM
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EMERGING IDEAS

THE AMERICAN LEFT is notoriously fractious. But 
one belief that unites more than most is this: Corporations 
are not people. “Corporations are people, my friend,” said 
Mitt Romney in 2011, and Democrats skewered his clue-
lessness. “I don’t care how many ways you try to explain 
it,” Barack Obama said on the stump. “Corporations aren’t 
people. People are people.” During the 2014 midterms, 
Massachusetts Democratic Senator Elizabeth Warren barn-
stormed the country to rally the faithful. Her most depend-
able applause line? “Corporations are not people!”

The main target of the corporations-are-not-people crowd 
is the Supreme Court’s 2010 Citizens United ruling striking 
down limits on independent corporate spending in elec-
tions. After that case, groups sprang up to fight corporate 

personhood. Others rebranded themselves by newly taking 
aim at it. But they do not limit themselves to attacking the 
Court’s campaign finance jurisprudence. Most groups make 
a broader attack on corporations being able to assert any 
First Amendment speech rights at all; and some have called 
for disabusing all corporations or businesses of any constitu-
tional right.

Common Cause, for example, uses Robert Reich to tout 
its support for “a constitutional amendment declaring that 
‘Only People are People’ and that only people should have 
free speech rights protected by the Constitution.” Public 
Citizen, the liberal litigation group founded by Ralph Nader, 
argues that “rights protected by the Constitution were in-
tended for natural people.” Free Speech for People, one P
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Let Us Now Praise Corporate Persons

by Kent Greenfi eld, from Washington Monthly

Citizens United was a bad decision, but the cry of “Corporations are not people!” 
isn’t helping fi x the problem— in fact, it’s making it worse

p 6-12,14,16-17 EI.indd   6 5/14/15   11:22 AM

e d i t o r ia l  m i ss  i o n
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I FIRST STARTED to write about poverty in 2012 for Th e American Prospect, but I 
actually don’t describe my beat as “poverty,” though that’s how other people classify 
it, including my editors at the magazine. I say I cover “opportunity.” America is a 
country that still believes it’s full of opportunity, and my project is to assess that 
belief. We know now, of course, that upward mobility has stalled, and that the 
middle class has been leaking from the bottom like a sieve, so it’s a rich topic, and 
an increasing but still small number of writers is drawn to it.

The Other Americans
by Monica Potts, from Democracy

Instead of pitying the poor, we should feel a sense of kinship that leads to empathy

Since I began, I’ve 
published three big 
stories: on one of the 
poorest rural counties 
in Kentucky; on a hotel 
housing homeless fami-
lies in suburban Denver 
(reprinted in the Janu-
ary/February 2014 is-
sue of Utne Reader); 
and on a fi ve-year drop 
in the life expectancy 
of white women who 
do not graduate from 
high school, which 
I investigated by 
going to my home 
state of Arkansas. My 
goal was to spend 
enough time in each 
of those communities 
that I could fi rst fi nd 
the right questions to 
ask. I wanted to dis-
cover stories that would 
illustrate how each place 
was unique, and the various challenges those who lived 
there had to overcome. So, in Owsley County, Kentucky, 
a place where poverty seemed written into the land-
scape, I asked, “How do you create opportunity here?” 

In Denver , I thought, 
“How do people who 
were once middle class 
come to terms with 
the fact that they may 
never be again?” For 
the article about poorly 
educated white women 
dying young, I won-
dered, “Why would 
hardship fall so heav-
ily on these women, 
and where can I go to 
explain what their lives 
are like?” It takes weeks 
just to come up with 
the question, which is 
more time than most 
journalists are aff orded 
to report and write an 
entire story.

It’s important to me 
to avoid a trap I think 
many writers fall into, 
one that I’m never en-
tirely sure I succeed 

in avoiding, in which the subjects of articles aren’t 
presented as real people but rather are off ered up as 
illustrations of suff ering. While the contours of life for 
low-income Americans are shaped by want and need, H
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p 48-58 Inequality.indd   48 5/7/15   2:55 PM
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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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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. 



More Arctic Woes
U.S. naval training threatens 
the nation's most pristine and 
sustainable salmon fi shery

Keeping the EPA Honest

Mind-Changing Climate

Bust a Move
New fi lm tracks 
the global spread 
of hip-hop and 
breakdancing

• Music
• Film

June
2015 Digital

Tell us what’s on your mind. 
Submit a Letter to the Editor 
today for our next digital edition!
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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 InDesign CS files are preferred. Do NOT 
send low-res PDFs. 

Other acceptable files include 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:
•	I nstall FTP software on your computer. (Filezilla.com).
•	 Log on to FTP address ftp.oweb.net.
•	E nter login: ogdenpubs-guest (lower case).
•	E nter Confidential Password: t017pa (lower case).
•	 Upload file/files in the Utne Reader folder within the ADS_IN folder. 
• 	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”

Full Page with bleed 8.25” x 10.75” 
Full page 	 7.5” x 10”
1/2 pg horizontal 	 7” x 4.5”

print ad specifications

online ad specifications
RUN-OF-SITE ADVERTISING:
Leaderboard (728 x 90)
Skyscraper (160 x 600)
Double Skyscraper (300 x 600)
Jumbo box (300 x 250)
NEWSLETTER ADVERTISING:
Banner Ad (468 x 60)
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

Spring 2016
Ad close: 1/27/16
Materials due: 2/4/16
Copies ship: 3/10/16

Summer 2016
Ad close: 4/20/16
Materials due: 4/28/16
Copies ship: 6/9/16

Fall 2016
Ad close: 7/27/16
Materials due: 8/4/16
Copies ship: 9/8/16

Winter 2016
Ad close: 10/26/16
Materials due: 11/3/16
Copies ship: 12/8/16



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

Mother Earth News  Mother Earth Living  Utne Reader  Grit   Capper’s Farmer   Farm Collector  Gas Engine Magazine   Motorcycle Classics  
CommunityChickens.com   KeepingBackyardBees.com   Herbs.MotherEarthLiving.com   MotherEarthNews.com/Food-Preservation   GoodThingsToEat.com

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

  www.Utne.com




