
The Atlantic will be the organ of no party or clique, but will  
honestly endeavor to be the exponent of … the American idea. 

ORIGINAL MISSION STATEMENT, 1857   

The Atlantic is America’s leading destination for brave thinking 

and bold ideas that matter. The Atlantic engages its print, 

online, and live audiences with breakthrough insights into 

the worlds of politics, business, the arts, and culture. With 

exceptional talent deployed against the world’s most important 

and intriguing topics, The Atlantic is the source of opinion, 

commentary, and analysis for America’s most influential 

individuals who wish to be challenged, informed, and entertained.
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JAMES BENNET
EDITOR

2009 Editor of the Year
–A DV E RT I S I NG  AG E

Before joining The Atlantic, Bennet was the Jerusalem bureau chief for The New York 
Times. During his three years in Israel, his coverage of the Middle East conflict was 
widely acclaimed for its balance and sensitivity. His much-lauded long-form writing 
for The New York Times Magazine caught the eye of David Bradley during his year-long 
search for a new editor. Bennet told a Times reporter that he saw the Atlantic job as  
“a chance to help, encourage, and preserve serious, long-form journalism.” 

BOB COHN
EDITORIAL DIRECTOR, THEATLANTIC.COM

One of Washington, D.C.’s 50 Most Powerful People 
– GQ 

Prior to joining TheAtlantic.com in January 2009, Cohn was for eight years the 
executive editor of Wired magazine and prior to that served as executive editor at 
The Industry Standard, a newsweekly covering the Internet economy. Cohn has won 
many national awards for his writing and editing. During his tenure at Wired, the 
magazine was nominated for 11 National Magazine Awards and won six, including 
three citations for General Excellence. At Newsweek, where he shared in more than 
a dozen awards, he was honored with the American Bar Association’s prestigious 
Silver Gavel Award for coverage of the Clarence Thomas Supreme Court confirmation 
process. 

THE EDITORS



CLIVE CROOK

World-respected journalist and commentator on politics and economics
– C H I C AG O  G R A D UAT E  S C H O O L  O F  B U S I N E S S 

Chief editorial advisor, former Economist deputy editor, and regular contributor to  
The Financial Times, Clive Crook examines business and policy trends influencing the 
economy. 

JAMES FALLOWS

I wish the world had a hundred James Fallows-es.  
Even ten would be a major improvement.
–WIRED 

A National Magazine Award–winning correspondent, Fallows has recently written 
Atlantic features on the war in Iraq, the emerging “superpower” China, and technology. 

THE VOICES

TA-NEHISI COATES

The James Joyce of the hip hop generation 
–WALTER MOSLEY  
Coates, frequent contributor to the magazine, also anchors TheAtlantic.com’s 
Culture Channel blogging about politics, race, and music. He is a former staff writer 
at The Village Voice and Time.

STEVE CLEMONS

a Washington maven
– CHRYSTIA FREELAND, REUTERS 

Senior fellow and founder of the American Strategy Program at the New America 
Foundation, Clemons is Washington editor-at-large for The Atlantic and editor in chief of 
Atlantic LIVE. He also publishes the popular political blog The Washington Note at The 
Atlantic.com.

RICHARD FLORIDA

He’s changed the framework for discussing social and economic inequality.  
– NEW YORK TIMES,  YEAR IN REVIEW

Richard Florida is a senior editor at The Atlantic and an award-winning urban-
studies theorist. He is author of the international bestsellers The Rise of the Creative 
Class, Who's Your City?, and The Great Reset and founder of the Creative Class Group.



MEGAN MCARDLE

One of the Top 25 Economics Blogs
–THE WALL STREET JOURNAL

McArdle is a former writer for The Economist, and is the business and economics 
editor for The Atlantic, anchoring the site’s Business Channel.

THE VOICES

CORBY KUMMER

A dean among food writers 
– S A N  F R A NC I S C O  E X A M I N E R 

A five-time James Beard Award winner and restaurant critic at Boston magazine, 
Kummer provides enriching and thoughtful commentary on food and wine and 
curates the Food Channel. 

ALEXIS MADRIGAL

The Atlantic's excellent tech writer 
–A D  AG E
Founder of the website greentechhistory.com, Alexis Madrigal is a senior editor at 
The Atlantic and formerly a staff writer for Wired. He recently authored Powering 
the Dream, the first book to explore the forgotten history and visionary future of 
America’s green-tech innovators.



THE VOICES

CAITLIN FLANAGAN

Provocatrice
–T H E  N E W  YO R K  O B S E RV E R

Flanagan has established  herself as a highly entertaining 
social critic unafraid to take on self-indulgence, political 
correctness, and conflicts at the very heart of modern 
life. 

WAYNE CURTIS

What Herbert Asbury did for the gangs  
of New York, Wayne Curtis does for rum.
– J E F F  B E R RY

A winner of the Society of American Travel Writers 
Lowell Thomas Travel Journalist of the Year, Wayne 
Curtis has written countless travel articles for The Atlantic.

ALAN TAYLOR

Brings "Big Picture" Prowess to The Atlantic.
– N I E M A N  JO U R NA L I S M  L A B

Alan Taylor, the internet’s most respected and revered 
photo-blogger, curates TheAtlantic.com's recently 
launched and heavily trafficked In Focus news blog. 
Recent galleries include: Japan Earthquake: The Struggle 
to Recover; Holi: The Festival of Colors, 2011; and The 
2011 Iditarod Sled Dog Race.

CHRISTOPHER HITCHENS

One of the most compelling living critics
– NATIONAL PUBLIC RADIO 

Also a contributing editor at Vanity Fair and a renowned 
author, Hitchens regularly writes book reviews for The 
Atlantic.

ROBERT KAPLAN

The vision he offers—kaleidoscopic, opinionated, and 
seductive—makes one look at the world and its drivers in a 
new way.
– SALON.COM 

A venerable reporter, Kaplan is the best-selling author 

HANNA ROSIN

Rosin is a journalist who not only reports but also observes 
deeply.
– SAN FRANCISCO CHRONICLE 

A former New Republic, GQ, and Washington Post writer, 

SANDRA TSING LOH

She's all over the map and devastatingly on target. 
– L O S  A NG E L E S  D A I LY  N E WS

A renowned author, actress, and regular commentator 
for National Public Radio, Tsing Loh regularly 
contributes articles on pop culture and society.

MARK BOWDEN

Gut-punching … potent step-by-step accounts
–THE NEW YORK TIMES

Author of Black Hawk Down and Killing Pablo, Bowden is 
widely recognized as one of the country’s most powerful 
storytellers. His latest book is The Best Game Ever.
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Case No. 218
How’s this for the good life? You’re rich, and you made the dough yourself. You’re well 
into your 80s, and have spent hardly a day in the hospital. Your wife had a cancer 
scare, but she’s recovered and by your side, just as she’s been for more than 60 years. 
Asked to rate the marriage on a scale of 1 to 9, where 1 is perfectly miserable and 9 is 
perfectly happy, you circle the highest number. You’ve got two good kids, grandkids too. 
A survey asks you: “If you had your life to live over again, what problem, if any, would 
you have sought help for and to whom would you have gone?” “Probably I am fooling 
myself,” you write, “but I don’t think I would want to change anything.” If only we 
could take what you’ve done, reduce it to a set of rules, and apply it systematically.

Right?

Case No. 47
You literally fell down drunk and died. Not quite what the study had in mind.

Last fall,  I  spent about a month in the file room of the harvard Study of 
adult Development, hoping to learn the secrets of the good life. the project is one 
of the longest-running—and probably the most exhaustive—longitudinal studies 
of mental and physical well-being in history. Begun in 1937 as a study of healthy, 
well-adjusted harvard sophomores (all male), it has followed its subjects for more 
than 70 years. 

What 
Makes 
us
happy?
By Joshua Wolf Shenk

Is there a formula—some mix of love, work, and psychological 
adaptation—for a good life? For 72 years, researchers at Harvard 
have been examining this question, following 268 men who entered 
college in the late 1930s through war, career, marriage and divorce, 
parenthood and grandparenthood, and old age. Here, for the first time, a 
journalist gains access to the archive of one of the most comprehensive 
longitudinal studies in history. Its contents, as much literature as 
science, offer profound insight into the human condition—and into the 
brilliant, complex mind of the study’s longtime director, George Vaillant.
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The Atlantic is the country’s most iconic and influential magazine. Boasting an envied 
roster of the country’s finest journalists and over 20 National Magazine Awards (and 
85 nominations), The Atlantic is home to bold, powerful, and innovative ideas that 
engage and energize the country’s most influential leaders. Regular columns including  
Business, Technology, Travel, Food & Drink, and Media complement The Atlantic’s 
signature well of deeply reported long-form articles that address an incredibly diverse 
range of topic matter. 

# 2  O N  A D  A G E ' S  M A G A Z I N E  "A - L I S T "  2 0 1 0

# 3  O N  A D W E E K  M E D I A' S  " 1 0  U N D E R  6 0  H O T L I S T "  2 0 1 0

E D I T O R - I N - C H I E F  J A M E S  B E N N E T  S E L E C T E D  A S  E D I T O R  O F  T H E  Y E A R  –AD AGE

“A  G E M  O F  A  P U B L I C AT I O N ”  –THE HUFFINGTON POST

“ P L E N T Y  V I G O R O U S ”   –THE WASHINGTON POST

 “A  T E R R I F I C  M A G A Z I N E ”  –THE WALL STREET JOURNAL

“ C A P T U R I N G  T H E  N AT I O N A L  P U L S E …”   –NEW YORK POST 

"A N  U LT R A M O D E R N ,  M U LT I P L AT F O R M  J U G G E R N A U T "  –AD AGE

RATEBASE: 		  450,000
2010 CIRCULATION:	 462,478
SUB | NEWSSTAND:	 91% | 9%

Most of us have genes  that make us as hardy as dandelions:  
able to take root and survive almost anywhere. A few of us, however, 
are more like the orchid: fragile and fickle, but capable of blooming 
spectacularly if given greenhouse care. So holds a provocative new 
theory of genetics, which asserts that the very genes that give us the 
most trouble as a species, causing behaviors that are self-destructive 
and antisocial, also underlie humankind’s phenomenal adaptability 
and evolutionary success. With a bad environment and poor parenting, 
orchid children can end up depressed, drug-addicted, or in jail—but 
with the right environment and good parenting, they can grow up to 
be society’s most creative, successful, and happy people.
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busted budgets, failing schools, overcrowded prisons, 

gridlocked government—california no longer beckons 

as america’s promised land. except, that is, in one area: 

creating a new energy economy. but is its path one  

the rest of the nation can follow?

By Ronald Brownstein
Illustrations by Ross M acDonald
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I n 2004, marian bakermans-Kranenburg, a professor of child and family 
studies at leiden University, started carrying a video camera into homes 
of families whose 1-to-3-year-olds indulged heavily in the oppositional, 
aggressive, uncooperative, and aggravating behavior that psychologists 
call “externalizing”: whining, screaming, whacking, throwing tantrums 
and objects, and willfully refusing reasonable requests. Staple behaviors 
in toddlers, perhaps. but research has shown that toddlers with especially 
high rates of these behaviors are likely to become stressed, confused chil-
dren who fail academically and socially in school, and become antisocial 
and unusually aggressive adults.

at the outset of their study, bakermans-Kranenburg and her colleagues 
had screened 2,408 children via parental questionnaire, and they were now focusing on the 
25 percent rated highest by their parents in externalizing behaviors. lab observations had 
confirmed these parental ratings. 

bakermans-Kranenburg meant to change the kids’ behavior. in an intervention her lab 
had developed, she or another researcher visited each of 120 families six times over eight 
months; filmed the mother and child in everyday activities, including some requiring obe-
dience or cooperation; and then edited the film into teachable moments to show to the 
mothers. a similar group of high-externalizing children received no intervention. 

to the researchers’ delight, the intervention worked. the moms, watching the videos, 
learned to spot cues they’d missed before, or to respond differently to cues they’d seen 
but had reacted to poorly. Quite a few mothers, for instance, had agreed only reluctantly 
to read picture books to their fidgety, difficult kids, saying they wouldn’t sit still for it. but 
according to bakermans-Kranenburg, when these mothers viewed the playback they were 

“surprised to see how much pleasure it was for the child—and for them.” most mothers be-
gan reading to their children regularly, producing what bakermans-Kranenburg describes 
as “a peaceful time that they had dismissed as impossible.” 

and the bad behaviors dropped. a year after the intervention ended, the toddlers who’d 
received it had reduced their externalizing scores by more than 16 percent, while a non-
intervention control group improved only about 10 percent (as expected, due to modest 
gains in self-control with age). and the mothers’ responses to their children became more 
positive and constructive.

By David Dobbs
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TheAtlantic.com is dedicated to providing uniquely insightful analysis at rapid-fire 
pace to an audience of the country’s most important and influential readers. In just 
under three years, TheAtlantic.com has become the internet’s most influential premium 
content site—expertly balancing the unmatched commitment to substance of its parent 
brand The Atlantic with a voracious appetite for innovation. 

UNIQUE USERS: 	 3.3MM
PAGE VIEWS:	 12.7MM
SOURCE: COMSCORE, AUGUST 2011

“A N  I N D I S P E N S A B L E  O N L I N E  R E A D .”  –GQ

“ O N E  O F  T H E  L I V E L I E R  P L A C E S  O N  T H E  W E B ”  –NY TIMES

“AT  T H E  C U T T I N G  E D G E  O F  W H AT ’ S  H A P P E N I N G  O N L I N E ”  –DAILY BEAST

“ C A P T U R I N G  T H E  N AT I O N A L  P U L S E …”  –NEW YORK POST 

A S  V I G O R O U S  A N D  R E L E VA N T  A S  A  S I L I C O N  VA L L E Y  S TA R T- U P "  –LIFE.COM

E D I T O R - I N - C H I E F  J A M E S  B E N N E T  S E L E C T E D  A S  E D I T O R  O F  T H E  Y E A R  –AD AGE 

D I G I TA L  E D I T O R  B O B  C O H N  S E L E C T E D  O N E  O F  T H E  5 0  M O S T  P O W E R F U L  P E O P L E  I N  D.C .  –GQ

THEATLANTIC.COM

2011 ASME NOMINATION FOR  
GENERAL EXCELLENCE, DIGITAL

MIN’S 2011 “BEST OF THE WEB” AWARDS:
“OVERALL EDITORIAL EXCELLENCE” WINNER
"BEST ADVERTISER PROGRAM/PARTNERSHIP" HONOREE

2011 WEBBY AWARDS:
“BEST BLOG - POLITICAL” NOMINEE



Driven by a keen appetite for innovation, The Atlantic is bucking all trends—launching 
new events, new franchises, and new content channels for its ever-attentive and 
rapidly-expanding following of Influentials. At the center of this tremendous brand 
momentum is The Atlantic Wire—an all-new, breakthrough addition to The Atlantic’s 
digital portfolio. This first-ever opinion aggregator has rapidly become a must-visit 
for influential opinion leaders nationwide.

UNIQUE USERS: 	 1.4MM
PAGE VIEWS:	 3.6MM
SOURCE: COMSCORE, AUGUST 2011

“ I  P R O B A B LY  C H E C K  [ T H E  AT L A N T I C  W I R E ]  T W O / T H R E E  T I M E S  A  D AY.”  –DAVID BROOKS, NEW YORK TIMES

“A  T H R O B B I N G  R E A L-T I M E  O P - E D  PA G E ”  –DAVID CARR, NEW YORK TIMES

“ W H I L E  L I S T S  A LWAY S  AT T R A C T  AT T E N T I O N ,  [ T H E  AT L A N T I C  W I R E ’ S ]  F U L L  S I T E  O F F E R S  A  L O T  M O R E .”   – POLITICO

“ S O  W E L L  D O N E  T H AT,  O N C E  YO U  M A K E  A  H A B I T  O F  U S I N G  I T,  I T  B E G I N S  T O  F E E L  L I K E  A N  E S S E N T I A L  PA R T  O F  YO U R  L I F E ” 

THE ATLANTIC WIRE

"SMARTEST AGGREGATOR" IN AD AGE'S 2010 
MEDIA  VANGUARD AWARDS

2010 NOMINATION FOR “BEST NEW SITE” 
IN MIN'S BEST OF THE WEB AWARDS

–AD AGE



AtlanticLIVE events integrate the power of The Atlantic brand with outstanding 
thinkers and engaged audiences to bring the magazine and website to life around  
fascinating topics and unique conversations.  Whether in the form of week-long  
festivals, multi-sponsor forums, or single-sponsor roundtable dinners, AtlanticLIVE  
events  are  characterized by meaningful content and first-class execution by a dedicated  
team of professionals.

SIGNATURE EDITORIAL EVENTS
Aligning closely with The Atlantic’s editorial content, 
these events are built around the same issues and themes 
explored in the magazine–and timed accordingly

–  A S P E N  I D E A S  F E S T I VA L  ( J U N E /J U LY )
  One of Forbes’ “Elite Eight Conferences”

–  S TAT E  O F  T H E  U N I O N  ( J A N U A R Y/ F E B R U A R Y )

–  T H E  AT L A N T I C  M E E T S  T H E  PA C I F I C  ( O C T O B E R )

–  WA S H I N G T O N  I D E A S  F O R U M  ( O C T O B E R )

–  B R AV E  T H I N K E R S  L I V E  ( N O V E M B E R )

INTELLIGENCE SERIES EVENTS
Half – or full-day forums dedicated to the key issues 

on the national policy agenda

–  T H E  F O O D  S U M M I T 		  –  E D U C AT I O N  F O R U M

–  T H E  F U T U R E  O F  E N E R G Y 	 –  C Y B E R S E C U R I T Y  F O R U M

–  T H E  H E A LT H  C A R E  F O R U M 	 –  G R E E N  I N T E L L I G E N C E  F O R U M

–  T H E  F U T U R E  O F  T H E  C I T Y 	 –  T H E  N E W  W O R K  E R A

SIGNATURE CUSTOM EVENTS
Conversation-focused gatherings that employ Atlantic 
editorial talent to explore key questions of the day–
international, national, local, or personal

–  R O U N D TA B L E  D I N N E R S

–  AT L A N T I C  D E B AT E S  &  PA N E L  D I S C U S S I O N S

–  I N  C O N V E R S AT I O N  W I T H …

ENTERTAINMENT EVENTS
Social gatherings with a distinct Atlantic touch–a diverse 
mix of attendees, authoritative editorial sidebars, an equal 
mix of celebration and substance

–  W H I T E  H O U S E  C O R R E S P O N D E N T S  W E E K E N D  ( M AY )

–  M E A L  O F  A  L I F E T I M E  E V E N T S  W I T H  C O R B Y  K U M M E R 

ATLANTIC LIVE



Source: MRI Doublebase 2010 
Base: Total Adults

Affluent and accomplished, The Atlantic readers 
represent a vital audience of the country’s most 
influential thought leaders.

					                %  C O M P 	               I N D E X

GENDER			      
M A L E 	 				    5 9 	   	 1 2 2
F E M A L E 	  			   4 1 		  7 9 

AGE		 	
M E D I A N  A G E :  5 0 

AFFLUENCE	 	  	   
H H I  $ 2 0 0 , 0 0 0 + 			   1 4 		  3 1 1
H H I  $ 1 0 0 , 0 0 0 + 			   4 6 		  1 8 5

M E D I A N  H H I :      $ 9 4 , 2 3 3 	
M E D I A N  I E I :       $ 4 8 , 5 4 2 	  

EDUCATION		    
P O S T G R A D U A T E  D E G R E E 		  4 1 		  4 6 6 
G R A D U A T E D  C O L L E G E + 		  7 7 		  2 8 7 

INFLUENCE	 	   
I N F L U E N T I A L S 			   3 5 		  3 9 0 
P R O F E S S I O N A L / M A N A G E R I A L 		  4 7 		  2 0 4 
T O P  M A N A G E M E N T 			   1 3 		  3 0 3

MAGAZINE READER PROFILE



Source: 2011 User Survey

Affluent and accomplished, TheAtlantic.com readers 
represent a vital audience of the  country’s most 
influential thought leaders.

					                %  C O M P 	               

GENDER			      
M A L E 	 				    6 6 	   	
F E M A L E 	  			   3 4 		   

AGE		 	
M E D I A N  A G E :  3 4 

AFFLUENCE	 	  	  		
H H I  $ 1 0 0 , 0 0 0 + 			   3 2 		

EDUCATION		    
P O S T G R A D U A T E  D E G R E E 		  4 4 		   
G R A D U A T E D  C O L L E G E + 		  8 7 		   

INFLUENCE	 	   
I N F L U E N T I A L S 			   4 5 		   
P R O F E S S I O N A L / M A N A G E R I A L 		  5 7 		   
T O P  M A N A G E M E N T 			   2 2 		

ONLINE READER PROFILE



Source: MRI Doublebase 2010
Base: Total Adults
Based on MRI's "Influentials" Index

The Atlantic’s print readership is the most influential  
of all measured magazines—making it the most powerful 
catalyst for spreading your brand message.
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Source: MRI Doublebase 2010
Base: Total Adults
Buy based on quality, not price. Find brand name to be more important than price. Find it important that sales personnel be knowledgeable about the products they 
sell. Consider services of the store personnel to be important factor in making their shopping decisions. Favor environmentally safe products. Prefer products that 
offer the latest in technology. Always check ingredients and nutrition content on food products. Agree that their spouses have a significant impact on their purchas-
ing decisions. Brand loyal, and willing to pay higher price for products made by a company they trust. Prefer to shop in stores that specialize in specific type of 
products.

With a highly concentrated audience of affluent and discerning consumers, 
The Atlantic ranks #1 out of all measured magazines for MRI’s consumer  
designation “buyers of the best”—brand-loyal, quality-focused consumers 
who represent a vital target for any marketer of a luxury product or service. 

DELIVERING BUYERS  
OF THE BEST
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The Atlantic engages an audience of more than 3 million of the nation’s most influen-
tial people in print, online, and live at a level unmatched by other media brands. Brave,  
provocative, and insightful, its editorial is designed to draw readers deeply in, inspire  
conversation among them, and ultimately empower them to take action.

IN PRINT

# 3 
for Involvement Index against all measured magazines ( I N D E X  # 1 2 2 )

# 2 
for reading time against all measured magazines ( 6 6  M I N U T E S )

ONLINE

6 5 %  of users email articles/posts to friends/colleagues

4 4% of users share articles/posts on Facebook and/or Twitter

LIVE

“AtlanticLIVE has forced us to look at things differently, 
and most importantly, has inspired us to act.”  
TOM WILSON, CEO,  ALLSTATE

“The Atlantic dinner was the highlight of the Conventions.”  
MICHELE NORRIS,  HOST,  ALL THINGS CONSIDERED ,  NPR

“The group was terrific and discussion was tremendous.” 
THOMAS KUHN, PRESIDENT, EDISON ELECTRIC INSTITUTE

Source: MRI Doublebase 2010 
Base: Total Adults 
2011 User Survey

HIGHLY ENGAGED

2     j a n u a r y / f e b r u a r y  2 0 0 9     t h e  a t l a n t i c

T he first time i saw Michelle Obama in the flesh, i almost 
took her for white. it was late july. Pundits were taking 
whispered bets on the fate of hillary clinton’s female sup-
porters. in part to heal the intraparty rift, and in part to raise 
some cash, Obama was presiding over a chicago luncheon 
for Democratic women. they were an opulent, multiracial, 
mostly middle-aged bunch, dressed in pantsuits and conser-

vative dresses. clinton-turned-Obama staffer Patti Solis Doyle waved from the 
floor when she was introduced. One of clinton’s longtime backers appealed for 
unity. Only a few weeks earlier, Obama had appeared on The View in a striking 
black-and-white floral dress. now, throughout the room, some of the women were 
decked out in their best version of that number. Obama flashed her trademark 
sense of humor, her long arms cutting the air, as she made her points.

i’d flown into Midway that morning and driven down lake Shore Drive, with 
William DeVaughn crooning “be thankful for What you Got” in the background. 
but even as i took in the stately beauty of Michigan avenue, notions of Michelle 
Obama were spinning around in my head. i thought of an ecstatic phone call from 
my sister Kelley: “you have to ask her how she holds it down!” i thought of my 
atlanta aunts, partisans of the alpha Kappa alpha pink and green, crowing over 
Obama’s acceptance of an honorary membership that same month: “tell her she 
made the right choice.” i thought of a chicago homeboy who’d summed her up for 
me: “Michelle is a six-foot black woman who says what she means.” 

and then i thought of an image from last february, when Michelle Obama, in 
a gray sweater and a non-smile, slipped into a box marked Angry Black Woman. 

AmericAn 
girl 
By Ta-Nehisi Coates

b
r

o
o

k
s

 k
r

a
f

t

When Michelle Obama  told a Milwaukee campaign rally last 
February, “For the first time in my adult life, I am proud of my country,” 
she raised a media ruckus. But ask anyone who’s spent some time on 
the South Side of Chicago, where the future first lady grew up: the last 
thing you have to worry about is her pride in the American dream. 
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n October 1977,  this magazine ran a cover story 
on the promising field of renewable energy. From 
today’s vantage point, the article is noteworthy 
mainly for how uncannily its description of the 
country’s energy crisis and possible solutions 
applies to the crisis we’re in now. 

the article took as its starting point the national 
debate that had arisen over a 29-year-old physicist named 
amory lovins, who had come to prominence a year earlier, 
when he published an essay in Foreign Affairs called “energy 
strategy: the Road not taken?” lovins argued that the coun-
try had arrived at an important crossroads and could take one 
of two paths. the first, supported by u.s. policy at the time, 
promised a future of steadily increasing reliance on dirty fossil 
fuels and nuclear fission, and it carried serious environmental 
risks. at a time before al gore was even in congress, lovins 
noted: “the commitment to a long-term coal economy many 
times the scale of today’s makes the doubling of atmospheric 
carbon dioxide concentration early in the next century virtu-
ally unavoidable, with the prospect then or soon thereafter 
of substantial and perhaps irreversible changes in global 
climate.” he dubbed this “the hard path.”

the alternative, which lovins called “the soft path,” 
fa vored “benign” sources of renewable power like wind and 
the sun, along with a heightened commitment to meeting 
energy demands through conservation and efficiency. such a 

heterodox blend of clean technologies, lovins argued, would 
bring a host of salutary effects: a healthier environment, an 
end to our dependence on Middle east oil, a diminished 
likelihood of future wars over energy, and the foundation of 
a vibrant new economy.

the Atlantic cover story went on to examine emerging 
technologies, like solar energy, that lay at the heart of lovins’s 
vision. While refraining from outright prediction, the author’s 
hopes were clear. in 1977, the country appeared poised on 
the brink of a new age, with recent events having organized 
themselves in such a way as to make a clean-energy future 
seem tantalizingly close at hand. a charismatic Democrat 
had come from nowhere to win the White house. Reacting 
to an oil shock and determined to rid the country of Middle 
east entanglements, he was touting the merits of renewable 
energy and, for the first time, putting real money into it— 
$368 million.

But things peaked soon afterward, when Jimmy carter 
installed solar panels on the roof of the White house. “a 
generation from now,” carter declared, “this solar heater 
can either be a curiosity, a museum piece, an example of a 
road not taken—or it can be a small part of one of the great-
est and most exciting adventures ever undertaken by the 
american people; harnessing the power of the sun to enrich 
our lives as we move away from our crippling dependence 
on foreign oil.”

Energy & Environment

Better 
Luck 
thIs tIme
By Joshua Green

I t  f e e l s  l i k e  1 9 7 7  all over again: economy in the doldrums, crisis in the Middle East, and a 
charismatic new Democrat in the White House preaching the gospel of clean energy. Can Obama 
succeed where Carter did not? Yes—but only if we’ve learned the lessons of three decades of failure.
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Now we have our answer: museum piece. in one of the 
great acts of humiliating political symbolism, Ronald Reagan 
tore down the solar panels, which spent many years in purga-
tory before eventually finding their way to the Jimmy carter 
library and Museum in atlanta, where they sit on display 
in silent reproach to all who drive hummers and own high-
wattage plasma television sets.

But having mostly followed the hard path since 1977, the 
world has started to register the dire climatic effects lovins 
warned of. the concentration of atmospheric carbon, an 
important indicator of global warming, has shot from 280 
parts per million in pre-industrial times to 386 ppm last 
year and appears to be accelerating. Most scientists agree 
that beyond some critical threshold, climate change is irre-
versible and probably catastrophic. But no one knows just 
where the threshold lies. the intergovernmental Panel on 
climate change takes 450 ppm as the benchmark, a level 
we’re on pace to reach by mid-century—although the prog-
nosis is grimmer than that would imply. Because the effects 
of atmospheric carbon take years to show up as higher 
temperatures, limiting concentration to 450 ppm requires 
halting emissions at current levels. this sudden impera-
tive, coupled with the unlikelihood of action absent a major 
government intervention, has thrust national energy policy 
to the forefront of public debate for the first time since 
lovins’s heyday. 

at least on a rhetorical level, a good portion of the coun-
try now seems eager to commit to the soft path. it probably 
helps that the last administration was synonymous with oil 
and coal. But last summer’s spike in oil prices gave a nudge 
even to some who harbored cheney-esque views of renew-
able energy. the recent changes in Washington have made a 
significant shift in the nation’s energy policy a real possibility 
for the first time in years.

as before, a new Democratic president is touting clean 
energy, not only as the path to the future but as the key to 
economic revival. “to truly transform our economy, protect 
our security, and save our planet from the ravages of climate 
change,” President Obama told congress in February, “we 
need to ultimately make clean, renewable energy the profit-
able kind of energy.” like carter, he’s putting federal money 
into the effort, but in an amount several orders of magnitude 
greater. the stimulus alone dumped $167 billion in grants 
and loan guarantees for clean-energy and other projects onto 
the Department of energy, dwarfing its $27 billion annual 
budget to such a degree that its inspector general frantically 
warned that the department could buckle under the strain. 
there’s even talk of refitting the White house with solar 
panels. in all sorts of ways, it feels like 1977 again. 

shortly after the inauguration, a friend up for several jobs 
in the new administration confessed that he yearned to wind 
up at the Department of energy. “it’s like NASA in the ’60s,” he 
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For centuries,  writers  have experimented with forms that evoke the imperfection of thought, the 
inconstancy of human affairs, and the chastening passage of time. But as blogging evolves as a literary 
form, it is generating a new and quintessentially postmodern idiom that’s enabling writers to express 
themselves in ways that have never been seen or understood before. Its truths are provisional, and its 
ethos collective and messy. Yet the interaction it enables between writer and reader is unprecedented, 
visceral, and sometimes brutal. And make no mistake: it heralds a golden era for journalism.

why i blog
the word blog is a conflation of two words: 

Web and log. it contains in its four letters 
a concise and accurate self-description: 
it is a log of thoughts and writing posted 
publicly on the World Wide Web. in the 
monosyllabic vernacular of the internet, 
Web log soon became the word blog. 

this form of instant and global self-publishing, made pos-
sible by technology widely available only for the past decade 
or so, allows for no retroactive editing (apart from fixing mi-
nor typos or small glitches) and removes from the act of writ-
ing any considered or lengthy review. it is the spontaneous 
expression of instant thought—impermanent beyond even 
the ephemera of daily journalism. it is accountable in im-
mediate and unavoidable ways to readers and other bloggers, 
and linked via hypertext to continuously multiplying refer-
ences and sources. Unlike any single piece of print journal-
ism, its borders are extremely porous and its truth inherently 
transitory. the consequences of this for the act of writing are 
still sinking in.

a ship’s log owes its name to a small wooden board, often 
weighted with lead, that was for centuries attached to a line 
and thrown over the stern. the weight of the log would keep 
it in the same place in the water, like a provisional anchor, 
while the ship moved away. by measuring the length of line 
used up in a set period of time, mariners could calculate the 
speed of their journey (the rope itself was marked by equi-
distant “knots” for easy measurement). as a ship’s voyage 
progressed, the course came to be marked down in a book 
that was called a log.

in journeys at sea that took place before radio or radar or 
satellites or sonar, these logs were an indispensable source 
for recording what actually happened. they helped naviga-
tors surmise where they were and how far they had traveled 
and how much longer they had to stay at sea. they provided 
accountability to a ship’s owners and traders. they were  
designed to be as immune to faking as possible. away from 
land, there was usually no reliable corroboration of events 
apart from the crew’s own account in the middle of an ex-
panse of blue and gray and green; and in long journeys, mem-

By Andrew Sullivan

why i blog



Size 1x 3x 6x 8x 10x 12x 16x 20x 24x 30x

4/c            1 P  $64,204  $62,278  $60,994  $59,068  $57,142  $55,857  $54,574  $53,932  $53,290  $52,005 

2/3 P  $51,367  $49,826  $48,799  $47,258  $45,716  $44,689  $43,662  $43,148  $42,635  $41,608 

1/2 P  $41,716  $40,465  $39,630  $38,379  $37,128  $36,293  $35,459  $35,042  $34,624  $33,790 

1/3 P  $28,879  $28,013  $27,435  $26,569  $25,702  $25,125  $24,547  $24,258  $23,969  $23,392 

1/6 P  $14,449  $14,015  $13,726  $13,293  $12,859  $12,570  $12,281  $12,137  $11,992  $11,704 

1/12  $8,701  $8,440  $8,265  $8,005  $7,744  $7,570  $7,396  $7,308  $7,221  $7,047 

1 inch  $5,135  $4,981  $4,879  $4,724  $4,570  $4,467  $4,365  $4,313  $4,262  $4,160 

2/c              1 P  $53,257  $51,659  $50,594  $48,996  $47,398  $46,333  $45,268  $44,736  $44,203  $43,138 

2/3 P  $42,624  $41,345  $40,493  $39,214  $37,935  $37,082  $36,230  $35,804  $35,378  $34,525 

1/2 P  $34,640  $33,601  $32,908  $31,869  $30,830  $30,137  $29,444  $29,098  $28,751  $28,058 

1/3 P  $23,989  $23,269  $22,789  $22,070  $21,350  $20,870  $20,390  $20,150  $19,911  $19,431 

1/6 P  $12,002  $11,641  $11,402  $11,042  $10,682  $10,442  $10,201  $10,081  $9,962  $9,722 

1/12  $7,132  $6,918  $6,775  $6,561  $6,347  $6,205  $6,062  $5,991  $5,919  $5,777 

1 inch  $3,994  $3,874  $3,794  $3,675  $3,554  $3,475  $3,395  $3,355  $3,315  $3,235 

b/w             1 P  $43,031  $41,740 $40,880  $39,589  $38,298  $37,437  $36,577  $36,146  $35,716  $34,856 

2/3 P  $34,418  $33,385  $32,697  $31,664  $30,631  $29,943  $29,255  $28,911  $28,567  $27,879 

1/2 P  $27,971  $27,132  $26,573  $25,734  $24,894  $24,335  $23,776  $23,496  $23,216  $22,657 

1/3 P  $19,376  $18,795  $18,407  $17,826  $17,245  $16,857  $16,470  $16,276  $16,083  $15,695 

1/6 P  $9,694  $9,403  $9,209  $8,918  $8,628  $8,434  $8,240  $8,143  $8,046  $7,852 

1/12 P  $5,705  $5,535  $5,420  $5,249  $5,078  $4,963  $4,850  $4,793  $4,735  $4,622 

1 inch  $3,423  $3,321  $3,252  $3,150  $3,046  $2,978  $2,909  $2,875  $2,841  $2,773 

Covers  2nd  $77,042  $74,731  $73,190  $70,879  $68,567  $67,027  $65,485  $64,715  $63,944  $62,404 

3rd  $70,780  $68,657  $67,241  $65,118  $62,994  $61,579  $60,163  $59,455  $58,747  $57,332 

4th  $80,265  $77,857  $76,252  $73,843  $71,435  $69,830  $68,225  $67,422  $66,620  $65,015 
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