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Informed. Engaged. Influential.

Since 1973, readers have relied on
Briarpatch as a trusted source of
progressive news and analysis. A

unique blend of investigative journalism

and critical commentary by Canada’s
pre-eminent writers and thinkers has earned
Briarpatch a loyal readership not reached by
other publications.

Published six times per year by an
independent non-profit, Briarpatch is a
reader-supported publication sustained by ...lively, IRREVERENT,
a community of informed, engaged, and informative.
influential people who are committed to

acting on their principles. Readers have come

to count on Briarpatch for accurate, astute,

and truly independent editorial content to

inform their decisions and provide them with €
the tools to take action in their communities ...fresh, imaginative

and beyond. and tough. This is
writing by free thinkers

for FREE THINKERS.

— Noam CHoMsKY

FIERCELY INDEPENDENT

Between a paid magazine circulation, an
online readership (briarpatchmagazine.com)
and a social media following that punches far

Canadians are lucky
to have a magazine so

committed to truth,
above its weight, Briarpatch Magazine justice, and inspiration.

is a multi-platform forum that offers a
targeted audience of curious and critically-

briarpatch

minded people from every corner of the — Naomi KLeiN
country.

. Publisher Editor

* John Cameron Saima Desai

- john@briarpatchmagazine.com saima@briarpatchmagazine.com

- 306.525.2949 306.525.2949



Who’s reading Briarpatch?

Briarpatch is not just a magazine. We're building communities — online and in print — of

educated, erudite and influential agents of social change.

WHERE ARE Briarpatch SUBSCRIPTIONS GOING?

PRINT CIRCULATION
(6 ISSUES PER YEAR)

2,500 per issue

SOCIAL MEDIA AUDIENCE

Facebook 9,800 +4% from 2021
Twitter 12,700 +7% from 2021
Instagram 6,530 +8% from 2021

B Home addresses
B Labour unions

[ Community centres

[ Public and university libraries

90%
3%
3%
3%

ONLINE READERSHIP

% Our readers really love
us. Many have been
with the magazine for
over 20 years, and some
have renewed their
subscriptions up until
2032!

68%o of subscribers share
their copies of Briarpatch
with friends, family and
acquaintances.

Sources: Independent Reader Survey results (2018),
subscription records, Google Analytics

Page views per month 30421
Unique visitors per month 19,083
5812

E-newsletter subscribers

GEOGRAPHIC DISTRIBUTION OF SUBSCRIBERS
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Our readers are dedicated.

Research verifies that Briarpatch readers have a strong social conscience — they make
careful choices about where they spend their time and money, and trust Briarpatch to
inform their decisions.

READER LOYALTY

Plan to renew their subscription 93%

Read the majority of every issue 89% AS,A DIRECT RESULT OF READING
.......................................................................................................................................................................................................... Briarpatch WITHIN THE LAST YEAR:
Keep issues for longer than 12 months 51%

Never throw their issues out 39% > 88% of our readers have taken
_______________________________________________________________________________________________________________________________________________________________________________________________________ action on an issue

Share articles with friends and acquaintances 68%

....................................................................................................................................................................................................... [> 460/0 have either donated to
a cause or attended a public
event or rally

% 1 out of every 5 of our subscribers is so committed
f y5of > 69% have done further reading

to the magazine that they donate on a monthly about an issue or organization
basis as a Sustaining Subscriber.

GENDER ACTIVITIES

Male 52% Regularly volunteer for political/activist groups or nonprofits ~ 66%
Fema|e ___________________________________________________________________________ 47% e |etter5to oltician: and/orthe TR 54%-
____________________________________________________________________________________________________________ Regwar'yﬂé&énd o eaaférences oo,
EDUCATION Regulaly donate o poitica/nonprofitoganizations  86%
University educated 86%

Completed graduate studies  46% CONSUMER BEHAVIOUR

Make purchases based on their politics/values 92%
HOUSEHOLD INCOME Are willing to pay more for eco-friendly or fair trade products  94%
$20000- 549000 s Supporlocal independent businesses wheneer posile _ 95%
$50000-$99,000 - 409 ~ Regularybuybooks so%

$100,000 and over 17%
S SOHT’C@.’ Independent Reader Su}"vey results (2018)



Full Colour Print Advertising Rates

Premium Position

POSITION 1x 2X 4x 6 X
Outside back cover $1,200 $1,150 $1,095 $1,025
Inside cover $1,100 $1,050 $995 $935

Inside
SIZE 1x 2x 4x 6 X
Full page $750 §715 $675 $600
1/2 page $425 $405 $380 $340
1/3 page $315 $295 $280 $255
1/4 page $250 $235 $220 $200
1/8 page $125 $115 $105 $100
1/4 page
3.5625"x4.7813"
1/8 page
3.5625"x 2.2969"
Full page 1/2 page 1/3 page
7.3125"x9.75" 3.5625"x9.75" 2.3125"
x 9.75"
1/2 page
7.3125"x4.7813"
Mechanical

300 dpi. TIF, JPG or PDF formats. Submit by email to publisher@briarpatchmagazine.com.

Editorial Calendar

ISSUE Closing Date Material Due Newsstand
January/February November 21 November 28 January 1
March/April January 16 January 23 March 1
May/June March 20 March 27 May 1
July/August May 22 May 29 July 1
September/October July 17 July 24 September 1
November/December September 19 September 26 November 1

Contact JOHN CAMERON at 306.525.2949 or john@briarpatchmagazine.com
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Web Advertising Rates

briarpatchmagazine.com

SIZE 1 month 2 months

3 months 6 months

Home page & Skyscraper ~ $315 $600

$855 $1490

Home page $200 $375
or Article Skyscraper

$540 $955

*Ask us how to maximize your ad spend by combining print and online campaigns. Package rates available.

Home page ad placement

Article skyscraper ad placement
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ONLINE-ONLY

- Suppress the virus
227N | B

The Ontario government’s idea that we need to

“learn to live with” COVID-19 is murderous
ﬁ ﬂ ﬁ abandonment of vulnerable people. Instead, the
left should mobilize around a clear demand: our
rnments must adopt aggressive suppression

of COVID-19.

by Daniel Sarah Karasik - 6 min read

MAGAZINE MAGAZINE MAGAZINE
Mistreated, New traditions The labour of care
marg'nal'zed, by Ryan Hayes - 14 min read by Baijayanta Mul dhyay - 4 min read

. As precarious work becomes the norm, ‘When the pandemic took hold in March, the
mlgrant labour activists need to combine the best of nature of my work as a doctor in remote
by Haseena Manek - 17 min read our traditions with new approaches that communities in northern Quebec and
Followingthe deaths of three warkerato respond to the changing realities of work. To i drastically. The practice of
COVID-16, the experience of migrant do that, we look to the history of community  medicine is defined by coping with
farmworkers in Canada has received unionisin, ’ butfew had edthe
unprecedented media attention. Asaresult,  C"EUMZNE: scope of the ambiguity through which we

' lurched.

workers are winning long-overdue changes to
their conditions. This timeline charts the
wins and losses of migrant agricultural
workers in Ontario during seven months of
COVID-19.

THE LATEST
3;°Illj>‘fc::bgubmissions
(March/April)

by Saima Desai - 2 min read

‘We're looking for writing rooted in rooted in
anti-colonial, anti-capitalist struggle for an
unthemed issue. Pitches are due November
9,2020.

MAGAZINE
Art against colonialism
by Saima Desai - 14 min read CURRENT ISSUE
An interview with the judges of Briarpatch’s
10th annual Writing In The Margins contest:
Larissa Lai, Pat Kane, and Sonnet L'Abbé.

November/Dece
mber 2020

Inourspecial Labour in the
‘Pandemic issue, we talk to the
‘workers on the frontlines of
the pandemic. Inside, you'll
find a roundtable with
Foodora couriers,a call from
Amazon workers asking for
saltsto help them unionize
warehouses, a discussion on

The space to tell stories
by Mattias Graham - 18 min read

Since the Sask Party cut a key film tax credit
in 2012, alot of ink has been spilled about
the film industry’s decline. But after the tax
credit was cut, there’s been a groundswell of
cinema by Indigenous women in
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JUSTICE yon

\ COURIERs

Delivering justice

Foodsters United and the campaign to
organize gig workers in Ontario

by Liisa Schofield and Chris Williams Oct 22,2020 13minread Share W €}

In 2018, agroup of food delivery couriers working for the app-based company
Foodora gathered in a park in Toronto to talk about unionizing. The fire of
collective action was lit, and over the next eight months, the campaign took off. In
January of 2019, couriers joined up with the Canadian Union of Postal Workers
(CUPW) and began quietly signing cards, running an underground campaign across
the entire city. Faced with the challenge of organizing a workforce that was spread
out across all parts of Toronto, Foodsters embraced old and new tactics, borrowing
organizing strategies from both the labour movement and community struggles.
Street outreach teams were trained to intercept couriers at busy restaurants and

Asteward system was developed to ensure couriers had a point of
contact with the union, received phone calls and updates, and could have their
questions answered.

In May of 2019, the campaign went public, organizing openly on the streets and
online. Emboldened, street outreach teams sported bright pink “Justice for Foodora
Couriers” shirts. Allies participated in the campaign through “order-in-days” -
ordering food so they could talk to their courier about the union. Card signing
increased and the list of Foodora couriers in the Greater Toronto Area was
diligently built.

On July 31, 2019, Foodsters filed for certification at the Ontario Labour Relations
Board with a feisty collective action: delivering the employer package straight to
Foodora’s offices to look the boss in the eye. An e-vote took place in the second week
of August. Ballot boxes were then sealed as CUPW and couriers headed to the labour
board to battle it out over the next six months on the misclassification of couriers as
“independent contractors.”

Foodsters United was born out of a creative, worker-driven union organizing
campaign leading to historic firsts for the labour movement and the gig economy in
Canada: the first union vote for gig workers, with almost 90 per cent voting in
favour; a precedent-setting ruling by the Ontario Labour Relations Board that
couriers are dependent contractors and have the right to unionize; and the first

cortification af a nninn lncal far gio warkere

Mechanical

Home page ad size (pictured, left): 300 x 250 pixels

Article page skyscraper (pictured, right): 160 x 600 pixels

72 dpi. in JPG format.

All'ads should include a click-through URL.

Submit by email to publisher@briarpatchmagazine.com.

Contact JOHN CAMERON at 306.525.2949 or john@briarpatchmagazine.com




