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FOR IMMEDIATE RELEASE 
 
BITCH MEDIA RESPONDS TO QUESTIONS ABOUT SPONSORSHIP STANDARDS 
 
Portland, Ore. – Bitch Media is the Portland-based nonprofit organization that publishes the magazine Bitch: Feminist Response to 
Pop Culture. Bitch Media’s mission is to provide a feminist critique and analysis of pop culture, to encourage discussion about how 
the media influences us, and to promote the connection between cultural critique and social-justice activism. With the release of 
Consumed, the Fall 2009 issue of Bitch, Bitch Media launched its sponsorship program, a transition from standard advertising. 
 
“As a mission-driven organization, we seek to partner with businesses that are committed to being socially and environmentally 
responsible; that work toward goals of being anti-sexist, anti-racist, adhering to fair labor practices, and promoting healthy lifestyles; 
and that work to develop common goals and create profound social impact, especially in the realm of gender equality,” says Jaymee 
Jacoby, Bitch Media’s Director of Development. She adds that Bitch Media reserves the right to decline strategic partnerships or 
sponsorships with businesses or organizations that fall outside of this value system, “or that we believe may offend our readers or 
promote organizations, products, or opinions that do not reflect the organization’s values and mission.”  
 
“Our litmus test has always been: If we saw this ad in another publication, would we critique it?” says Andi Zeisler, Bitch cofounder 
and Editorial/Creative Director. “So while some people might not see the difference between an ad for a women-owned sex-toy shop 
that features a picture of a woman holding a vibrator and an ad for beer featuring a woman holding a vibrator, we see an important 
distinction that has everything to do with our mission.”  
 
One of the reasons Bitch is not an ad-driven publication, but a reader-supported one, is that its staff, contributors, and readers want the 
magazine to be a place free of the prosaic, insulting, and objectifying imagery that is consistently used to sell products and services in 
the realm of commercial magazines. Zeisler says, “Our readers are critical thinkers with well-developed senses of humor, and nuance, 
but they are also people who spend their dollars mindfully and choose not to support companies that use women's bodies to sell 
everything from booze to cars to, yes, pastry. They’re tired of being told that such an approach is somehow ‘edgy,’ when in fact it’s 
about the most played-out of advertising clichés. Bitch is one of very few magazines that women (and men, for that matter) can read 
knowing they won't be bombarded by ads that use sex to sell things that have nothing to do with sex. And it's important to us that it 
stay that way.” 
 
“Because an ‘ad’ in Bitch is a benefit of sponsorship, we are implying a partnership between the organization and sponsor, and those 
partnerships need to be with businesses that share our values,” says Jacoby. “It’s not about what we personally find offensive or not 
offensive. Each member of our readership is essentially a stakeholder in our mission, and we have a responsibility to them.”  
 
Founded in 1996, Bitch Media is a nonprofit, reader-supported 501(c)(3) organization best known for publishing Bitch: Feminist 
Response to Pop Culture, a print magazine devoted to feminist analysis and media criticism. Bitch features critiques of TV, movies, 
magazines, advertising, and other elements of pop culture. The organization moved to Portland, Ore. from the San Francisco Bay area 
in 2007. Bitch Media has recently expanded its programming to include an active web presence, with a blog, and podcasts at 
www.bitchmedia.org. 
 
For more information, please contact: 
Jaymee Jacoby, Development Director 
jaymee@b-word.org, 503.282.5699. 
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