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wend  (wend)
v. wend·ed, wend·ing, wends
v.tr. To proceed on or along; go: wend one’s way home.
v.intr. To go one’s way; proceed.
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inspireWend’s mission is to

adventure

Wend magazine is the only true confluence 
of adventure, travel, sustainable design 
and environmental responsibility in the 
ever-changing outdoor market. No other 
magazine does what we do. It is our 
mission to be an independent voice that 
inspires our readers to explore their world 
like the characters they read about in our 
pages. Our stories are not just tales of 
personal challenge, but also of personal 
enlightenment and growth. We take the best 
campfire story you’ve ever heard and put 
it into print. Each issue of Wend takes the 
reader somewhere new—somewhere off the 
beaten path. Our stories are told by ordinary 
people experiencing an extraordinary planet 

both as a playground for adventure, and 
as a giant ecosystem in need of protection. 
Our readers are male and female, affluent 
and educated. They value authenticity and 
a quality narrative over flash. What makes 
us different? We are a magazine with 
substance, tone and style that can only 
come from an authentic voice. How can 
we ensure our authenticity? The folks that 
produce the magazine are also the owners. 

With a humble, creative spirit and an 
informed, green business model, the minds 
that bring you Wend will continue to reveal 
the wonders of the world to the wanderer 
we’re most passionate about inspiring: YOU.
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From top to bottom, Wend is 
green. Every issue of Wend is 
printed on Forest Stewardship 
Council (FSC)-certified 
paper. Wend’s paper is 30% 
recycled and 70% sustainably-
harvested wood products and 
grasses. Our inks are non- 
toxic, biodegradable and soy 
based. Our office is furnished 
with reclaimed furniture and 
computer equipment. Even the 
paint on the walls is recycled. 

Because of our stringent 
adherence to green ethics, 
Wend has built partnerships 
with several environmental 
nonprofits, which allows us to 
brand our magazine in ways 
never before thought of in the 
outdoor publishing world. In 
each issue, we give an activist 
from one of these groups space 
in our “Platform” department 
to advocate for his or her group 
by speaking directly to our 
readers. In turn, our magazine 
is distributed to the entire 
membership of that group, 
broadcasting our message to an 
audience already aligned with 
our mission. These partnerships 
make the pages of Wend 
available to new markets on a 
massive scale far beyond our 
circulation. Also, to show our 
commitment to environmental 
causes, we donate 25% of our 
subscription fees back to our 
nonprofit partners.
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Nau Apparel | Populus Short  One of the � rst steps in the Nau design development 
process is considering, “Does anyone need this?” says Mark Galbraith, general manager of Nau 
apparel. Once that’s been determined, the process of creating a piece of clothing begins. Nau 
apparel is made to maintain long-lasting aesthetics, classic colors, quality of construction and 
a multi-use purpose, so that it can last as long as possible once in the hands, or on the body, of 
a consumer. Galbraith calls these details “the so�  side of sustainability,” while the production 
benchmarks related to materials, dyes and restricted substances he considers more “hard-core.” 
­ e Populus short, like all Nau apparel, was developed with consideration for both the so�  and 
hard-core sides of sustainability. It was conceptualized in a collaborative, � uid and dynamic studio 
environment; developed with simple, timeless design principles; and manufactured in a strictly 
regulated factory with 100 percent organic cotton, without any added hazardous substances.

Faced with the challenge of producing apparel for 
low-impact adventure, many designers, owners and managers 
of outdoor brands are asking serious questions in order to elicit 
common-sense answers about how to create more eco-friendly 
products.

Mark Galbraith, general manager of Nau apparel, asks, 
“What end use does this product have?” As the former de-
sign sta�  coordinator for Nau, he found that he and his team 
could actually tailor their own answer, and apparel, to that 
very question. ­ ey could create products that last a lifetime 
by using comfortable (organic and recycled), quality materials 
without added substances; they could use design techniques 
such as neutral color palettes and classic � ts so that their cloth-
ing could never really go out of style; and they could create 
clothing for people to “hike, climb, do yoga, chill out and ride 
their bike in” without purchasing � ve uniquely tailored out� ts. 
­ is essentially is the long answer to Galbraith’s question. In 

short, every Nau product has the end use of being sustainable 
through the entire duration of its manufactured and consumer-
use lifetime.

Of course, other individuals in the outdoor apparel industry 
are asking di� erent questions, and coming up with radically 
di� erent answers. Mark Dwight, owner and founder of Rickshaw 
Bagworks, for example, wondered if it was possible to create 
a bag without any production waste, and out of that question 
he and his team created an answer—the Zero messenger bag, 
which is produced without any le� over material scraps.

It seems that companies with a genuine interest in changing 
or improving their overall “greenness” are either willing to 
ask serious questions or are constantly searching for feasible, 
practical, relevant answers to the omnipresent query, “How 
do we create high-performance, sustainable gear?” ­ is may be 
where the distinction lies between truism in sustainability and 
true sustainability. Check out some companies’ answers below.

Horny Toad Apparel | Rosita Jacket  “Right now, it’s the little engine that 
could,” says Kate Larramendy-Wright, head designer for Horny Toad apparel. She’s referring to 
the Rosita jacket, made from Flexcel, which is composed of a blend of Tencel®, cotton, polyester 
and spandex. “It wants to be better, and it’s on the brink of a breakthrough,” she adds. Next 
year, the jacket’s cotton component will be 100 percent organic, which wasn’t possible until 
recently. According to Larramendy-Wright, this exempli� es the way Horny Toad operates as a 
company—it strives always to “do the right thing,” within the practical limits, and if it doesn’t 
work the � rst time around (if organic cotton can’t immediately be used), the designers try and 
try again. “Our approach to sustainability is a perpetual continuum. We’re constantly learning 
more, doing better and making better choices as soon as we can,” says Larramendy-Wright.

Patagonia | Short-Sleeved El Ray Shirt  “It’s a wonderful feeling to collaborate 
on greener solutions to products versus � ght for them,” says John Rapp, designer for Patagonia, 
a company where, as he puts it, “everyone is committed to making our whole organization as 
green as possible.” But Rapp acknowledges that making sustainable apparel isn’t exactly easy. 
“Not a season goes by when we don’t face decisions concerning reducing a product’s overall 
footprint.” And although you can’t quite calculate the carbon footprint of the Short-Sleeved El 
Ray shirt, according to Rapp, it (and its long-sleeved companions) was created with sustainability 
in mind. “We designed the El Ray shirts with the idea of a timeless, long-lasting silhouette that’s 
made with recycled materials,” he says. A blend of nylon and all-recycled polyester composes 
the shirt’s fabric, and the recycled polyester comes from used soda bottles and previously worn 
pieces of clothing. Adding to its recycled composition, the shirt itself can be refurbished (in a 
sense) a� er it has been worn to shreds. ­ e Patagonia Common ­ reads Recycling program 
accepts old T-shirts, � eece jackets and other worn-out items and turns them into fresh recycled 
fabric to be used in future Patagonia apparel.

Rickshaw Bagworks | Zero Messenger Bag  When Rickshaw Bagworks came onto the scene in 2007, designers 
asked themselves one pivotal question: “Can we create a bag that generates zero manufacturing waste?” Now, Mark Dwight, 
owner and founder of Rickshaw, believes that question has been quite “elegantly” addressed in the design of the company’s Zero 
messenger bag. In its case, simplicity was the answer; the body of the bag itself is made from just four rectangles of fabric. What’s 

more, it produces absolutely no manufacturing waste. “Since we’re cutting 
fabric from a roll, which is a really long rectangle, we can optimize the size 
of the rectangles for the bag around the width of the fabric so we use all 
of it.” Of course, the bag doesn’t look like a fabric briefcase—and despite 
its rectangular origins, it’s got some nice curves. “When you look at the 
bag, you see a curved � ap; the bag doesn’t look like a box. When we cut 
the � ap in the curve shape, we end up with a triangular-looking piece 
on both sides.” � ese scrap triangular pieces are sewn directly back into 
the seam, and utilized as strap-holders on each side. As Dwight explains, 
“What might be scrap, we’ve in turn used as another part. When all is 
said and done, there’s no scrap le�  on the cutting room � oor.”

Designing Answers

Find more green design articles online at wendmag.com/greenery

by Sami Ewers

GREEN GEAR AND THE TECHNOLOGY OF SUSTAINABILITY

32   WEND MAGAZINE

YOU WRITE THE MESSAGE, WE AMPLIFY IT

BEN MOON

My passion is sharing what I love most—the outdoors. � e vision 
we foster through SheJumps is to create a community of ambitious 
and compassionate women who are willing to take a “jump” to 
reach their potential and help others reach their own.

Our main objective is to increase and inspire the participation 
of women in outdoor activities. We are a multifaceted organiza-
tion that works on three levels: Jump In (and try something new), 
Jump Up (challenge yourself to something better) and Jump Out 
(share it with someone new). 

Shejumps.org is our website and main portal of inspiration 
that highlights the accomplishments and adventures of everyday 
women. We create many di� erent programs that are opportunities 
for professional athletes or recreational enthusiasts to give back 
to their communities, such as our skiing camps at Alta with Boys 
& Girls Club teens from Salt Lake City.

We o� er a multitude of resources to ensure that women have 
no excuse to not go outside. � ese resources come in many dif-
ferent ways, including our gear grant program that provides gear 

through a simple application process. In return, we simply ask 
that the gear get used and that whoever is using it document the 
fun she’s having with it. 

SheJumps also strives to create community-organized events 
where women meet up with other women to have outdoor adven-
tures of any nature (including hula-hooping). One of the most 
memorable is our Backcountry Tour for the Cure, an event for 
SheJumpers to experience the challenge of winter camping in 
solidarity to raise money for women with breast cancer. 

It’s not that there haven’t always been women excelling in the 
outdoors as leaders, athletes, activists and enthusiasts; at SheJumps, 
we believe it’s time for women to become a part of something big-
ger. We started SheJumps to celebrate the beautiful, empowering 
camaraderie of what females and genuine, unsel� sh support can 
do. A� er all, “if she can do it, so can I.

Claire Smallwood is the Executive Director of SheJumps.org.

  My name is Claire Smallwood. I am an activist.

green
Actually, it is easy being
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thereaders

Wend readers are people who travel not to escape but to 
challenge themselves and discover the humanity that every 
culture, big or small, poor or rich, shares. They live simply, so 
others might simply live. They’re the people who drive high-
mpg Subarus or Hybrid SUVs, with several rack attachments 
on top and NPR stickers on the windows. They give to enviro 
groups like Leave No Trace. They get angry when they see 
people litter. Getting muddy is part of their style. Ultimately, 
the Wend reader cares deeply about the world they live in, 
and looks to our magazine to help inform their purchases and 
guide them to companies that embrace the green economy. 
After all, our readers are people who depend on the natural 
world for their adventures off the beaten path, and they work 
to make sure that the path they walk doesn’t get beaten.
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demographics
reader

Demographics: 
Average age 33
87% are 26-45
Male/Female 70/30
47% are married
80% have College degrees
23% have Graduate degrees
Average HHI $94,400
97% traveled by air last year
47% traveled internationally last year
93% traveled for an outdoor activity
Average amount spent on travel per year $5,000
Average amount spent on travel last year $5,380 
Average amount spent on gear last year $3,350

Participated last year in the 
following activities: 
Backpacking/Hiking 83%
Mountain Biking 67%
Paddle Sports 40%
Road Biking 70%
Rock Climbing/Bouldering 20%
Sailing 23%
Snowsports 93%
Surfing 43%

Traveled last year for the 
following activities: 
Backpacking/Hiking 70%
Cycling 73%
Mountaineering 23%
Paddle Sports 27%
Rock Climbing/Bouldering 13%
Sailing 17%
Snowsports 57%
Surfing 30%

distribution &
	 circulation

Circulation: 
Print Total 45,000
Subscriptions 30%
Newsstand 60%
Promotion 10%
Digital Edition 25,000

Readership: 
135,000 (2.5 readers per copy)

Website: 
250,000 views per month

Wend is a nationally distributed, perfect bound magazine 
printed on FSC-certified recycled paper with soy-based ink.  
In 2010 Wend will be published 5 times. 

From retail chains to local outdoor stores, Wend can be found 
anywhere fine magazines are sold. Nationally we are distributed 
through the following chains: B. Dalton Books, Barnes & Noble 
Bookstores, Borders, EMS, Hastings, MEC, REI, Waldenbooks 
and Whole Foods.

Our heaviest distribution is west of the Rockies in California, 
Oregon, Washington, Idaho and Colorado. We’re also popular 
in outdoor pockets such as Boulder, Colorado and Boise, Idaho 
and states with active, outdoorsy communities such as Wyoming, 
Montana, Vermont, Maryland and Arizona. 

Our second highest area of distribution (20 percent of our 
newsstand) is in the mid-Atlantic areas and New England.
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thestories
Wend stories are first person, narrative non-
fiction accounts of adventure travel, with a 
human-powered outdoor recreation theme. 
Smart, edgy adventure stories for active, en-
vironmentally conscious readers, we encour-
age authors to go on outdoor adventures 
and then explore the meaning beyond their 
experiences on our pages. Wend’s content 
melds environmental stewardship and bold 
adventure which comes from across the 
planet and across the street. The majority of 
our stories are full-length features written 
by real people exploring the world on their 
own trips, voyages and odysseys.

Whether it’s the ruins of New York or the 
summits of the Andes, curiosity about the 
unknown is intrinsic in all people. Wend 
transports readers to parts of the world 
they want to explore and exposes them to 
places they’ve never seen.

In every issue of Wend we show them the 
cultures, beauty and decay on our planet. In 
doing so, we make no distinction between 
love for the natural world and the duty to 
preserve it. Our stories are a melting pot of 
authentic experience viewed through a wide 
angle lens.

Our readers understand that all one needs 
to do to become a character in a Wend 
story is the will to GO, to BE and to DO.

W E N D E X :  Wending by the Numbers
Fun and freaky adventure factoids.

P L A Y G R O U N D :  Breaking Down with Baby
Kayaker Seth Warren and his bio-diesel fire truck on the Nature Propelled Tour.

N ow   and    T h en  :  Timeless Adventure
Surfer cries shark...The great climber toddler debate...Dinosaur hunting in 
Patagonia...Haiti yields strange old water filters.

W i peout    :  The Poetry of Pain 
Heidi Swift captures a pileup at the Mt Hood Cycling Classic.

G reenery       :  Designing Answers
A discussion about low-impact gear with the folks who help create it. 

P lat   f or  m :  SheJumps
Increasing and inspiring the participation of women in outdoor activities.

Footpr      i nt :  Winter in the Forgotten Flathead
Bruce Kirkby makes a rare winter traverse of an iconic—and threatened—
wilderness straddling the U.S.–Canada border. 

Fea   s t:  Offal Encounters in Spain
Peter Frick-Wright tastes what doesn’t go to waste in this head-to-tail eating 
experiment in Madrid.

Snap    :  Surfing Haiti
In 2009, just six months before the devastating tremor, professional surfer 
Holly Beck toured Haiti in search of the perfect wave.

W anderlu       s t:  Delivery in Patagonia
After suffering a miscarriage just two days before she is scheduled to fly to 
South America to compete in one of the world’s most challenging adventure 
races, Chelsey Gribbon finds herself running on empty in Patagonia.

P a s s port   :  Trekking the Voodoo Trail
James Michael Dorsey encounters fetishes, blood sacrifice and Tabasco in 
search of enlightenment about one of West Africa’s most popular religious 
practices.

Sur   v i v al   K i t:  On a Bike with No Name
Outdoor and urban gear and apparel.

T R A I L H E A D :  Making and Breaking Me
Sarah Outen reflects on the loss of her father, and how memories of him 
helped her row the Indian Ocean.

Sket    c h b ook   :  Illustrating Adventure
Featuring: Pyar Anderson

Seen    ,  R ead   ,  Heard     :  Feed Your Brain
Wend-sanctioned consumables.

San   c tuary     :  Nature Divine
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ad specs
PREFERRED FORMAT: 
High-resolution, press-ready PDFs are preferred.  
High-resolution, non-OPI EPS files are also acceptable.

ADDITIONAL SOFTWARE SUPPORTED:
Native Adobe Photoshop, Illustrator and Indesign, version 
CS4 and below. Macromedia Freehand MX 11 and below.

AD MATERIAL CHECKLIST: 
- Embed all fonts, or supply them with the job. Include both printer and screen fonts. 
- Supply a proof of the ad. If sending the ad via email or FTP, include a low-resolution PDF for proofing. 
- Make sure colors are named properly. Remove any unused, named colors. 
- If high-resolution images are supplied, make sure they are 300dpi at 100% printed size and CMYK. 
- Full bleed ads, keep text and other important elements within 1/8” from the outer edge, double-check overall dimensions and bleed. 
- Supply all artwork in CMYK.

SENDING FILES: 
Files may be sent via email, FTP, 
uploaded through our website, or 
shipped on CD. Do not email creative to 
your account rep. 

EMAIL: 10MB file size limit.
advertising@wendmag.com

FTP INFO:
Host: ftp.wendmag.com 
User: wendads 
Password: w3ndAds@123

WEB UPLOAD: 20MB file size limit. 
http://www.wendmag.com/file-upload

SHIPPING INFO:
Attn: Advertising 
Wend Media 
3439 NE Sandy Blvd. #346 
Portland, OR 97232

AD SIZES:
TYPE	 WIDTH	 HEIGHT 
Spread*	 17”	 11” 
Full Page*	 8.5”	 11” 
Half Page Horiz	 8”	 5.125” 
Half Page Vert	 3.875”	 10.5” 
Third Page Vert	 2.5”	 10.5” 
Quarter Page	 3.875”	 5.125”

*Full bleed is only available on spread 
or full page ads. For full bleed, add 
.125” to outer edge dimensions.

QUESTIONS? 
Technical and layout questions should 
be directed to creative@wendmag.com. 
All others should be directed to 
advertising@wendmag.com.

Quarter Page Ad
3.875” x 5.125” 

Half Page Horizontal Ad
8” x 5.125” 

Half Page  
Vertical Ad

3.875” x 10.5” 

Third Page  
Vertical Ad

2.5” x 10.5” 

8.5”

11”

Spread Ad
Live Area 16.75” x 10.75” 

Trim Area 17” x 11” 
+ Bleed = 17.25” x 11.25”

11”

17”

Full Page Ad
Live Area 8.25” x 10.75” 

Trim Area  8.5” x 11” 
+ Bleed = 8.75”  x 11.25” 

8.5”

Bleed*



©2011 Wend Magazine. All rights reserved.

ad rates

deadlines

2011

2011

x 1 x 2 x 3 x 4 x 5

Inside Front Cover Double Page Spread 11730 11143 10557 9970 9384

Double Page Spread 9180 8721 8262 7803 7344

Outside Back Cover 6678 6344 6010 5676 5342

Inside Back Cover 5308 5043 4778 4512 4246

Masthead (FP + 1/3) 6842 6574 6308 6040 5774

Letter from the Editor 4897 4652 4407 4162 3918

Full Page 4452 4230 4006 3784 3561

Half Page 2587 2457 2328 2199 2070

Third Page 1965 1867 1768 1670 1572

Quarter Page 1335 1268 1202 1135 1068

Issue:	 On Sale Date:	 Creative Deadline:
Volume 6, Issue 1	 April 1	 February 1
Volume 6, Issue 2	 June 1	 April 1
Volume 6, Issue 3	 August 3	 June 3
Volume 6, Issue 4	 October 5	 August 5  
Volume 6, Issue 5	 December 9	 October 9


