














VI CE CONTA CT S

“Make way for the new honesty.” 
–Observer Magazine  

“…delivers humour by the crateload 
and skewed intelligent cultural 
analysis melded to a shocking gift for 
irreverent delivery…”  
–Arena 

“[A] hipper-than-thou alternamag with 
dreams of world domination...”
–The New Yorker

“Vice magazine has built a small empire 
out of a raw, ironic sensibility, risque 
photographs, and a willingness to deal 
in taboo subjects.” 
–New York Times

“For those of us who lost faith in Western 
news outlets a long time ago, the rise of 
the online network VBS.tv this year had 
been nothing short of a reconversion”  
–V Magazine

“V ice is so cool—in a way MTV would 
love to be.”  
–CNN

“Vice is hugely in�uential. It’s kept them 
on the cutting edge... Within months 
they are doing in the record industry 
what they already did in publishing: 
change the standard operating proce-
dure in order to make things happen.”
–John Reid, CEO, Warner Music UK

“I haven’t gotten a copy of Vice since 
2000, people �end that mag like crack.” 
–David Choe, Painter, Illustrator, 
Vice Contributor & VBS.tv host

RE CEN t  PRE SS
“Cutting, clever and hilariously crude...”  

–Visionaire

“VBS.tv... a model for reporting that may 
be raw, but is nothing but honest.  And 
who to trust to better explore the sub-
cultural landscape than Vice magazine? 
This is going to be important.”  
–PSFK.com

“VBS stage dives into its coverage, 
dispatching amateur reporters—armed 
with little more than a camera, designer 
sunglasses, and a pair of steel cubes - to 
travel to the places that more seasoned 
correspondents wouldn’t be caught dead 
in for fear of...well, being caught dead.”
–Wired Magazine

Winner of the �rst ever American Magazine 
Vanguard Award 

“An online network with an astonish-
ingly varied slate of current-affairs-
oriented programming, from wry series 
to dead-serious multipart documenta-
ries...” 
–Advertising Age

te Stimonial S
“The most arrogant people I’ve ever met. 

I want to be in business with them.”
–Van Tof�er, President, MTV

“A lot of people claim to target trendsetters, 
but very few people actually deliver them. 
Through brand integrity, community and 
truth, Vice speaks to every single one of 
those elusive yet very essential assholes.”
–Livia Tortella, Vice President of 

Marketing & Artist Development, 
Atlantic Records

“Vice is our Vanity Fair.”
–Iris Alonzo, Creative Director, 
American Apparel

“[Among the] biggest brand success stories 
of the year...” 
–Advertising Age, “The Marketing 50”

“Often so far and away the funniest print 
publication in the world that it’s sort of 
embarassing to compare anything else 
with it. The Vice zeitgeist is hard to de�ne, 
but you know it when you see it.” 
–Business Week

“ Vice magazine has grown into a global 
music, publishing and fashion empire. Its 
take no prisoners approach has captured 
the imagination of what marketing people 
call ‘trendsetting metropolitans’ aged 21 - 
34. The Cassandra Report, the in�uential 
consumer guide, named the magazine the 
number-one tastemaker in this crucial 
demographic for the past �ve years.”
–The Guardian 

“Vice may have cornered the market on 
cool in print.”  
–Wired 

“The �rst-movers of culture have embraced 
a continuum that includes the hip, sub-
versive aesthetic of Vice Magazine.” 
–New York Times Magazine 

“The people [at VBS.tv] are on a mission. 
They’re inventing new things every day. 
It reminds me of MTV in the extremely 
early days.”
–MTV Founder & Former Viacom 
CEO Tom Freston

“VBS is punk rock for the 21st Century. 
They are better-looking and more rock-
and-roll than we will ever be.”
–U2’s Bono

“[Vice is] this all-embracing, all-swallow-
ing whore of Babylon.”
–TV on the Radio’s Kyp Malone
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