
Other Cycling Magazines’ Circulation 
(individual print subscribers) 

    Bike Magazine: 30,119 
 Dirt Rag: 12,500 
 Bicycle Times: 12,000
 Momentum: 2,000

DEMOGRAPHICS EDITORIAL CALENDAR

Adventure Cyclist magazine is the 
flagship publication of Adventure 
Cycling Association, the largest cycling 
membership organization in North 
America. Published nine times annually, 
each issue is mailed to our entire 
association, now numbering 48,000 
members.

CIRCULATION PER ISSUE

Controlled Circulation

• Subscribers: 48,000 +

• Bike Shop Subscriptions: 280

• Bike Club Subscriptions: 180 

Pass Along Rate: 0.95 
(45,600 additional views)

An additional 15,000 sample issues are 
distributed throughout the year.

Total Readership: 93,600 + Per Issue

February: Supported Cycling
Event rides, fully supported tours, 
and SAG’d rides

March: Focus on Photos
2015 photo contest’s winning images 

April: Cyclists’ Travel Guide 
(Interbike Edition)
Gear, industry trends, and tips for the 
traveling cyclist  
5,000 additional copies for Interbike

May: Family Bicycle Travel 
Whether young or old, families on 
the road together

June: The History Issue
A glimpse back at bicycle travel and 
Bikecentennial

July: Recumbents and More 
Non-diamond-frame bikes

Aug./Sept.: National Parks
Conclusion of a three-part series on 
cycling in the parks

Oct./Nov.: Bicycle Travel 
Gear Guide 
Gear up for the holiday shopping 
season

Dec./Jan.: Year-Round 
Riding 
Who’s afraid of a little cold?
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Adventure Cyclist’s editorial calendar is 
subject to change. Email magazine@ 
adventurecycling.org for updates.

Median Income: $81,500

Education
80% Have college degree

Years Subscribing to 
Adventure Cyclist
57% 4 or more years 
21% 2-3 years 
22% 1 year

Time Spent Reading Each 
Issue
56% 1-2 hours 
27% 3 or more hours

Cyclists in Household
95% With 1-2 adult cyclists 
30% Have 1 or more youth 
cyclists in household

Total Bicycles in 
Household
35% 6 or more 
52% 3-5 
15% 1-2

Type of Riding
99% Ride on paved streets and 
roads 
83% Ride on paved bike paths 
54% Ride on unpaved bike paths 
46% Ride on dirt roads 
30% Ride on singletrack

Type of Bicycles Owned
70% Touring 
64% Road 
55% Mountain Bike 
20% Comfort/Hybrid 
15% Recumbent/Trike/Quad 
14% Folding 
13% Tandem  
11% Cyclocross 
05% Fat Bike 
04% Fixed Gear

Cycling Skill Level
58% Advanced 
41% Intermediate 
1% Beginner

Rides Per Week
32% 5 or more 
42% 3-4 
24% 1-2

Where They Shop for 
Cycling Gear
93% Local bike shop 
64% Online retailer 
23% Adventure Cycling’s store 
16% National retailer 
5% Other

Bicycle Vacations
82% Plan to take a cycling 
vacation in the next 12 months

We’ve always known that Adventure Cyclist magazine is a terrific value for our advertisers, and the article in the January 
1, 2015 issue of Bicycle Retailer & Industry News proves it. Our readers are avid cyclists, and as members of Adventure 
Cycling Association, they share a common interest in all aspects of cycling. It’s a major part of their life. Whether they’re 
commuting to work, carrying groceries home from the store, or riding across America, the bicycle is ever present.  

Michael Deme, Editor-in-Chief
Adventure Cyclist magazine
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By Steve Frothingham

BOULDER, Colo. — Th e chart above shows the aver-
age 2014 circulation, per issue, of the top cycling maga-
zines sold in the U.S., represented in the multi-colored 
columns. It also shows each title’s advertising cost per 
thousand (CPM), represented with the triangles along 
the line graph.

In the world of large-circulation magazines, the 
kind you see at airport newsstands, most circulation 
numbers are audited by a third-party company or orga-
nization. Th is gives ad buyers some assurance that they 
are getting what they paid for. 

But audited circulations are rare in the U.S. bike 
industry. Only Rodale, the publisher of Bicycling, and 
CGI, the publisher of Velo and Triathlete, are audited.

So instead of using audited numbers, we chose 
to use circulation fi gures from the publishers’ annual 
statements to the U.S. Postal Service, which are re-
quired to mail second class. Th e Postal Service wants 
this information printed in the magazine each year. Th e 
post offi  ce is trying to determine that the publisher is 
sending out something that is more than just an adver-
tising fl ier, so it wants to know that a percentage of the 
addressees requested or paid for the magazine.

While some say there is little penalty for fi bbing on 
the postal report, they are signed statements submitted 
to the USPS and they do provide a consistent way to 
compare circulation.

Some publishers, however, choose not to mail sec-
ond class and do not have audited circulation. In those 
case, we’ve relied on numbers included in the media 
kits that publishers provide to prospective advertisers. 

If the publisher declined to provide us numbers 
and did not include circulation fi gures in their media 
kit, we resorted to industry estimates. In the case of 
Peloton, which declined to provide numbers, we spoke 

with several of the magazine’s advertisers, who were 
given circulation numbers while considering an ad buy 
in the magazine; multiple sources provided us with the 
same circulation numbers for the title. In the case of the 
two H3 Publications titles, Decline and Road, we relied 
on industry estimates. H3 publisher Dave House told 
BRAIN he would provide numbers but did not get back 
to us before deadline.

Th e circulation is broken into four types: paid or 
controlled subscription, paid newsstand, paid digital, 
and promotional, which is all spelled out on the postal 
service forms.

1. Paid mail subscriptions are self-explanatory. Con-
trolled subscriptions are free but are restricted to 
qualifi ed readers who request the publication. Th e 
magazine you are holding in your hand relies on con-
trolled subscriptions for much of its readership — re-
tailers and members of the North American industry 
are given free mail subscriptions aft er they request 
them. (We charge only non-industry folks and those 
who live outside the U.S.) Th ese requests also need to 
be renewed periodically, which is why BRAIN mans a 
busy booth at Interbike each fall.

2. Paid newsstand refers to all copies sold at book-
stores, bike shops and other outlets. Oft entimes this 
is an estimate based on a percentage of the copies 
that are sent to newsstand distributors.

3. Promotional copies are freebies, sometimes handed out 
at events or left  in a stack at shops. Some are included 
as a bonus with the purchase of another product. 

4. Paid digital refers to downloads of the magazine in 
electronic format to a computer or mobile device. 
Th e Postal Service has recently clarifi ed that pub-
lishers can’t double-count print subscribers who 
also download digital copies. 

CPM, which is shown on the line graph in the chart, 
is simply the cost of an ad divided by the magazine’s cir-
culation. Th e numbers shown in our chart are derived 
from the publication’s one-time, full-page color ad rate, 
according to its rate card, a price sheet most publishers 
make public. Th is is divided by its circulation, the sum 
of the four items above.

Off the card
CPM may start as an equation that even a journal-

ism major can handle, but when it comes down to it, 
the equation can have many variables. Th ese get thrown 
back and forth across the negotiating table for an ad 
purchase, because savvy ad buyers rarely pay the full 
rate spelled out on the rate card.

Ad salespeople will say their audience is actually 
much larger than the raw circulation numbers suggest, 
and thus their CPM is lower than it looks. Th ey cite the 
so-called “pass-along rate,” determined by publisher 
studies, which oft en fi nd magazines are shared among 
two or three readers. Th ey also will point to studies of 
how long readers spend with their title, or what per-
centage renew their subscriptions each year.

Th ey also will point to demographic studies of their 
readership, saying that their publication off ers a more 
targeted audience for the advertiser. Th is is particularly 
true for niche magazines, which arguably include every 
title on our chart other than Bicycling.

Th ey will point to the magazine’s cover price and 
subscription prices, saying that higher average prices 
indicate a more committed reader, and thus one who is 
more likely to be infl uenced by an ad in that magazine. 

Promotional copies can be a powerful tool as well. 
Momentum magazine gets a signifi cant amount of its 
circulation from free distribution, although it is tran-
sitioning to a paid model, said Mia Kohout, the maga-
zine’s CEO and editor in chief.

All these variables make the CPM rate much more 
blurry than it fi rst appears. But like a sticker price on 
the auto lot, it’s where the negotiation starts.  

Charting the cycling magazine marketplace

Source: Bicycle Retailer



2016 AD RATES AD DIMENSIONS

CLOSING DATES

TERMS & CONDITIONS

SUBMISSION GUIDELINES
File Types

We only accept advertising materials in PDF format.
The PDF file should be press-optimized and CMYK. Convert all 
spot colors to CMYK.
 
Please include your company name when naming your PDF file.

Sending Files

To send files to Rick Bruner or Adventure Cyclist’s editorial team, 
please use the following file upload service:

https://www.hightail.com/u/ACmagazine1038765

Once the file is uploaded, you will receive a confirmation email that 
the file is ready for download by the Adventure Cyclist team.

Issue Closing Material Delivered
Dec./Jan. 09/18/15 10/16/15 11/23/15
February 11/20/15 12/18/15 01/25/16
March 12/18/15 01/15/16 02/22/16
April 01/22/16 02/19/16 03/28/16
May 02/19/16 03/18/16 04/25/16
June 03/18/16 04/15/16 05/24/16
July 04/15/16 05/13/16 06/27/16
Aug./Sept. 05/20/16 06/17/16 07/25/16
Oct./Nov. 07/15/16 08/19/16 09/26/16
Dec./Jan. 09/16/16 10/14/16 11/21/16

Contracts: A signed contract is required for placement of ads in Adventure 
Cyclist. New advertisers are required to pre-pay.

Frequency Discounts: Frequency rates are based on the number of inser-
tions during the calendar year. Advertisers billed at the frequency rate who 
fail to fulfill the contract will be charged the rate earned.

Payment: Invoices are rendered upon publication (the first of the month). 
Payment terms are net 30 days. Finance charges of 1.5% per month will 
be applied to invoices outstanding beyond 30 days. Prepayment is required 
for all new advertisers, all non-U.S. advertisers, and all Classified and 
Marketplace advertisers. 

Cancellations: Advertising cancellations will not be accepted after the 
published closing date for the issue booked. Cancellation requests must be 
made in writing.

Acceptance: The publisher reserves the right to refuse any advertisement 
deemed unacceptable for the magazine.

CONTACT INFORMATION
Contact Rick Bruner for details on how to get more for your 
marketing dollars with our comprehensive package that will include:

• Print advertising • Web advertising •Sample Issue

• Special promotions • Corporate Membership

Rick Bruner, Advertising Director
148 Tunnel Rd., White Salmon, WA 98672
Phone: 509.493.4930

Email: advertising@adventurecycling.org

Premium Positions
(Four Color) 1x 3x 6x 9x 
Spread (2 Full Pages) $5,500 $5,225 $4,950 $4,400
Inside Front Cover  $4,530  $4,305  $4,075 $3,625
Inside Back Cover $4,530  $4,305  $4,075 $3,625 
Back Cover (3/4 Page) $3,460  $3,290  $3,115  $2,770

Four Color 1x 3x 6x 9x
Full Page $4,100  $3,895  $3,690 $3,280 
2/3 Page $3,240  $3,075 $2,915  $2,590 
1/2 Page $2,200  $2,095  $1,980  $1,760 
1/3 Page $1,830  $1,740  $1,645  $1,465 
1/4 Page $1,150 $1,095  $1,035  $920 

Black & White 1x 3x 6x 9x
Full Page $2,915  $2,770  $2,625  $2,330 
2/3 Page $2,000 $1,900  $1,800  $1,600 
1/2 Page $1,300  $1,235  $1,170  $1,040 
1/3 Page $1,150  $1,095  $1,035  $920 
1/4 Page $920  $875  $825 $735

Marketplace 1x 3x 6x 9x
5 Inch Display Ad $490 $465 $440 $390
3 Inch Display Ad $430 $410 $385 $345
2 Inch Display Ad $320 $305 $290 $255
1 Inch Display Ad $225 $215 $205 $180

(Marketplace rates are the same for color or black & white ads)

Classified Ads
The first 30 words cost $115; each additional word costs $2. 
Frequency and agency discounts do not apply. Prepayment 
is required for all classified advertising and can be made 
using Visa, Mastercard, Discover, or American Express.

Trim Size of Magazine is 8.375" wide x 10.875" high.
Bleeds should be 0.125" where appropriate.
No additional charge for bleeds.

Ad Size Width x Height (inches)
Spread Bleed 17" w x 11.125" h
Full Page Bleed 8.625" w x 11.125" h
Full Page 7.375" w x 9.925" h
Back Cover Bleed 8.5” w x 7.625” h
Back Cover 8.35” w x 7.61” h
2/3 Page Vertical  4.75" w x 9.925" h
1/2 Page Horizontal  7.375" w x 4.85" h
1/3 Page Square  4.75" w x 4.85" h
1/3 Page Vertical  2.35" w x 9.925" h
1/4 Page Horizontal  7.375" w x 2.375" h
5 Inch Display Ad 2.25" w x 5" h
3 Inch Display Ad 2.25" w x 3" h
2 Inch Display Ad 2.25" w x 2" h
1 Inch Display Ad 2.25" w x 1" h

Full PageFull Page 
Bleed

Back CoverBack Cover 
Bleed

1/2 Page 
Horizontal2/3 Page 

Vertical

1/3 Page 
Square

1/4 Page Horz.

1/3 
Page 
Vert.

2" Display

1" Display

5" 
Disp.

3" 
Disp.



adventurecycling.org

Submission Guidelines
• Ads should be in gif, png, or jpg formats, with a resolu-

tion of 72 pixels per inch. Flash media (swf format) is also 
acceptable.

• Advertisers must include the URL to which the ad will 
direct.

• Files should be emailed to: 
advertising@adventurecycling.org

Contact Information
Direct all rate, material, and production 
correspondence to:

   Rick Bruner, Advertising Director

   148 Tunnel Rd., White Salmon, WA 98672

   Phone: (509) 493-4930

   Email: advertising@adventurecycling.org
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175,000 visits per month

559,000 pageviews per month

Average pageviews per visit: 3.3

Average time on site: 3.4 minutes

Website Statistics

• All ads are Run of Site (ROS).

• All ads are guaranteed 20% of placement, rotating with no more than three other ads.

• Geo-targeting is available.

• For ads that run on Adventure Cycling’s website, the billing period begins on the first day of the month and ends on the last 
day of the month. 

2015 Web Advertising Rates

300 w x 250 h Run of Site $450

300 w x 100 h Run of Site $350

970 w x 90 h Leaderboard $750

300 w x 250 h bikeovernights.org $250

300 w x 100 h bikeovernights.org $150

Size (Pixels) Placement Cost Per Month

Total monthly digital reach: 1.4 million

Social media following: 130,000
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• Promotion to our membership through the Adventure Cycling website, blog, and social networking platforms

• The opportunity to offer an approved discount through our affiliate benefits program

• Product donation opportunites for our annual Share the Joy promotion, semi-annual membership drives, and other special events

• An annual subscription to Adventure Cyclist magazine

• Tax benefits  — Adventure Cycling is a 501(c)3 nonprofit

• Wholesale pricing on all Adventure Cycling Route Network maps

All Corporate Membership Levels Receive

Adventure Cycling is the premier 
bicycle-travel organization in North America 

with more than 48,000 members.

Our mission is to inspire and empower
people to travel by bicycle.

Our primary programs include

• Producing maps for our 44,662-mile Adventure Cycling Route Network

• Developing the U.S. Bicycle Route System

• Publishing 9 issues of our award-winning Adventure Cyclist magazine

• Offering more than 90 guided tours and educational courses each year

• Advocacy for better bike-travel conditions

• Extensive how-to resources and online communities

Titanium Membership - $5,000

• Discounts of up to 30% on advertising in Adventure Cyclist magazine 
and on our website, along with one free full-page ad in the magazine

• 50 free individual Adventure Cycling memberships to give away

• Your company logo in all 9 issues of Adventure Cyclist magazine and on 
Adventure Cycling’s website, as well as recognition in our Annual Report

• Limited access to the Adventure Cycling mailing list — 5,000 names for a  
one-time mailing

• One spot on an Adventure Cycling weeklong event tour

Gold Membership - $1,000

• Discounts of up to 30% on advertising in Adventure Cyclist magazine 
and on our website

• 10 free individual Adventure Cycling memberships to give away

• Your company logo in 7 issues of Adventure Cyclist magazine and on 
Adventure Cycling’s website, as well as recognition in our Annual Report

• Limited access to the Adventure Cycling mailing list — 2,000 names for a  
one-time mailing

Silver Membership - $500

• Discounts of up to 25% on advertising in Adventure Cyclist 
magazine and on our website

• 5 free individual Adventure Cycling memberships to give away

• Company listing in 5 issues of Adventure Cyclist magazine and on 
Adventure Cycling’s website, as well as recognition in our Annual Report

• Limited access to the Adventure Cycling mailing list — 1,000 names for a  
one-time mailing 

 
Bronze Membership - $250

• Discounts of up to 20% on advertising in Adventure Cyclist magazine 
and on our website

• 3 free individual Adventure Cycling memberships to give away

• Company listing in 3 issues of Adventure Cyclist magazine and on 
Adventure Cycling’s website, as well as recognition in our Annual Report

• Limited access to the Adventure Cycling mailing list — 500 names for a  
one-time mailing

Level-Specific Benefits

Questions? Call Brian Bonham at 800.755.2453 x 228 or 406.532.2768, or email corporate@adventurecycling.org

CORPORATE  MEMBERSHIP  PROGRAM

Adventure 
Cycling 
Association

Ad Contract Titanium Gold Silver Bronze
1x 15% 15% 10% 5%
3x 20% 20% 15% 10%
6x 25% 25% 20% 15%
9x 30% 30% 25% 20%

Advertising Discounts
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