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The Stanford Daily is the independent, student-run newspaper of Stanford 
University. The Daily was originally founded as a small pamphlet known as
The Daily Palo Alto in 1892 and has been a campus fixture ever since. 
A non-profit organization since 1973, The Daily strives to serve Stanford and
surrounding communities with relevant, unbiased journalism and provides its
editorial and business staffs with unparalleled educational opportunities.
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Our Products

ARTS & LIFE/4

SHELF-INDULGENCE
Get a read on your professors

through their literary preferences

By ELISE MILLER
STAFF WRITER

Faculty and community mem-
bers are gearing up for the next in-
stallment of the clash over Stan-
ford University Press.

“It’s a showdown,” said history
professor Thomas Mullaney.

Mullaney, editor of a digital
Stanford University Press publi-
cation, “The Chinese Deathscape”

unveiled this spring, will repre-
sent the Faculty Senate’s Commit-
tee on Libraries (C-LIB) at their
June 13 meeting in the absence of
committee chair and history pro-
fessor Jessica Riskin. Stanford
University Press director Alan
Harvey will give a presentation on
the Press, and the Senate will vote
on a C-LIB resolution proposing
the establishment of an external
review committee and the involve-
ment of the Faculty Senate in any
restructuring of the Press.

Today
Partly Sunny
84/55

Tomorrow
Sunny
75/55

A n  I n d e p e n d e n t  P u b l i c a t i o n
www.stanforddaily.comWEDNEDSAY Volume 255

June 5, 2019 Issue 69

Recycle Me

Follow us facebook.com/stanforddaily @StanfordDaily | @StanfordSports | @TSDArtsAndLife 
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tThe Stanford Daily
Professor fired after
sexual misconduct

UNIVERSITY

Inside the Stanford
University Press
Faculty Senate to consider
Press restructuring motion

Jose Montoya violated code of conduct

Please see PRESS, page 11

By JULIA INGRAM
MANAGING EDITOR

CLAIRE WANG
EDITOR IN CHIEF

Violations of sexual harass-
ment and sexual misconduct
were among the reasons for the
recent firing of former Stanford
Medical Center professor Jose
Montoya, according to a former
member of the Myalgic En-
cephalomyelitis/Chronic Fatigue
Syndrome (ME/CFS) Initiative
which Montoya previously led.

Montoya’s termination comes
on the heels of an investigation
led by an outside attorney and
unknown Stanford faculty mem-
ber that found him in violation of
numerous University conduct
policies, including those related
to sexual harassment, miscon-
duct and assault.

A group of those affected by
Montoya’s actions wrote a joint
anonymous statement in re-
sponse to his termination.

“This past March, a large
group of women who have
worked under Dr. Montoya came
forward with extensive allega-
tions of sexual misconduct, as-
sault and harassment,” they
wrote. “The allegations included
multiple instances of Dr. Mon-
toya attempting unsolicited sex-
ual acts with his female employ-
ees, among many other instances
of harassment and misconduct,
and were confirmed in an investi-
gation.”

Montoya first began teaching
at Stanford in 1990, though the
timeline of his University con-
duct violations remains unclear.

Please see MONTOYA, page 21

Courtesy of Stanford Athletics

The Stanford Cardinal advance to their first Super Regional since 2014 with a Game Seven regional win
over Fresno State. The team had to string together three straight wins to escape the Regional round.

By DANIEL MARTINEZ-
KRAMS 

STAFF WRITER

In an instant classic, No. 1 seed
Stanford baseball (45-12, 22-7 Pac-
12) survived No. 3 seed Fresno
State (40-16-1, 20-8-1 Mountain
West) by a 9-7 score to advance
from the NCAA Tournament Re-
gionals for the first time since 2014.

The Cardinal will travel to
Starkville, Mississippi for a best-of-
three series with Mississippi State
(49-13, 20-10 SEC) in the Super Re-
gional round. Stanford’s advance-
ment did not seem likely after Fres-
no State outclassed Stanford on
Saturday, marking the third con-
secutive year the Cardinal dropped
to the loser’s bracket, meaning

they needed to win three games in a
row at Sunken Diamond.

“They knew we were here,” said
Fresno State head coach Mike
Batesole.

It took multiple miraculous per-
formances from the Cardinal to es-
cape the Bulldogs on consecutive
nights.

“That if necessary game, some-
times it requires that you have a
number of heroes,” said Stanford
head coach David Esquer. “We got
those tonight.”

The most unexpected perform-
ance belonged to sophomore center

NCAA SUPER REGIONALS
UP NEXT: NO. 3 MISSISSIPPI STATE 46-13
6/8  STARKVILLE, MS 
COVERAGE: ESPN3 12 p.m. PT/LIVE STATS NCAA.COM

SURGING AHEAD
BASEBALL OUTLASTS FRESNO STATE TO ADVANCE

Please see SURGING, page 11

By HOLDEN FOREMAN
DESK EDITOR

As California’s Golden State Warriors
pursue their third NBA championship in a
row, an even longer streak was preserved
at Gold River, California, where Stanford
women’s lightweight rowing won its fifth-
straight Intercollegiate Rowing Associa-
tion (IRA) team championship on Sunday.

Though victory was sealed on Sunday,
the Cardinal were dominant all weekend,
as the Varsity Eight and Varsity Four
teams finished first in Saturday’s heat
races for Sunday’s lane positioning.

After a fifth-place finish in Sunday’s
Double Grand Final, Stanford made use of
its hard-earned lanes by winning both the
Varsity Eight and Varsity Four Grand Fi-
nals.

The Varsity Four came in at 7:12.848,
finishing well ahead of runner-up Boston
University (7:19.504) and third-place Wis-
consin (7:25.798). The Varsity Eight Grand
Final was closer, but Stanford clinched its
IRA team victory with a time of 6:32.825,
topping runner-up Princeton (6:37.335)
and third-place Boston University
(6:40.462). RICHARD C. ERSTED/isiphotos.com

The Stanford women’s lightweight rowing team collected its fifth-straight IRA national title on Sunday. With the victory in Gold River, CA, head
coach Kate Bertko has led the Cardinal to consecutive national titles in each of her first three years at the helm of the program.

FIVE STRAIGHT FOR ROWING
WOMEN’S LIGHTWEIGHT
ROWING WINS IRA TITLE

Please see ROWING, page 10

MARRIAGE PACT p. 4          LIGHTROOM p. 14          COMPLACENT VALLEY  p. 28     

The Stanford Daily
M A G A Z I N E

VOLUME III    ISSUE 3: TECH EDITION    FEBRUARY 15, 2019

CS IN CRISIS 
p. 16

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

   

  

 

Issue 1 | 1

VOLUME III    ISSUE I    SEPTEMBER 20, 2018

How Stanford led the 
country in shedding its 

mascot—and how the first 
Native American Tree 
historically reclaims a 
controversial symbol

 
p. 4

ATHLETE MENTAL HEALTH p. 16 BEGINNINGS p. 12 ROAD TRIP p. 22

Reframing 
a fraught 
mascot

The Stanford Daily
MAGAZINE

DIGITAL
The Daily’s website at StanfordDaily.com is updated 24
hours a day, seven days a week and makes its coverage
accessible to not just the Stanford community, but also to
alumni and other interested readers across the world.
This is complemented by a daily email digest that brings
news directly to the inboxes of thousands of readers
every morning.

PRINT
The Stanford Daily’s broadsheet newspaper is
produced and distributed daily during the 
academic year by a dedicated team of student
journalists and support staff. It is provided for
free to students, staff and faculty on campus.

MAGAZINE
The Stanford Daily Magazine was introduced
in 2016 to focus on long-form journalism and 
creative expression. Each magazine is loosely 
focused around one “centerfold” investigative
story and also features prose, poetry, photo 
galleries, opinions columns and more.
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1,292+
followers 

Social Media
400k+
monthly pageviews

292,000+
monthly unique visitors

86%
of online readership is
from off campus

Who We Serve
16,000+ students
2,100+ faculty
12,000+ staff members
221,000+ alumni worldwide
184,000+ local residents

137 Issues Printed Annually
(Monday-Friday)

2,500 distributed on campus to
students staff and alumni.
4magazines, distributed twice per
academic quarter.

13,305+
likes/community

11.8k+
followers @StanfordDaily

3k+
followers @StanfordSports

STATISTICS

Ask us about our
Sponsored Content
bundles to be 

featured in an article
in print and online
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DIGITAL RATES
We strive to be a digital-first publication at
The Stanford Daily, so pair your ad with break-
ing news headlines, multimedia galleries, and
web-only content for a broader audience at
StanfordDaily.com. 

$15 CPM
$15 per 1,000 Impressions/Views. 
Minimum purchase is 10,000 
Impressions.
All ads sold are Run of Site (ROS). 

LEADER: 728 x 90 pixels
SIDEBAR: 300 x 250 pixels
The Daily accepts JPEG files for
digital advertisements.

EMAIL DIGEST
Every morning, we email our daily headlines
out to our growing list of digital subscribers.
Put your ad at the top of their inboxes!

4,962 subscribers
35% open rate

$450 PER WEEK

SOCIAL MEDIA
Connect with our audience directly
through our social media.

13,000+ likes on Facebook
14,000+ Twitter followers

LEADER

SIDEBAR

AD SPACE

FACEBOOK TWITTER
1 Post $125 $100

3 Posts $360 ($120/post) $285 ($95/tweet)

5 Posts $575 ($115/post) $450 ($90/tweet)

10 Posts $1,100 ($110/post) $850 ($85/tweet)

20 Posts $2,000 ($100/post) $1,400 ($70/tweet)
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FULL PAGE
10” X 20.9”

¼ PAGE
4.9” X 10.5”

½ PAGE
10” X 10.5”

BANNER
10” X 2”

1⁄8 PAGE
4.9” X 5”

1⁄16 PAGE
4.9” X 2.5

PRINT RATES
Quick Print Packs
Advertisements for each paper must be submitted
no later than three (3) business days prior to the
publication date.

PACK 1 3 Sixteenth page ads + 10k Web Impressions $300

PACK 2 2 Eighth page ads + 15k Web Impressions $500

PACK 3 2 Quarter page ads + 20k Web Impressions $1,000

PACK 4 1 Full page ad + 30k Web Impressions $1800

Reach out to us for individual rates and
for custom bundles.
Ask us about adding color to your pack.

CONTRACT DISCOUNTS
5-9 ads ...........10% off
10-14 ads ......15% off
15+ ads..........20% off

10% premium for ad placement on Page 2, 
Page 3 or Back Cover

Color required for Page 3, Back Cover
May not be guaranteed if the page count
changes on the day of requested placement.

PRE-PRINT OPTIONS
Inserts $800
Run an insert with up to 4 pages of content.

AD DESIGN RATE
$150/hour
Approximate quote provided upon ad request.
First two rounds of edits free, $40 per
additional round of edits thereafter.

Inquire about 
bundles for additional 

discounts.
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Total Exposure Packages 

Hoover Tower — $10k
2 Full Page Color 
300k Impressions
5 Email Digests
5 Inserts
2 Full Magazine ads
5 Facebook Posts / 5 Tweets

Palm Drive — $5k
2 Half Pages Color 
80k Impressions
2 Inserts
2 Email Digests
1 Full Magazine ad
2 Facebook Posts / 3 Tweets

Main Quad — $7k
1 Full Page Color 
150k Impressions
3 Email Digests
3 Inserts
1 Full Magazine ad and 
1 Half Page Magazine ad
3 Facebook Posts / 4 Tweets

Old Union — $3k
1 Half Page  
40k Impressions
1 Email Digest
1 Inserts
1 Facebook Post/ 1 Tweet 
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MAGAZINE
M A G A Z I N E

VOLUME III    IS
SUE VI    JUNE 5, 2019

DISNEY p. 22 

SOCIAL LIFE p. 14

TRANS ATHLETES p. 4 
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M A G A Z I N EVOLUME III    ISSUE V    MAY 17, 2019

SEX p. 30 

ALLERGIES p. 10

MENTAL HEALTH p. 8 
OAE p. 16

T H E  H E A L T H  E D I T I O N

PRINT RATES
Full Page 8.5x11 $860
Half Page 5.5x8.5 $430
Column 2.5x11 $290

10% additional charge for premium placement. 
(inside front cover, inside back cover, back cover)

25% off applicable rate for non-profits.

4,000 copies distributed each issue.

4 magazines, distributed during high-impact times on
campus, including New Student Orientation, Big Game
Week, Family Weekend and Admit Weekend.

2019
Issue I
September 18
Issue II
November 18

æ

The legacy of Zurcher v. Stanford Daily

It’s rare that a college newspaper 
creates a nationwide constitutional 
controversy, but that’s exactly what 
happened in 1971, when � e Stanford 
Daily was the plainti�  in a lawsuit that 

eventually reached the Supreme Court of the 
United States.

� e Daily sued the chief of the Palo Alto 
Police Department, James Zurcher, a� er he led 
a search of Daily o�  ces in an attempt to � nd 
photographic evidence that would assist the 
department in prosecuting protesters who had 
clashed with police o�  cers during a sit-in at 
Stanford Hospital.

To Zurcher, his search of � e Daily’s o�  ces 
felt wholly necessary to the execution of justice. 
But to Daily sta� ers, it felt like an attempt to co-
opt the press into serving as an instrument of 
the justice system.

During an era in which the relationship 
between citizens and authority was already 
di�  cult and occasionally explosive, � e Daily 
found itself in a precarious position: caught 
in the middle of this dynamic while trying to 
maintain journalistic autonomy.

What ensued went far beyond a con� ict 
between protesters, police and � e Daily’s 
photography team: � e incident put the 
First Amendment’s guarantee of freedom of 
the press in direct con� ict with the Fourth 
Amendment’s provisions that give police 
o�  cers with probable cause the right to search 
for incriminating evidence.

� e controversy assumed the national stage 

over eight contentious years of legal action, a 
crushing loss for � e Daily at the Supreme 
Court, national uproar from journalists and 
elected o�  cials and � nally, Congress’s passage 
of the Privacy Protection Act of 1980, which 
prevented such searches from happening in the 
future without a subpoena.

� ough surely not as canonical as a Roe v. 
Wade or Brown v. Board of Education, Zurcher 
v. Stanford Daily and the legal questions it raised 
continue to challenge constitutional scholars to 
this day, especially given the changing nature of 
the journalism industry.

� e case began humbly, with a small group of 
students that decided to challenge an injustice it 
felt it had faced. But it escalated as the students 
learned that they had just scratched the surface 
of a deeper tension inherent to news-gathering 
organizations in democratic societies.

Era of protest
� e protest at Stanford Hospital that set 

Zurcher in motion was not an isolated incident; 
the late 1960s and early 1970s saw a high 
concentration of political activity at Stanford, 
driven by a growing ri�  between students and 
authority.

“Starting around [1966] or so, there was a lot 
of protest on campus,” said Felicity Barringer 
’72, editor-in-chief (EIC) of � e Daily a 
the time of Zurcher’s search. “� e Vietnam 
War was going on, and that was sort of the 
undercurrent of everything: the belief that the 
University was supporting an immoral war,” by 

holding military recruiting events on campus, 
among other issues.

It was certainly a busy time to work at � e 
Daily. Clashes between student protesters and 
their adversaries — University administration 
o�  cials and the police — were only getting 
more chaotic and dramatic as time went on, 
and � e Daily had the challenge of reporting 
for the student body as a neutral third party.

As the protesters’ clashes with authority 
became more and more contentious, the 
University struggled to hold those students 
who contributed to violence accountable for 
their actions.

Gradually, the administration began 
employing its own photographers to create 
visual records of the demonstrations for 
its internal disciplinary procedures. � ese 
photographers were extremely unpopular 
among the protesters, and it was o� en 
nearly impossible to distinguish them from 
photographers working for news organizations 
like � e Daily.

“If you had your eye behind the view� nder 
of a camera in a raucous situation, trying to 
focus on the activity, trying to get the lighting 
right, the focus right and everything else, you’re 
not in a position to defend yourself if someone 
says, ‘Don’t take my picture,’” Barringer 
explained. “So, at that point, photographers are 
terribly vulnerable… Being a photographer at 
a demonstration became a loaded occupation.”

Margie Freivogel ’71, who preceded Barringer 
as EIC, decided with her editorial board that 

THE DAILY 
AND THE COURT

� e Daily needed to do something to protect 
its photographers and its relationship with 
protesters. � ey decided to implement a policy 
that they had seen other local newspapers 
use: Going forward, they would destroy any 
possibly incriminating photos that could be 
used in court.

It was Freivogel’s hope that by publicizing 
this policy, � e Daily might regain the trust of 
student protesters, who wouldn’t have to worry 
that Daily photos might be used against them 
in University disciplinary hearings or even 
criminal proceedings. At the very least, she 
hoped that the policy would “make people at 
least think twice about throwing rocks at our 
photographers [during protests].”

“We didn’t want to be an arm of the court, 
defense or prosecution,” Barringer said.

From Barringer’s point of the view, the policy 
allowed � e Daily to preserve its tradition of 
uncensored reporting.

“We [could] write and print whatever seemed 
to best express the news of the day without fear 
or favor… without caring what would come 
of photographs in which people could be 
identi� ed,” she said.

A bloody protest
On April 9, 1971, demonstrators from the 

Black United Front and the Chicano student 
organization MEChA held a joint sit-in at 
Stanford Medical School, protesting the � ring 
of a black janitor and the denial of tenure for a 
Chicano professor. � ey barricaded themselves 

in a second � oor hallway in protest and had a 
bloody clash with the police o�  cers who tried 
to get them to leave.  

Covering protests had become a routine part 
of the experience of Daily reporters by the time 
the con� ict at Stanford Medical School arose in 
April 1971. So when they learned of the protest 
and heard that the police were going to show 
up, Daily sta� ers were more than ready to 
report on the controversy.

As it turned out, though, the eventual clash 
between protestors and the police resulted in an 
unusual level of violence.

“When the police stormed in — and 
our photographer was right behind them 
taking pictures of them storming in — the 
demonstrators went out the other side, viciously 
swinging clubs at the police,” Barringer said.

Along with two dozen demonstrators, 13 
police o�  cers were reported injured. � e 
police department wanted to know who was 
responsible, and o�  cers thought � e Daily 
might have some answers.

A surprise search
According to Barringer, the police knew about 

� e Daily’s policy of destroying potentially 
incriminating photos, but that didn’t stop them 
from quickly obtaining a search warrant and 
searching the entire building. In the search, 
they did not � nd any photographs that would 
bene� t legal cases against participants in the 
sit-in.

Charlie Ho� man ’73 MBA ’76, who 

eventually succeeded Barringer as EIC, was in 
the Daily o�  ce working on an article when the 
search occurred.

“Palo Alto Police came diving in late at 
night,” Ho� man recalled. “� ey were � ying 
through [the � les on the desks]. � ere was 
paper everywhere.”

“[� e police] were extremely thorough,” 
Barringer said. “We were kind of shell-shocked.”

Barringer and the rest of the leadership team 
at � e Daily knew they would have to take 
action.

“We looked at each other and said, ‘We need 
a law professor. � is can’t be legal,’” Barringer 
said. “If what is in our o�  ces is essentially open 
to becoming evidence in court... we cease to 
be a journalistic organization and become an 
information gatherer... for legal proceedings.”

According to Barringer, she and her sta�  
were motivated to take legal action against 
the police department not only to address 
the incident at the Daily, but also to protect 

By Katie Keller

“We looked at each other 
and said, ‘We need a law 
professor. This can’t be 
legal.’” 

— Felicity Barringer
Editor-in-Chief, Vol. 159  

Graphic by JACQUELINE LIN /
� e Stanford Daily

DAVID BOCKIAN/� e Stanford Daily 
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PUBLICATION DATES

Advertisements for each magazine must be submitted no later
than twelve (12) business days prior to the publication date.
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Standard Special Football
Issues Issues Issues

SEPTEMBER 2019
S M T W TH F S

2 3 4 5 6

9 10 11 12 13

16 17 18 19 20

23 24 25 26 27

30

OCTOBER
S M T W TH F S

1 2 3 4

7 8 9 10 11

14 15 16 17 18

21 22 23 24

28 29 30 31

NOVEMBER
S M T W TH F S

1

4 5 6 7 8

11 12 13 14 15

18 19 20 21 22

25 26 27 28 29 30

DECEMBER
S M T W TH F S

2 3 4 5 6

9 10 11 12 13

16 17 18 19 20

23 24 25 26 27

30 31

JANUARY 2020
S M T W TH F S

1 2 3

6 7 8 9 10

13 14 15 16 17

20 21 22 23 24

27 28 29 30 31

FEBRUARY
S M T W TH F S

3 4 5 6 7

10 11 12 13 14

17 18 19 20 21

24 25 26 27 28

MAY
S M T W TH F S

1

4 5 6 7 8

11 12 13 14 15

18 19 20 21 22

25 26 27 28 29

PUBLICATION
CALENDAR
2019-20

Special Issues
Sept 18 NSO Issue
Sept 18 NSO Magazine #1
Sept 23 Back to School
Oct 25 Reunion Homecoming 
Nov 18 Big Game Week Magazine #2 
Nov 22 Big Game Issue
Dec 4 End of Fall (Dead week)
Jan 6 Winter Back to School
Feb 28 Family Weekend
March 11 End of Winter
April 24 Admit Weekend
June 3 End of Spring
June 12 Commencement

Football Home Game Dates
Aug 31 NORTHWESTERN
Sept 21 OREGON
Oct 5 WASHINGTON
Oct 17 UCLA (THU)
Oct 26 ARIZONA
Nov 23 CALIFORNIA
Nov 30 NOTRE DAME JUNE

S M T W TH F S
1 2 3 4 5

8 9 10 11 12

15 16 17 18 19

22 23 24 25 26

29 30

APRIL
S M T W TH F S

1 2 3

6 7 8 9 10

13 14 15 16 17

20 21 22 23 24

27 28 29 30

MARCH
S M T W TH F S

2 3 4 5 6

9 10 11 12 13

16 17 18 19 20

23 24 25 26 27

30 31
25
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ADVERTISING ACCEPTABILITY GUIDELINES 
(APRIL 2018 REVISION)

All advertisements will be reviewed and approved by The
Daily’s advertising department upon submission. The
Stanford Daily reserves the right to reject part or all of any
advertisement at its sole discretion for any reason or for
no reason. Any advertisement having the appearance of
editorial material may be identified as “Paid Advertising”
at The Daily’s sole discretion in order to make clear the
distinction between The Daily’s editorial content and its
paid advertising.

With that in mind, The Daily also takes seriously its role as
a forum for ideas and discussion from a wide range of
viewpoints, and we understand that paid advertising can
serve as an important medium for the communication of
ideas. In general, we will not decline advertisements un-
less we feel that there is a compelling reason to do so, and
we will strive to communicate those reasons to any af-
fected advertisers.

The producer of an advertisement, along with the respec-
tive advertisers, advertising agencies and other contribu-
tors, jointly and severally assume responsibility for all
content of that advertisement and for any claims made
against The Stanford Daily relating to the publication of said
advertisement, and agree to indemnify and hold The Stan-
ford Daily harmless from all costs, expenses, liabilities and
damages resulting from publication of the advertisement.

The Stanford Daily will not publish:
• Advertisements that mimic The Stanford Daily’s style or
content (see pg. 2)

• Advertisements without the sponsor’s name or branding
• Advertisements whose contents may tend to incite vio-
lence (see pg. 3)

• Advertisements that may be obscene or libelous (see pg. 3)
• Advertisements that may cast aspersions on individuals
or groups on the basis of race, sex, sexual preference,
national origin, age, physical disability or other invidious
grounds (see pg. 3)

• Advertisements that are gratuitously offensive on reli-
gious, racial, ethnic or other grounds relating to personal
or group identity (see pg. 3)

• Advertisements that contain inappropriate content
(graphic violence, language, sexuality, etc.) (see pg. 2)

• Advertisements that contain fraudulent, deceptive,

misleading or inaccurate (whether intentional or unin-
tentional) claims, statements or illustrations (see pg. 2)

• Advertisements that do not comply with, or advertise
products or ideas that do not comply with, applicable
federal, state and local laws and regulations

The Stanford Daily does not have any institutional policy
against advocacy, opinion or political advertising if such
submissions adhere to the standards outlined above (see
pg. 3).

Advertisements that mimic The Stanford Daily’s style or
content
The Stanford Daily strives to maintain a clear delineation
between its editorial content and its paid advertising. Any
advertisement or illustration whose independent affilia-
tion may not be immediately clear to readers — whether
intentional or unintentional — will not be accepted.

The use of column widths, typefaces, subheads, photo-
graphs, captions or other elements generally associated
with The Stanford Daily’s print and digital content in a
manner that may mislead readers is not permitted.

In borderline cases, The Stanford Daily reserves the right
to label any advertisement with the words “PAID ADVER-
TISEMENT,” but if we deem that the advertisement could
be misleading even with the incorporation of such a label,
it will generally not be accepted.

Advertisements that contain inappropriate content
The Stanford Daily does not accept vulgar language in its
advertisements. This includes profanity, indecent or lewd
language and slurs associated with an individual or a
group on the basis of race, religion, sex, sexual prefer-
ence, national origin or other personal grounds. On rare
occasions, exceptions may be made for quotes or if the
use of the language is vital for the context of the adver-
tisement. These will be handled on a case-by-case basis.

Illustrations or descriptions of graphic violence or sexuality
are not permitted.

Advertisements that contain fraudulent, deceptive, mis-
leading or inaccurate claims
The confidence of readers in a publication depends upon
its credibility and integrity, both in its editorial content and
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in any paid advertising that may be associated with the
publication. As such, The Stanford Daily will make every
effort to prohibit commercial messages that are fraudu-
lent, deceptive, misleading or inaccurate.

With that in mind, while we cannot exhaustively vouch for
or verify every purported statement of fact in advertise-
ments, we reserve the right to require documentation
from advertisers in support of purported factual claims
when it is deemed necessary.

Advocacy/Opinion/Political advertising
In keeping with the spirit of freedom of speech and free-
dom of the press, The Stanford Daily maintains an obliga-
tion to open its advertising space to individuals and
organizations representing all points of view. The Stanford
Daily thus does not prohibit paid advertising or messaging
in which groups or individuals comment on public, contro-
versial or political issues, regardless of our editorial posi-
tion on any such subject. Advertising in The Stanford Daily
is not screened with relation to, and does not represent
the views of, the publication, its editorial staff, its editorial
board, its opinions columnists, its op-ed contributors, or of
Stanford University.

We do not, however, accept such advertising that include
attacks of a personal nature, comment on private disputes,
or are gratuitously offensive on racial, religious or ethnic
grounds. Arguments primarily based in verifiably factual

claims are acceptable; those that overly editorialize and
make unnecessary generalizations, attacks, accusations or
comparisons that may be deemed to be in poor taste are
not acceptable.

We do not accept advertisements that promote illegal ac-
tivities or actions, and do not accept advertisements that
may be libelous or legally actionable. We do not accept
advertising that accuses an entire country, race, religion or
ethnic group as being guilty of a crime. We do not accept
advertising that trivializes or denies great human tragedies
like the Holocaust, the World Trade Center Attacks or the
Armenian Genocide.

Advertisements that include names, photographs or other
attributions of individuals as signatories that state or imply
endorsement of the viewpoints entailed in the advertise-
ment must be accompanied by a signed release wherein
the sponsors certify that no individual’s attribution has
been included in the advertisement without their consent.

Advocacy or opinions advertisements must include the
sponsor’s name, branding (if applicable), and some
method for direct content (mailing address, phone num-
ber, and/or email address). Political advertisements advo-
cating the election or defeat of candidates for public
office must include an attribution to the individual or com-
mittee paying for the advertisement, and indicate whether
the advertisement has been authorized by the candidate’s
authorized committee.
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POLICIES
Print Artwork Submission
All art must be sent via email to:
advertising@stanforddaily.com.
The Daily accepts PDF and TIFF files.

PDF files must be high-resolution,
press-ready files with the following
specs:

Acrobat 4.0 compatibility
All fonts embedded
All colors converted to CMYK.
CMYK or Grayscale image resolution set
to 300ppi @ 100%
Bitmap images image resolution set to
600ppi @ 100%

TIFF or EPS TIFF files must meet the
following requirements:

CMYK or Grayscale image resolution set
to 300ppi @ 100%
Bitmap images image resolution set to
600ppi @ 100%
Extra channels beyond CMYK must be
deleted
TIFF files should be saved with LZW
compression turned on

Illustrator, InDesign, Canvas, or Corel files
must be exported as TIFF files and should
meet all of the image and resolution stan-
dards mentioned above. The Stanford Daily
does not accept PDFs with RGB or Indexed
color images, page layout files, PNG or GIF
files for submission.

Web Artwork Submission
All art must be sent via email to:
advertising@stanforddaily.com.
The Daily accepts JPEG files.

The Fine Print
(1) Advertising Placement
The Stanford Daily Publishing Corporation (“The
Daily”) will guarantee placement of advertising for
advertisements placed on page 2, page 3 and the
back page of the Stanford Daily provided that
placement will be guaranteed to Advertiser on a
first come first serve basis only on these pages for
a surcharge equal to 10% of the total cost of the
advertisement placed. The Daily will honor all
other page/section requests to the extent possi-
ble on a first come first serve basis. The Daily will
not guarantee placement for advertisements ex-
cept as stated above and/or under the discretion
of the Advertising Manager.

(2) Deadlines
The deadline to reserve advertising space, includ-
ing artwork submission, is 5 p.m. on the third busi-
ness day prior to the date of publication for
advertisements in the print newspaper, and 5 p.m.

on the twelfth business day prior to the date of
publication for advertisements in the magazine.
Special issues may be subject to earlier deadlines.
The Daily may, in its sole discretion and subject to
space availability, accept late advertisements each
of which will be subject to an overtime charge
equal to $25. If Advertiser’s submitted artwork
does not meet The Daily’s agreed-upon specifica-
tions, the Daily will contact Advertiser to resubmit
the artwork. If no response or new artwork from
the Advertiser is received prior to deadline, the
regular design fee of $70 per hour will be auto-
matically incurred by Advertiser to reflect the time
required by The Daily’s designer to make such
modifications to the work necessary to meet The
Daily’s specifications.

(3) Cancellation of Advertisement
Cancellation of advertising after the space reser-
vation deadlines, as defined in paragraph (2)
above, will result in a charge equal to the cost of
the cancelled advertisement.

(4) Limitation of Liability
The Daily shall not be liable to Advertiser for any
error except to the extent that the error (a) mate-
rially interferes with the purpose of Advertiser in
placing the advertisement, and (b) is brought to
the attention of the account executive within five
(5) business days of the advertisement’s publica-
tion. A recurring error shall not be regarded as ma-
terial where Advertiser fails to object following the
first instance of the error. The Daily’s liability, if any,
is limited to the purchase price of the first incorrect
advertisement only. The Daily is not responsible
for incorrect copy submitted by Advertiser.

(5) Content
The Daily will not publish any advertisement
whose contents may tend to incite violence, may
be obscene or libelous, or may cast aspersions
on individuals or groups on the basis of race,
sex, sexual preference, national origin, age,
physical disability, or other invidious grounds.
The Daily reserves the right to reject any ad-
vertisement at its sole discretion for any reason
or no reason.  Any advertisement having the
appearance of editorial material may be iden-
tified as “Paid Advertising” at The Daily’s sole
discretion.

(6) Digital Fulfillment
The Daily will make every effort to fulfill purchased
impressions and will extend a campaign until ful-
fillment. However, in the case of an unfulfilled
campaign with a time-sensitive end date where
extension is not preferable, we may offer a make-
good only at the discretion of the Advertising
Manager.

(7) Defense and Indemnification
The tender of advertising shall constitute an un-
dertaking by Advertiser to defend and indemnify
The Daily and its officers, directors, agents, and em-
ployees against any and all liability, loss or expense,
including attorney’s fees and court costs, arising from
any and all claims for libel, copyright infringement,
or any other claim resulting from publication of Ad-
vertiser’s advertisement for The Daily.

(8) Credit Accounts
Advertisers may establish a credit account with
The Daily by submitting a credit application.
Credit is granted at the sole discretion of The
Daily. Advertisers may also be required to prepay
for three advertisements prior to the establishment
of credit. One tear sheet will be provided as proof
of publication with the invoice unless otherwise
specified. A finance charge of 1.5% per month (18%
annum) may be applied to balances due over 30
days. Accounts over 90 days may have credit re-
scinded and may be referred to a collection
agency. Advertisers will be charged a $20 fee for
each and every check returned for insufficient
funds. In the event that an error or omission occurs
as outlined in “Limitation of Liability,” discounts
and adjustments to bills will be based on the per-
centage the error detracts from the effectiveness
of the total advertising message, as determined
by the Advertising Manager.

(9) New Advertisers
Prior to the approval of a credit application from
an Advertiser, advance payment is required for
all advertising purchases. The daily accepts
Visa, MasterCard, American Express and checks
as forms of advance payment.  Advertisers will
be charged a $20 fee for each check returned
for insufficient funds. In the event that an error
or omission occurs as outlined in “Limitation of
Liability”, discounts and adjustments to bills
will be based on the percentage the error de-
tracts from the effectiveness of the total adver-
tising message, as determined by the Advertising
Manager.

(10) Non-Compliance Enforcement
If Advertiser places fewer than the minimum
amount of advertisements and/or column-inches
contracted by June 30 of the indicated year, Ad-
vertiser will be notified and billed for the remain-
ing ads at the full contract rate. Reasonable
attorney’s fees and court costs shall be awarded
to the prevailing party in any legal dispute arising
out of or relating to the terms and conditions of
this contract. Any legal dispute shall be brought
only in the Superior Court for the county of Santa
Clara, California. This contract is governed by Cal-
ifornia law (other than its choice of law principles).

(11) Severability; No Waiver
If any provision of this contract is held invalid or
unenforceable, such holding shall not affect the
remainder of this contract. The failure of either
party to enforce at any time any provision or
term of this contract, or in any right in respect
thereof, shall not be a waiver of such provision,
term or right or in any way affect the validity of
this contract.

(12) Sole and Exclusive Contract
This is the sole and exclusive contract between
Advertiser and The Daily establishing bulk adver-
tising rates and terms for bulk advertising in the
Stanford Daily newspaper during the term of the
contract. This contract cannot be modified except
by written and endorsed amendment thereto.
Paragraphs 3, 5, 8, 9, 10 and 11 shall survive the
termination or cancellation of this contract.
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We appreciate your business and
look forward to working with you

The Stanford Daily Publishing Corporation


