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OUR MISSION

Columbia Journalism Review’s mission is to be the intellectual leader in the rapidly changing 

world of journalism.  It is the most respected voice on press criticism, and it shapes the ideas 

that make media leaders and journalists smarter about their work.  Through its fast-turn 

analysis and deep reporting, CJR is an essential venue not just for journalists, but also for 

thousands of professionals in communications, technology, academia, and other fields reliant 

on solid media industry knowledge.

Columbia Journalism Review is published by the Columbia University Graduate School of 

Journalism.

With current events, the need for Columbia Journalism Review’s mission is urgent:

• to keep a watchful eye on the freedom of the press

• to call to account those who attack it

• to highlight the accomplishments from the best of media

• to serve as a watchdog for those who fall short

• to lead a conversation about the future of new-gathering media
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Inside (The) 
Information

AUTHOR
Merissa Marr

PHOTOGRAPHER
Cody Pickens

A scrappy digital news outlet is taking on 
the reporting establishment in Silicon Valley, 
and testing the limits of a new business model

O n the astro-turfed rooftop of a SoHo pent-
house this summer, a mix of tech executives, 
investors, and B-list celebrities sipped Cham-
pagne and nibbled mini tacos served by a 

white-jacketed waiter. Gayle King, the Oprah confidante and CBS This 
Morning anchor, was there, admiring the views across Wooster Street 
to the rest of Manhattan, and talking to Jon Miller, former CEO of AOL.

The crowd was there to pay homage to Jessica Lessin, a 33-year-old 
former Wall Street Journal reporter, whose tech news site, The Infor-
mation, could become a new digital model at a time when ad-support-
ed Web news is in need of an economic lifeline.

The Information has gained notice for its contrarian, old-school 
approach to digital news, which includes a no-joke $399 paywall, rela-
tively scant attention to social media (at least when compared to other 
digital-first news sites), and a newsroom ethos that encourages report-
ers to write fewer, deeper stories, as opposed to a constant drip of 
quick, often thinly reported hits. The Information’s sweet spot is the 

MS. INFORMATION
Lessin in her 
company’s San 
Francisco office
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AUTHOR
Shelley Hepworth

On an overcast day in December, a drone flew over the out-
skirts of Dallas. The brief flight had been routine —a test to 
calibrate equipment—so the amateur pilot wasn’t expecting 

much when he returned home to review the pictures he had captured.  
But something in the bottom left-hand corner of one of the photos 
caught his eye. It looked like a river of blood flowing from the back of 
a factory into a creek that fed the Trinity River. 

The operator picked up the phone and reported the sighting to the 
National Response Center, which tipped off the Texas Environmental 
Crimes Task Force. A search warrant was issued. A year later, follow-
ing an investigation kicked off by the photos, a grand jury returned 18 
indictments against the Columbia Packing Co., Inc, which had been 
operating as a slaughterhouse and meatpacking plant, and two of its 
vice presidents for pollution and evidence tampering. The slaughter-
house was shuttered.

The incident demonstrates both the potential of drones for 
investigative journalism and the impact of new state and federal 
guidelines that could limit their use. As is often the case with new 

The drone files

SPACEX ROCKET 
HOP—DALLAS, TX »
FAA regulations 
restrict commercial 
drone operators 
from flying in some 
airspace without 
the approval of Air 
Traffic Control, which 
basically means no 
flying around airports 
or other restricted 
airspace. When 
SpaceX tested its 
Grasshopper rocket, 
the company had 
to seek permission 
from the FAA  to use 
the drone. (Courtesy 
SpaceX)

technology, the evolution of drones long 
ago outstripped efforts to regulate them, 
even as they tap into our most primal fears 
about privacy and surveillance. The FAA in 
recent months has moved to streamline its 
rules around commercial drone usage, but 
state legislation remains a hodgepodge. In 
2015, 45 states considered 168 bills related to 
drones, according the National Conference 
of State Legislatures. The result is a confus-
ing patchwork of laws and regulations that 
vary according to where you’re standing and 
why you’re filming.

In mid 2014, for instance, the National 
Park Service instituted a ban on drones until it 
can work out a long-term management plan. 
The reasoning is sound enough: Selfie sticks 
are annoying, but can you imagine a future in 
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OUR EDITOR

Kyle Pope is the Editor and Publisher of The Columbia Journalism Review. 

Kyle spent a decade as a reporter, foreign correspondent and editor at The Wall 

Street Journal before joining Condé Nast’s late Portfolio magazine, eventually 

becoming deputy editor, where, among other accomplishments, he edited the 

Michael Lewis cover story that later grew into the book and movie “The Big 

Short.” He also served as editor-in-chief of The New York Observer and most 

recently served as editor of a group of hyperlocal newspapers in Manhattan.
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Closing the gulf between science 
and the humanities is crucial to keeping 
journalism relevant
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A t this year’s annual meeting of the Online News 
Association in Denver, many of the 2,000 
attendees and delegates crowded into the 
opening keynote address. In the middle of the 

most charged US election in living memory, at a time when the rel-
evance and role of the news media were under intense scrutiny, the 
assembled newsroom operatives were not coming to hear a leading 
editor or garlanded correspondent give insights on the upcoming elec-
tion or the state of the world. Instead, they listened intently to Fidji 
Simo, Facebook’s director of product, talk about how the future is all 
about giving users more of what they want.

The intertwining of interests between enormously powerful tech-
nology companies and every news organization on the planet has trou-
bled both sides. Mark Zuckerberg has firmly stated he does not see 
Facebook as a media company, but as a technology company. Journal-
ists at the Online News Association, known as ONA, were skeptical 
about the influence of technology companies, though aware of the 
interdependence. “To tell the truth, they are keeping us alive at the 

AUTHOR
Emily Bell

ILLUSTRATOR
Daniel Zender

The tech/editorial 
culture clash
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A fter a white supremacist gunned down nine 
black worshippers at Emanuel AME Church in 
Charleston, South Carolina, last June, reporters 
at The Post and Courier, where I work, filed hun-

dreds of stories on the shooting and its aftermath. One of my pieces, 
about dubious financial dealings by the church’s interim pastor, elic-
ited a threatening email. As I scanned it on my laptop at home, one 
line chilled me: “If you’re reading this tomorrow morning it’s probably 
too late.”

My kitchen table sits next to a bay window that overlooks a wooded 
easement. It has no curtains. I’d never needed any here in Charleston, 
a famously charming city that is home to some of the country’s best 
restaurants and most beautiful people, according to organizations that 
rate those sorts of things. But now the darkness beyond felt ominous. I 
stepped away from the window and called my editors.

I was reminded of that moment recently as I read about W. Hor-
ace Carter, the 29-year-old founder of the the Tabor City Tribune, who 
watched a line of cars cruise down the main drag of his North Carolina 

AUTHOR
Jennifer Berry 
Hawes

Exposing the  
Invisible Empire

How Pulitzer-winning stories about the  
Ku Klux Klan defined public service journalism

KLANSMEN Gather 
in the woods in Stone 
Mountain, Georgia, 
1921.B
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AUDIENCE

Columbia Journalism Review is an esteemed source for journalists, students, and 

professionals in communications, technology, academia, and other fields reliant on solid 

media industry knowledge.

The CJR audience is working journalists, academics, students, media executives, business 

and public policy staffers, and those obsessed with the workings of journalism and the media. 

Source: Fall 2016 CJR Audience Survey on cjr.org

Demographics

Male/Female 59%/41%

Median Household Income (HHI) $92,500

Frequency

Read cjr.org Weekly or More 48%

Read cjr.org Monthly or More 82%

Metrics

Print Edition 20,000 copies per issue.  CJR paid members 
supplemented with top U.S. journalists, editors, and 
media executives.  Newsstand sales at Barnes & 
Noble stores and other retail outlets.

Digital Edition 1,083,000 page views and 702,000 unique visitors  
Source:  : Average Monthly (Dec 2016, Jan 2017 
and Feb 2017), Google Analytics, March 2017.

Newsletter: 25,000 subscribers
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AUTHOR
Vanessa M. Gezari

PHOTOGRAPHER
Bryce Duffy

Mark Boal has been a serious journalist and a hugely 
successful screenwriter. What can we learn from a 
master storyteller who mixes fact and fiction? 

The view from 
Hollywood

4 2  C J R

In The Journalist and the Murderer, Janet Malcolm writes of 
her excitement at the admittedly tricky prospect of inter-
viewing a fellow tribesman: “[Joe] McGinniss and I would 
be less like experimenter and subject than like two experi-

menters strolling home from the lab together after a day’s work, com-
panionably thrashing out the problems of the profession. The tape 
recorder would preserve the trenchant things we would say….It did 
not work out that way.”

That passage echoed in my head as I tried to engage Mark Boal, a 
longtime magazine reporter and screenwriter best known for The Hurt 
Locker and Zero Dark Thirty, in a conversation about his work. I'd long 
admired Boal's ability to make mass audiences pay attention to com-
plicated subjects like war at a time when too few people read serious 
journalism about them. I was also impressed by his ability to turn jour-
nalism into a paying job. For reporters beset by layoffs and other dark 
prospects, Boal carries a torch, lighting the way to the kind of financial 
freedom that makes ambitious journalism possible.

Boal didn’t want to meet with me. He didn’t want to talk on the 
phone. He proposed doing the interview over email, then asked me 
to text him. Our conversation was conducted via instant messages 
during two transcontinental flights Boal made between his base in LA 
and Raleigh, NC, on his way to Fort Bragg to see “a man in from Iraq.” 
I used iChat, while he texted on his phone with the help of airplane 
WiFi. “Maybe being at 10k feet will give me an advantage,” he joked. 

Boal began his career as a reporter for the Village Voice, Rolling Stone, 
Playboy, and other magazines. He made his first foray into movies 
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OPPORTUNITIES

PRINT

WEBSITE

DIGITAL  
NEWSLETTERS

Target 
Audience

CORPORATE  
SPONSORSHIPS / EVENTS

For details on custom and integrated marketing opportunities, please contact Christopher Wiss.
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Powered by Facebook and the gaming industry, 
virtual reality is growing more seductive. Journalists 
should be girding for the fight of their lives.

In June 2003, the San Francisco company Linden Labs 
launched a Massively Multiplayer Online Role Playing 
Game called Second Life. It quickly grew to over a million 
users, and has become a touchstone for the potential social 

adoption of virtual worlds. While other such games, like World of War-
craft, have seen far wider adoption, the creators of Second Life insist 
that it is not a game in the usual sense because it does not have set 
narratives. Instead, its sole purpose is to create a world in which users 
can engage. In Second Life, users hang out, build communities, run 
businesses, and of course, have sex, all through their avatars.

Less than a year after its founding, Second Life got its first news-
paper. Started by the philosophy and linguistics professor Peter 
Ludlow, it began as an experiment in virtual journalism on another 
platform called The Sims Online, where it was called The Alphaville 
Herald. Ludlow, or rather his avatar, Urizenus Sklar, was quickly 
kicked out of Sims for writing editorials against the company that 
built it, Electronic Arts. In that virtual world, it turned out, free 
speech protections were limited.

AUTHOR
Taylor Owen

ILLUSTRATOR
Daniel Zender

Can journalism 
be virtual?
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ADVERTISING RATES

Ad Unit (dimensions)         Standard Non-Profit

Full Page (6.5” x 8.875”) $10,000 $6,000

1/2 Page (6.5” x 4.375”) $4,300 3,860

Print

Ad Unit (dimensions)         Standard Non-Profit

Home Page / 728x90 or 300x250 (30 days)           $7,500 $5,000

One Edit Section / 728x90 or 300x250 (30 days) $4,500 $3,050

CJR Newsletter (300x250) sponsorship $1,200 $800

Digital

DIGITAL ADVERTISING SPECIFICATIONS

AD DIMENSIONS IN PIXELS:

Leaderboard: 728 x 90     

Square: 300 x 250

• Ad file size should be no larger 

than 30k.

• An animated gif will repeat only 

three times.
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PRINT ADVERTISING SPECIFICATIONS

Cover Pages

Inside Pages

Full Page - Full Bleed
with bleed: 7.75 x 10.25 inches
trim: 7.5 x 10 inches

Perfect bound

Full Page - Full Bleed
with bleed: 7.75 x 10.25 inches
trim: 7.5 x 10 inches

Perfect bound

Full Page - Full Bleed
with bleed: 7.75 x 
10.25 inches
trim: 7.5 x 10 inches

Full Page - Full Bleed
with bleed: 7.75 x 10.25 inches
trim: 7.5 x 10 inches

Spread Bleed
with bleed: 15.25 x 10.25 inches
trim: 15 x 10 inches

Spread
14.125 x 8.875 inches

Half Page Bleed
with bleed: 7.75 x 5 
inches
trim: 7.5 x 4.875 
inches

Half Bleed
non-bleed: 6.5 x 4.375 inches

Technical Requirements 
Please supply hi-res pdfs (300 dpi) with  embedded fonts and hi-res art to Christopher Wiss at CJR.
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CJR CORPORATE MEMBERSHIP DELIVERS INSIGHT  
AND SUPPORTS A VIBRANT, FREE PRESS

CJR Corporate Members support our efforts 
to lead and respond to the challenges and 
opportunities of journalism in a period of 
tremendous change.  Membership directly 
supports the news, insights, and analysis CJR 
has been delivering to national and international 
audiences for over 50 years.  

Please consider a CJR Corporate Membership for 2017.  

Corporate Memberships: $10,000 per year (2017 Charter Membership: $5,000)

Sample Benefits:

• Listing on Corporate Membership page of CJR’s website with like-minded organizations 

supporting CJR’s mission to uphold strong journalistic values and a strong, vibrant press

• One month banner ad on CJR website (first-come, first-serve)

• Ads in two CJR newsletters (digital)

• Significant discount on print advertising in all print editions within the term of 

membership
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ADVERTISING CONTACTS

Christopher Wiss
Advertising/Business Development

917-597-9865
christopherwiss@gmail.com

cwiss@cjr.org

Dennis F. Giza
General Manager

212-854-2718
dgiza@cjr.org

Office Address
c/o Columbia University

Graduate School of Journalism
801 Pulitzer Hall
2950 Broadway

New York, NY   10027


