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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

	 89% of readers voted at the local, state, or national level

	 86% have signed a petition

	 67% have written or called a politician at the local, state, or national level

consumers who stay healthy naturally

	 90% exercise routinely

	 90% purchase organic foods regularly

	 86% cook from scratch

CONSUMERS WHO VALUE TRAVEL, COMMUNITY,

AND THE ENVIRONMENT

	 95% recycle

	 90% have traveled outside the United States for vacation

	 79% make monetary donations to charitable organizations

	 at least 3 times a year

	 79% travel for vacation at least once a year

CONSUMERS WHO ARE WELL-READ & EDUCATED

	 74% are interested in continuing education

	 71% read nonfiction literature; 67% read fiction

	 41% have postgraduate degrees

Source: 2017 custom study

Audience Research
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		  % of readers
Gender	
Men	 42%
Women	 58%

Education	
Attended/graduated college	 96%

	Postgraduate degree	 41%
	Postgraduate work	 12%
	Attended college	 43%

		
Age	
18-24	  25%
25-34	  22%
35-44	 18%
45-54	  14%
55-64	 13%
65 or older	  8%
		
Home	
Home owned	 80%
Home value:

	$500,000+	 21%
	$200,000-$499,999	 44%
	$100,000-$199,999	 23%
	$50,000-$99,999	 8%
Less than $50,000	 4%

		  % of readers
HHI	
$150,000 or more	 13%
$125,000-$149,999	 10%
$100,000-$124,999	 10%
$75,000-$99,999	 16%
$50,000-$74,999	 20%  
$40,000-$49,999	 7%  
$30,000-$39,999	 10%  
$20,000-$29,999	 7%  
Less than $20,000	 7%  

Area of Residence	
County size A	 22%
County size B	 28%
County size C	 25%
County size D	 25%

Demographics & Audience
	A verage age: 40*
	A verage HHI: $83,592
	A verage value of owned home: $332,873

* Google Analytics
Source: 2017 custom study
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Total Audience:	   302K*

Subscriptions: 	 11K
Single Copy Sales: 	 2.3K 
National Paid Circulation: 	 13.3K

Total Print Audience:	 53K

Average Monthly Unique Visitors: 	 105K
Source: 2017 publisher’s own data

*Print, online, newsletter, and social media

Print Audience
53 K

Newsletter Subscribers
29 K

Average Monthly Page 
Views

213 K
Average Monthly Unique 

Visitors

105 K

Facebook
10 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.

8    UTNE READER  

it all in their minds, and we’re not there 
to help them unpack.”

Christy, whose mother is black and 
father is white, is especially concerned 
about her son, who might not always be 
seen as the child that he is.

“It’s sad that I tell my son, ‘When 
you’re walking home with your buddies, 
be careful’ ... They weren’t old enough 
to remember Trayvon [Martin], but I 
explained to my son that this boy was 
just a little bit older than you—he had 
a Gatorade and Skittles, like you some-
times do—and just because he had a 
hoodie on and just because his pants 
were sagging, he was killed. I hate that 
as much as I try to give my kids a voice, 
I have to teach them they have to silence 
that voice sometimes.”

Jelani remembers having in his teens 
a similarly disheartening conversation 
with his father.

“He walked me through all of the 

situations in life where I need to make  
myself smaller to be safe. He told me, 
‘You cannot give police a reason to go any 
further with you. If they pull you over, be 
compliant, don’t raise your voice, don’t 
ask questions. Just do what they ask of 
you.’ I was frustrated because it was un-
fair. I was 16 years old, just out of board-
ing school, and I’d just come home to 
Chicago. He’s still coaching me on how 
you can’t be your biggest, boldest self.”

Phyllis Stone and Jim Stone of 
Somerset, New Jersey, gave their son, 
Alex, 30, the same talk when he was 
younger, and they are seeing the cycle 
repeat itself as he raises his two teenage 
stepsons.

“It never occurred to me that several 
generations later, he would be in a posi-
tion to have the same conversation with 
his sons. That’s a surprise to me, for sure, 
even though we’ve come a long way and 
racism has changed over the years — 

but it’s a surprise to know that genera-
tions later, The Talk hasn’t changed a 
whole lot,” says Phyllis, a member of 
Notre Dame’s Board of Trustees and the 
University’s second African-American 
cheerleader. “We’re told to do all of these 
things—keep your hands where police 
can see them—but those things don’t 
even apply anymore. So there’s a little bit 
of confusion.”

Confusion even for their grown son, 
whom the Stones say has been brutal-
ized—and traumatized—during en-
counters with police officers on several 
occasions throughout his life.

“There are stories about him being 
stopped, and being physically and ver-
bally abused and being roughed up that 
he can’t even tell me,” Phyllis says. “With 
all of the events in the media of black 
men getting killed by policemen—I 
forget which incident it was—he called 
me one day and said he was scared to 
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Is There a Business Model 
for Serious Journalism in 
the Age of Trump?
The press has arguably never been more vulnerable. But there are some 
surprising—and practical—glimmers of hope. 

by Kyle Pope, from The Nation

DONALD TRUMP HAS a bully’s nose for the vulnerable 
and the defenseless, and he sees the American media as 
both. The White House’s vicious attacks on the press, and 
the often-timid response from journalists, stem from the 
fact that, as a business, the press at this moment couldn’t 
be more exposed: Most of the biggest media companies 
in the country still haven’t settled on a business plan that 
works (and the smaller ones, in ever-larger numbers, are 
simply closing up shop); reporters continue to lose their 
jobs; and magic-bullet answers that once offered hope for 
turning things around—video or live events or virtual 
reality—seem to disappoint by the day. 

No wonder the ridicule from Sean Spicer and Steve 
Bannon, propelled by historically low approval ratings 
for journalists, has turned into an existential threat to 
journalism that is gleefully being fanned by the com-
mander in chief. There’s nothing new on the horizon, no 
business-model savior set to rescue media companies at 
the very moment they are facing their most critical jour-
nalistic test. There are, though, strands of hope, little bits 
of ideas that are working, albeit in limited ways. By mixing 
and matching them, we can begin to compile a recipe for 
a new journalistic model that may work—emphasis on 
the may.

1. “FREE” IS NOT A BUSINESS MODEL.
We can now bury for good any hope that giving 

away content and paying the bills solely through online  
advertising is a sustainable media strategy. The digital-ad 
revenue simply isn’t there to support real journalism. As 

a result, digital-only shops like Mashable and Medium are 
sharply scaling back. On the flip side,  The New York 
Times and The Wall Street Journal are proving that pay-
walls can work, even on a massive scale, while niche sites P

H
O

TO
 B

Y
 G

A
G

E 
SK

ID
M

O
R

E 
/ 

/W
W

W
.F

LI
C

K
R

.C
O

M
/P

H
O

TO
S/

G
A

G
ES

K
ID

M
O

R
E/

p 40-51 Trump.indd   47 5/10/17   2:35 PM

84    UTNE READER  

WHEN I HIT my late teens, like so 
many before me, I began to navigate my 
place in the world entirely through my 
relation to rock music. I had no aspira-
tions to play music myself—I was just 
an eager listener. Having arrived at col-
lege with a CD collection that fit com-
fortably into a shoebox, I burned with 
a fervor unique to fresh converts. I was, 
without a doubt, incredibly annoying.

Of all the noise to which I bowed—
new and old, black and white, famous 
and obscure—the mightiest was that 
made by the Velvet Underground. This 
was the sound of cool; alongside it, all 
but Dylan seemed dopey and compro-
mised. Nothing on a museum wall could 
match the band’s artistic purity. Lou 
Reed and the Velvets existed in a bona 
fide and long-vanished underground 
encompassing vanguard art, edgy lit-
erature, and fabulous sunglasses. Falling 
under their spell seemed akin to being 
a character in a science fiction story 
who suddenly gains use of his full brain  
capacity.

In critical consensus, the great Velvet 
Underground albums are the band’s 
Warhol-immersed debut and its rav-
ishing third album. Yet the record to 
which I gravitated was the group’s de-
ranged second LP, White Light/White 
Heat, from 1968. The album was pro-
duced by the visionary Tom Wilson, who 
also recorded my favorite Dylan LP and, 
in the ’50s, had introduced Planet Earth 
to Sun Ra; it was the last VU album to 

feature John Cale.  White Light/White 
Heat  traffics in bedlam and pledges  
allegiance to no one, ultimately tumbling 
into the madness and joy of “Sister Ray.”

 “Sister Ray” is the album’s 17-min-
ute show stopper—but the song that 
unsettled me was “The Gift,” perhaps 
its most maligned track. “The Gift” 

White Light 
The remarkable—or 
completely coincidental—
connection between 
Steve Urkel and the 
Velvet Underground

by Jay Ruttenberg, from The Lowbrow Reader
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Closing Dates

Spring 2018
Ad close: 1/29/18
Materials due: 1/31/18
On sale: 3/20/18

Summer 2018
Ad close: 4/30/18
Materials due: 5/2/18
On sale: 6/19/18

Fall 2018
Ad close: 7/30/18
Materials due: 8/1/18
On sale: 9/18/18

Winter 2018
Ad close: 10/29/18
Materials due: 10/31/18
On sale: 12/18/18
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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 emailed 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. (www.filezilla-project.org)
•	 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. 
• 	Email 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.

Full page trim size:   8” x 10.5”
Half page trim size:   8” x 5.25”

Full Page with bleed 	 8.25” x 10.75” 
Full page 	 7.5” x 10”
1/2 pg horizontal 	 7” x 4.5”
1/2 pg horizontal, bleed 	 8.25” x 5.375”

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)
Skyscraper (160 x 600)
Text Ad – logo (150 x 150) + 50 words
MOBILE ADVERTISING:
Banner (300 x 50)
Jumbo Box (300 x 250) 

FILE SIZE: 40kb or less at 72 dpi
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). 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.

	 1 full-page, 4-color ad in each quarterly print edition
	 3 newsletters that you own (all 3 ad positions)
	 300,000 impressions at www.Utne.com

	 1 half-page, 4-color ad in each quarterly print edition
	 1 newsletter that you own (all 3 ad positions)
	 150,000 impressions at www.Utne.com

Premium placement 
Advertisers may request premium placement. A 15% surcharge will be added to the regular advertising rate if 
placement is available. 
Contact your advertising representative for available pages.

PARTNERSHIP PACKAGE DETAILS:

2018 Specifications
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