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DEMoGRAPHICS
“They’ve discovered an international tribe that’s out there — young, hip, disaffected people 
who are beyond the normal commercial culture.”  –Tom Freston, Sunday Times

An EXTREMElY loYAl AnD 
InVolVED AUDIEnCE

68%  save/collect an issue after reading it  

45%  pick up every issue

87%  pick up each issue 3+ times to read

23%  pick it up 8+ times to read

44%  spend 1-2 hrs reading each issue, 34% spend over 2 hrs 

17%  don’t read ANy magazines other than VICE

45.6%  visit viceland.com once a month or more

5.6  readers per-copy on average

VICE READERS ARE 
BIG-TIME ConSUMERS  

83%  purchase clothing/accessories every month, 38% every week

81%  buy music every month, 41% every week

83%  eat out at least once a week

82%  go to a bar or club at least once a week

84%  purchase alcohol every week

79%  go to the cinema every month, 37% go every week

90%  have a mobile phone

39%  buy movies, videos, or DVDs every month, 11% every week

56%  buy health and beauty products every month

40%  shop online every month

80%  intend to travel overseas in the next 12 months

52%  own a video game console

81%  use a digital camera

94%  have a credit card

95%  use the internet daily  

94%  use email daily

92% oF VICE’S 
AUDIEnCE 
IS oVER 21

Under 21: 8%
21-25:  24%
26-30:  34%
31-35:  20%
36-40: 8%
41+ 6%
Mean age 27.6

WHAT READERS 
THInK oF VICE
      

The writing is different from anywhere else

The articles are always entertaining 

I love its sense of humor    

I love the international nature of its content

The ads in the magazine are interesting  

I like the fact that advertising is not disguised
as editorial, unlike other magazines

VICE READERS HAVE 
STRonG TREnDSETTInG 
ATTITUDES

I like to know about music/bands/releases
before everyone else

I like to know about fashion brands/designers
before everyone else 

I like to know about new technology/gadgets 
before everyone else

MEAn 
InDIVIDUAl 
InCoME

£24,414

MEDIAn
HoUSE-
HolD 
InCoME

£49,637

Source: viceland.com visitor survey, September 2010. Data and methodology available upon request.

MAlE
SKEW

Male  59%
Female  41%

have a credit card

use the internet daily  use the internet daily  



V ice has been doing a wee bit of 
expansion lately. The VICE Brand 

Divisions now include:

VICE Films: In 2007 VICE Films pro-
duced Heavy Metal in Baghdad, the criti-
cally acclaimed feature-length documen-
tary following the only heavy metal band 
in Iraq, Acrassicauda, and in 2008 pro-
duced White Lightnin': The Jesco White 
Murders, starring Ed Hogg and Carrie 
Fisher, with Dominic Murphy directing 
and the UK Film Council co-producing. 
2009 saw the production of The Ride 
a documentary following the cowboys 
of the Professional Bull Riding circuit. 
There is also a feature fi lm collaboration 
with Academy Award-nominated director 
Spike Jonze in the works.

VICE DVD: A series of original long-
form DVDs, including the VICE Guide 
to Travel. These scary and hilarious doc-
umentaries bring Vice magazine to life.  
We’ve heard it described as “60 Minutes 
meets Jackass” and we aren’t going to 
argue with that, really. In 2009 VICE 
DVD released the Webby-winning Sea-
son One of Patrick O’Dell’s VBS.TV 
skate series “Epicly Later’d,” and a Rich-
ard Kern DVD is also on the way fea-
turing Kern doing what he does (shoot 
amazing photographs of amazing sub-
jects) around the world.

VICE Music: An all-encompassing 
music company consisting of a label ros-
ter that includes The Raveonettes, Black 
Lips, OFF!, and Win Win, a manage-
ment roster that includes Davila 666, 
music publishing, and a full service 
music supervision team. Through strat-
egy, solutions, events, supervision, and 
corporate consulting, VICE Music seam-
lessly integrates music into the global 
VICE brand. 

VICE Books: In 2008 VICE released three 
critically acclaimed photography collections: 
True Norwegian Black Metal by Peter Beste, 
Skins & Punks: Lost Archives, 1978-1985 
by Gavin Watson, and the much-lauded, 
335-page tome The Vice Photo Book. We 
like to think of them as the visual counter-
parts to our pair of 2003 bestsellers The 
Vice Guide to Sex and Drugs and Rock and 
Roll, a compilation of Vice magazine’s great-
est hits through 2002, and our fi rst DOs & 
DON’Ts book featuring Vice’s famously 
acerbic street-fashion critiques. Winter 2009 
saw the release of a sequel to our original 
best-of collection: News, Nudity & Non-
sense, a compendium of Vice’s best articles 
from 2003 to 2008. We also published 
Heavy Metal in Baghdad, the oral history 
companion to VICE’s eponymous award-
winning documentary. In autumn 2010 
VICE Books released Full Bleed, the much-
anticipated photo book documenting the last 
30 years of New york City skateboarding by 
Alex Corporan, Ivory Serra and Andre Razo. 
VICE Books releases for 2011 will include a 
book of photos from Sasha Grey, titled Neü 
Sex; Fashion Cats by Takako Iwasa; and the 
second DOs & DON'Ts book.

VIRTUE: Virtue is the other side of VICE. 
It's an agency that does brand strategy, cre-
ative development, production, and distribu-
tion under one roof. Virtue is built on the 
belief that every brand today has to think and 
act like a media company, pulling an audi-
ence in rather than pushing advertising out, 
and that at the root of every great brand lies 
an idea or insight that is a story worth telling.

THE VICE BRAnD
“VICE is comfortable enough with modern media and marketing to leverage its cachet into a 
multi-tentacled business play.”   –Business Week 

VICE Custom Publication:
The Colt 45 Photo Suppliment

VICE Music: OFF!

VICE Custom Publication:
Where The WIld Things Are

VICE Films: White Lightnin'

VICE Books: Neü Sex

VIRTUE: Palladium Boots
Explorer's Guide

VICE Books: Full Bleed

We’re not even done yet. The VICE brand includes the city-specifi c Vice 
Guides mini-magazine series. We also do custom publishing for brands 
including nike, Puma, Beck’s, PSP, Paramount, EA Games, Calvin Klein, 
and Dewar’s. Plus we have our own pub in london. It’s called The old 
Blue last. Stop by sometime. It might be the only place in all of the UK 
where you can reliably and regularly fi nd attractive people.

VICE DVD: Epicly Later'd



VICE onlInE 
“VBS is a template for a successful online TV station with original content.”  –The Sunday Times

ADVICE nETWoRK

AdVICE is a consortium of leading digital publishers focused on the things 
we care about: music, travel, gaming, action sports, and fashion. With 

over 50 million unique visitors and 150 million pageviews per month, AdVICE 
allows brands to reach multiple key demographics through a single, fi nely-
tuned network, including a gang of industry leading sites like The Quietus, 
Thrasher, The Londonist, The Onion, Chictopia, and VICE fl aships, VBS, 
VICE Style, Viceland.

VICElAnD.CoM

V iceland.com is where Vice magazine lives 
online. Extending the free content model 

of the print edition, visitors can fi nd every issue, 
current and from the archives, available on 
the site. In addition to all of the humor, hyper-
smart attitude, and content that our audience 
expects from Vice, Viceland also features online 
exclusives, articles from around the world, a 
daily blog full of links, reviews, and general 
musings, as well as tons of reader comments.

VICElAnD 
VITAlS 
(ALL STATS PER MONTH 

AND UK ONLy)

UNIQUES . . . . . . . 400k
AVERAGE TIME. . . 6:56
PAGES PER VISIT . . . . 5

VBS.TV

VBS is VICE’s broadband television net-
work. With acclaimed director Spike 

Jonze as Creative Director, VBS produces 100% 
original, short-form video content. Launched 
in March of 2007 in partnership with Viacom, 
VBS is now recognized as the industry leader in 
original content for the web, boasting 40+ estab-
lished shows covering news, culture, music, and 
sports. All of this translates into 30 minutes of 
brand new programming each day and a fanati-
cally loyal viewership.

VBS VITAlS 
(ALL STATS PER MONTH 

AND UK ONLy)

UNIQUES . . . . . . . 300k
AVERAGE TIME . . 12.28
PAGES PER VISIT . . . . 3

VICESTYlE.CoM

launched in April 2010, Vice Style is our 
global fashion site; a bible of style and 

the culture that surrounds it, for those people 
who like looking good. With content ranging 
from full fashion shoots, to scene investigations, 
global video reports and news, drawn from the 
Vice network of photographers and writers and 
our community of fashion bloggers, Vice Style 
is reaching a unique audience of young, super-
stylish early-adopters.

VICESTYlE 
VITAlS
(ALL STATS PER MONTH)

UK UNIQUES . . . . . 50k
AVERAGE TIME . .  2.14
PAGES PER VISIT . . . 3



RATE CARD: VICElAnD

TIER 1: TRADITIONAL 

SKYSCRAPER BAnnER 
160 x 600  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £15 CPM

MPU BAnnER
300 x 250  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £20 CPM

lEADERBoARD BAnnER
728 x 90  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £20 CPM

nEWSlETTER
90k recipients  . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £1250 Flat Rate

TIER 2: HIGH-IMPACT

SUPER BAnnER
974 x 220/50  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £45 CPM

HoMEPAGE TAKE oVER
Custom  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £2000 per 24hrs



RATE CARD: VBS

ConTEnT-FoCUSED
InVEnToRY

As an alternative to run of site advertising, 
partners can target their campaigns 
around the following channels.

NEWS

Toxic
Guide to Travel
VBS Meets
VBS News

SPORTS

Epicly Later’d
Hi-Shredability
Powder & Rails
School of Surf

MUSIC

Soft Focus
Practice Space
Music World
Sublime Frequencies

lEADERBoARD BAnnER 
728 x 90  . . . . . . . . . . . . . . . .  £20 CPM

WAll PoSTER BAnnER
480 x 270  . . . . . . . . . . . . . . .  £25 CPM

MPU BAnnER
300 x 250  . . . . . . . . . . . . . . .  £20 CPM

SKYSCRAPER BAnnER 
160 x 600  . . . . . . . . . . . . . . .  £15 CPM

PRE-Roll VIDEo 
15 seconds  . . . . . . . . . . . . . .  £40 CPM

nEWSlETTER
90k recipients  . . . . .  £1250 fl at rate

CULTURE

Spike Spends Sat.
Americana
Art Talk 
Behind the Seams

Partners seeking a deeper level of involvement can align with specifi c programs 
via bespoke integrations.

TIER 2: HIGH-IMPACT

SHoW SPonSoRSHIP

Presenting sponsorship of any VBS pro-
gram, including top and tail branding, 
title card inclusion, etc. Full details and 
program elements are built out on a case-
by-case basis.

Rates and specifi c information available 
upon request.

HoMEPAGE TAKEoVER

A site-skin using brand collateral, 
plus a buy-out of the media units, 
offering high imapact on the site 
homepage.
Custom  . . . . . . . . . .  £1200 per 24hrs

BRAnDED RooM

A dedicated viewing environment 
on VBS incorporating partner 
video assets and a site-skin.

Rates available upon request.

AVATAR AnIMATIon 

Custom . . . . . . . . . .  £100 CPM
*Includes production

TIER 1: TRADITIONAL



RATE CARD: VICESTYlE

TIER 1: TRADITIONAL 

SKYSCRAPER BAnnER 
160 x 600  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £15 CPM

MPU BAnnER
300 x 250  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £20 CPM

HoMEPAGE SlIDE
960x430 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £45 CPM

TIER 2: HIGH-IMPACT

SUPER BAnnER
960x140  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £45 CPM

HoMEPAGE TAKE oVER
Custom  . . . . . . . . . . . . . . . . . . . . . . . . . .  £500 per 24hrs
Flat Rate

lAnDInG PAGE TEnAnCY
Custom  . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £1000 per week
Flat Rate



online SPECS

GUIDELINES

Audio in all banner ads must be user-initiated and include a mute button.

In-video banner ads must include a pause/stop button

For Flash ads hosted by Viceland, VBS.tv or Vicestyle.com, click tracking  
cannot be enabled without proper clickTAGs.

Please refer to the following guidelines when implementing your clickTAGs: 
http://www.adobe.com/resources/richmedia/tracking/ 
designers_guide/index.html#clicktag

VBS.tv ad units live in Frames and are unable to serve banners in tandem

Skip button included on all welcome mats

PREROLL SPECS

Uncompressed 15-20 second MOV Quicktime video

24/25 FPS

Video Codecs - DV PAL (DV25) or DV Pro PAL (DV50)

Audio Codecs - Integer Little Endian / Stereo 16bit - 48khz sample, 96 kbps

True widescreen 16:9 format will play full frame in the VBS player

All 4:3 submissions will play pillar boxed in the VBS player

Lead time for all video ads: 3 business days

Assets for custom banner creative required 5 business days prior to launch

Assets for custom rooms, skins and all other executions required 10 
business days prior to launch

VICELAND

SIZES: 728x90, 300x250, 160x600, 974x220/50

ACCEPTED FORMATS: JPG, GIF, HTML, iframe/JS, SWF

MAX FILE SIZE: 728x90, 300x250, 160x600 = 40k max/100k max polite load | 
974x220/50 = 100k/150k polite

EXPAND/COLLAPASE DIMENSIONS: 728x90 max expand to 728x400, 
300x250 max expand 500x500, 160x600 max expand 400x600, 974x220 collapses to 974x50

GIF SPECS: No max # characters, Max 3 loops, Max 15 FPS

FLASH SPECS: Latest acceptable version of Flash – Flash 9, Max 15 fps for 
standard Flash, Progressive Flash accepted

RM SPECS: All accepted

VBS.TV

SIZES: 728x90, 300x250, 160x600, 480x270 Preroll (video/static) *

ACCEPTED FORMATS:  JPG, GIF, HTML, iframe/JS, SWF

MAX FILE SIZE: 728x90, 300x250, 160x600 = 40k max /100k max polite load

EXPAND/COLLAPASE DIMENSIONS: expandable units not offered at 
this time

GIF SPECS: No max # characters, Max 3 loops, Max 15 FPS

FLASH SPECS: Latest acceptable version of Flash – Flash 9, Max 3 loops,
Max 15 fps for standard Flash, Progressive Flash accepted

RM SPECS:  All accepted

* VBS.TV ad units live in iframes and are unable to serve banners in tandem.

VICESTYLE

SIZES: 300x250, 160x600, 960x140, 1200x900 landing page, 960x430 
homepage slide

ACCEPTED FORMATS: JPG, GIF, HTML, iframe/JS, SWF (Homepage slide 
can only be JPG)

MAX FILE SIZE: 300x250, 160x600 = 40k max/100k max polite load | 
974x220/50 = 100k/150k polite

EXPAND/COLLAPASE DIMENSIONS: 300x250 max expand 500x500, 
160x600 max expand 400x600, 974x220 collapses to 974x50

GIF SPECS: No max # characters, Max 3 loops, Max 15 FPS

FLASH SPECS: Latest acceptable version of Flash – Flash 9, Max 15 fps for 
standard Flash, Progressive Flash accepted

RM SPECS: All accepted

SUBMISSION METHODS
Email 
FTP 
Dropbox



Rates and Specs

ISSUE 
DATE

January‡

February

March

April°

May

June

July

August* 

September    

October

November

December

JANUARY‡

FESTIVAL GUIDE

STUDENT GUIDE

street 
date

10/12/10

14/01/11

11/02/11

11/03/11

08/04/11

13/05/11

10/06/11

06/07/11

12/08/11

09/09/11

14/10/11

11/11/11

09/12/11

20/05/11

16/09/11

booking
deadline

15/11/10

13/12/10

17/01/11

14/02/11

14/03/11

18/04/11

16/05/11

13/06/11

19/07/11

15/08/11

19/09/11

17/10/11

14/11/11

02/05/11

29/08/11

art
deadline

22/11/10

20/12/10

24/01/11

21/02/11

21/03/11

26/04/11

23/05/11

20/06/11

25/07/11

22/08/11

26/09/11

24/10/11

21/11/11

09/05/11

05/09/11

trade show
exposure

BREAD & BUTTER

–

–

–

–

–

–

BREAD & BUTTER

–

–

–

–

–

–

DEADLINES

MAGAZINE 
RATES 

Back Cover
Front Spread 
Inside Back Page 
Spread 
Full Page
Half Page 
Quarter Page

USA

$24,109

$23,318

$16,260

$20,080

$12,043

$6,144

$4,336

UK

£9,000

£12,682

£6,675

£10,146

£6,000

£3,500

£2,000

JAPAN

¥1,200,000

¥1,600,000

¥1,000,000

¥1,200,000

¥700,000 

¥380,000

¥200,000

AUSTRALIA &
NEW ZEALAND

$7,146 AUD

$9,044 AUD

$4,940 AUD

$6,460 AUD

$3,800 AUD

$2,280 AUD

$1,368 AUD

FRANCE/
GERMANY/
ITALY/SPAIN/
GREECE

€14,400

€15,300

€8,200

€10,950

€6,350

€3,450

€1,900

CANADA

$17,787 CAN

$17,926 CAN

$11,498 CAN

$15,246 CAN

$8,894   CAN

$4,792   CAN

$3,177   CAN

(35% gross discount on worldwide buys)

BELGIUM/HOLLAND/
SCANDINAVIA/
PORTUGAL/CZECH REP/
BULGARIA/AUSTRIA

€12,500

€13,300

€7,150

€9,500

€5,500

€3,000

€1,650

SENDING ADS VIA FTP

1. Stuff or zip the files or folders you need to 
send

2. Login to our web upload page:

https://viceuk-ftp1.iweb-ftp.co.uk/

User  . . . . . . . . . . . . . . .  viceuk-ads
Password  . . . . . . . . . . . . .  viceland

3. Hit the Browse button and locate your files 
to upload.

4. Hit the Upload button.

5. After the file has been uploaded, let your 
Vice representative know that the files are 
online.

IMAGES
Visuals must be CMYK (never RGB, nor duotone, nor multichannel). All art 
must be at least 300 dpi. If you have alot of line art (1-bit images) it’s rec-
ommended that you deliver art at 600 dpi to prevent pixelation.  The prefer-
able profile for our printers is ISO_300_v2_FOGRA39L, if you do not work 
to this profile we cannot guarantee accuracy of color. The UK edition is also 
printed on uncoated stock which should be considered at the design stage.  
REMEMBER: Always keep important info like photo credits etc. away from the 
bleed or they might get chopped. 

HOW AND WHERE TO SEND ADS
All ads must be sent to VICE in a digital format electronically (email or FTP) or 
on a CD. The preferred format for final artwork is QuarkXPress/Indesign files 
with all used images and fonts (including screen and print fonts). Once you have 
collected everything on CD, send it to:

ATTN. PRODUCTION DEPT. VICE UK, New North Place, London, EC2A 4JA
Direct any questions to: gareth@viceuk.com

Discounts / EXTRAS
AD BUY RATE

4x

8X

12x

GROSS DISCOUNT

10%

12.5%

15%

£85CPT

£65CPT

Advertorial rates on request

Bound insert

Loose insert 

° Fashion Issue     * Photo Issue     ‡ Fiction Issue     

DIMENSIONS

TRIM AREA  . . . . . . . .  213mm (w) x 276mm (h)

BLEED SIZE  . . . . . . . . .  219mm (w) x 282mm (h)

LIVE AREA  . . . . . . . . . .  193mm (w) x 256mm (h)

1/2 PAGE HORIZONTAL  197mm w x 124mm h 

1/2 PAGE VERTICAL .  . . . 95mm w x 260mm h

1/4 PAGE SQUARE   . . . . . . . 95mm w x 124mm h



EMEA Group Publisher: Matt Elek
+44 (0) 20 7613 3379  matt@viceuk.com

UK Publisher Matt O’Mara
+44 (0) 20 7749 7819  mattomara@viceuk.com

Advertising Director Darren Burroughs
+44 (0) 20 7749 7362 darren@viceuk.com

Head of Fashion Sales Kristen Lazaric
+44 (0) 20 7749 7817 kristen@viceuk.com

Account Manager Angelica Gola-Ebue
+44 (0) 20 7749 7366 angie@viceuk.com

Online Ad Operations: David Flynn
flynn@viceuk.com

PRESS

testimonials
“Vice is hugely influential. 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 stan-
dard operating procedure in order to make 
things happen.”

–John Reid, CEO, Warner Music UK 

“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

“I haven’t gotten a copy of Vice since 2000, 
people fiend that mag like crack.”

 –David Choe, Painter, Illustrator,
Vice Contributor & VBS.tv host

“The most arrogant people I’ve ever met.  
I want to be in business with them.”
–Van Toffler, 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

“[Vice] was the original hipster brand and its 
influence certainly is felt on what we do.”
–Hamilton Nolan, Gawker

“Vice has a certain anarchic edge to it, and 
has developed a real identity for itself unlike 
anyone else at the moment. Magazines can 
be very dull and shallow, Vice seem to have 
turned that on it's head somehow.”

  –Dame Vivienne Westwood

“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 

“I couldn’t work out what Vice was all
about...I thought it was very eclectic, very 
odd and very interesting. Most magazines 
are driven by a desire to make money, by 
putting celebrities in them. But this looks 
like it’s here because it wants to be.” 

–Ian Hislop

“[VBS'] website contains the kind of 
irreverent and anarchic You Tube-style 
clips that one might expect.... But its USP, 
which has won it a global audience of mil-
lions. Is a collection of documentaries that 
"entertainmentise" - described as Jackass 
meets Panorama"
–The Sunday Times

“VBS has become a prolific source 
of current affairs content from the 
World's conflict zones” 
–The Independent

“Vice is known for its raw, unsparingly 
honest editorial voice....Vice’s editors 
are either totally tuned-in geniuses or 
prankster revisionists. Or maybe both.”
–The Wall Street Journal

“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, risqué 
photographs, and a willingness to deal 
in taboo subjects.”

–New York Times

“Vice covers music, fashion and current-
affairs with a unique counter-cultural 
style and deadpan sarcastic tone that 
offends at least as many people as it 
attracts. The company has always been 
marketed by an anti-establishment 
approach that has infused it’s editorial 
and business approach” 
–The Financial Times

“The new media overlords” –NBC

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

“ [VICE’s] take no prisoners approach has 
captured the imagination of what market-
ing people call ‘trendsetting metropoli-
tans’ .The Cassandra Report, the influen-
tial consumer guide, named the magazine 
the number-one tastemaker in this crucial 
demographic for the past five years.” 
–The Guardian

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

“Its selling strength is it’s “infotain-
ment” documentaries covering volatile 
countries. Charlotte Cook, Head of 
film programming at frontline club says 
“VBS have managed to capture a market 
among people who think that broadcast 
documentaries aren’t for them. The BBC 
would kill for those figures!” 
–The Guardian 

“The most innovative and insightful 
social commentary on the web.”
–PSFK.com 

“The superedgy hipster bible has a secret 
identity as a media powerhouse” 
–Vice Ranked Number 3 Media 

Company on Fast Company’s Most 
Innovative Companies 2010

“The empire of cool.” 
–Vice Ranked Number 9 on Advertising 

Age’s Magazine A-List 2010

“Often so far and away the funniest print 
publication in the world that it’s sort of 
embarrassing to compare anything else 
with it.” 
–Business Week


