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Editor’s Letter
By Steven Slon

Todd Pitock
“Our prison 
system has 
become like 
a spreading 
contagion. 
We need 
wholesale 
reform, 

rethinking sentencing and 
what our real goals are,” says 
Pitock, who investigates 
America’s past and present 
attempts at prison reform 
in “Jailhouse Blues” (page 
44) and whose recent work 
has appeared in The Atlantic, 
Discover, and The New 
York Times. “Right 
now there’s such an 
emphasis on punishment 
that we’ve lost perspective. 
In addition to being cruel, 
the prison-industrial 
complex has become 
counterproductive, and  
over time it can’t be 
sustainable.”

Sharon Begley
“Like most 

people, I 
thought of 
the placebo 
effect as 
something 
that 
operated 

mostly in the realm of 
pain,” says Begley, author 
of “Placebo Power” (page 
52). “But a few years ago I 
came across a study finding 
that it can also work against 
Parkinson’s disease, which 
seemed to elevate it to a 
new realm.” Scientists  have 
since shown that people’s 
thoughts—where the placebo 
effect begins—can have 
beneficial effects on an 
astonishing range of diseases. 

“It makes you respect the 
power of mind, as well as 
think there must be a way to 
harness that power better in 
patient care.”

Chris Benguhe
“After 

interviewing 
celebrities 
who had 
everything 
they could 
possibly 
ever 

want yet appreciated their 
blessings so little, I was 
amazed when I began 
telling the inspiring stories 
of everyday people, who 
valued every drop of love and 
life so much. That gratitude 
makes unexpected miracles 
happen each and every 
day,” says Benguhe, former 
People magazine reporter 
and author of a series of 
inspirational books—most 
recently Overcoming Life’s 
7 Common Tragedies. His 
inspirational essay “Love’s 
Long Burn” (page 32) 
celebrates the heroic 
American spirit. 

Jeanne Wolf 
“‘I deserve 
this!’ were 
Shirley 
MacLaine’s 
startling 
words the 
night she 
accepted 

Best Actress Academy Award 
for Terms of Endearment. Only 
Shirley could get away with 
that,” says Wolf, who 
interviewed MacLaine for  
this issue (page 36) and has 
covered every aspect of show 
business for TV, Internet, and 
magazines. MacLaine 
appears in season three of 
Downton Abbey as American 
Martha Levinson, mother of 
Lady Cora. “Can’t wait to 
start my year watching 
Shirley shake up Downton 
Abbey,” adds Wolf. “She 
shows those stuffy 
aristocrats how to steal  
a show.”

    
     

    F
ollow Steven on Twitter @StevePostEditor
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There are a lot of things 
I don’t have in common 
with Shirley MacLaine.  
I can’t sing, for example.  

I also can’t dance or act worth a lick. 
And, unless you had asked my  
mom a good while back, there’s not  
a person around who would have 
ever said I was half as cute. But, OK, 
there is one thing: Neither of us 
makes New Year’s resolutions. Why? 

“I know I’m not going to keep them,” 
she says. (My thoughts exactly!)

MacLaine, who calls herself “a 
student of change,” clearly doesn’t 
like to be pinned down—not even by 
her own promises. 

We caught up with the iconic 
actress just as she had finished 
taping season three of the award-
winning British import, Downton 
Abbey (premiering January 6 on 
PBS). She is at turns charming, 
insightful, and hilarious as she 
dissects everything from paparazzi 
to yoga to her own reputation. See 
our story on page 36. 

Speaking of change, we’ve  
made a few alterations to the look 
and feel of the Post. Our mission 
was to renew the magazine—
without losing our vital connection 
to the past. Rockwell lovers and 
those who remember the great Post 
of old will love a new section called 

“The Vault,” page 87, in which we 
bring gems from the archive to 

light. Those who have long come  
to us for the latest wellness 
information will find it in “Your 
Health,” page 67. We also deliver 
timely info on tech, travel, food, 
and money—plus games, jokes, and 
more cartoons than ever—all this  
in a spiffed up package. Notice the 
new logo? It’s actually an update  
of a design that was used here  
in the 1940s. 

This issue also features the 
winning short stories from our first 
Great American Fiction Contest. 
Close to 250 pieces were submitted, 
and it was darn hard to choose a 
winner. First prize goes to “Wolf” by 
Lucy Jane Bledsoe. Read it (page 60) 
to experience the call of the wild 
firsthand.  

Steven Slon
Editorial Director  
and Associate Publisher

STUDENT 
OF CHANGE

CONTRIBUTORS

Reinventing an Icon

Founded  
A.D. 1728 by  

Benjamin  
Franklin

JANUARY/FEBRUARY 2013      $3.95

WINNER! 
2013 Great American 

Fiction Contest 
PAGE 60

Shirley
MacLaine
On Love, 
Laughter  
& When to 
Quit Yoga
JAILHOUSE BLUES
How America Became  
The World’s Superpower  
Of Incarceration

PLACEBO  
POWER 
Tapping the Mind’s  
Amazing Ability  
To Heal

PLUS! 

Hearty Winter Soups  
From America’s Top Chefs
7 Rules of the Desert
Norman Rockwell’s
Valentine Kiss
The New Mini Tablets 

“I propose to take some of the historical 
magic of the magazine and look 
for a contemporary application... I 
deconstruct what the Post was in its 
hey-day — a mix of an appreciation 
of art, of fiction, great writing, great 
journalism —and I’m distilling that 
and bringing that into a modern 
context.”  —Steve Slon, Editor

Mission

The mission of The Saturday Evening Post is to 

inform, delight and inspire our readers. We are a 

magazine of possibilities, of ideas—infused with 

a passion for learning and for living life to the 

fullest. 	

At the brand’s core is our deep connection to 

American history. In short, we’ve been telling 

the American story for two-plus centuries, and 

this allows us to report on trends and issues of 

the day with a unique historical perspective. To 

this core, we add an overlay of service (health, 

money, family, food, tech, travel). Plus pure 

pleasure—in the form of contemporary fiction 

and art—with dashes of humor, games, and 

more.  
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Shirley  
MacLaine 
As she joins the cast of 
Downton Abbey, the actor 
and sometime mystic speaks 
of  love, laughter ... and  
when to quit yoga.

Shirley MacLaine 
appears as Martha 

Levinson in the third 
season of Downton 

Abbey, premiering 
January 6 on PBS.

By Jeanne Wolf 

@StevePostEditor
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 THE WORST 

10½*
VICE PRESIDENTS

A selective view of some  
who were No. 2 in more ways  
than one.  By William Jeanes

What do Thomas Jefferson, Theodore 
Roosevelt, Hannibal Hamlin, and 
Millard Fillmore have in common? All 

are former vice presidents of the United States. 
Two are on Mount Rushmore; two are not.

Forty-seven men have occupied the office of 
vice president, and while they were in there, they 
did little other than serve as presiding officer of 
the Senate, their only constitutional mandate. 

Vice presidents were chosen more for perceived 
vote-getting abilities than because of genuine 
credentials as public servants—which many had. 
Even so, an aura of veiled weirdness has hovered 
over the office for more than two centuries. 

In 1788, the U.S. held its first presidential 
election under a flawed system: The man with 
the most electoral votes got to be president, and 
the man finishing second became vice president. 
President John Adams, elected following 
Washington in 1796, and Vice President Thomas 
Jefferson detested each other. Imagine George W. 
Bush with Al Gore as vice president or an Obama-
Romney administration, and you’ll understand.

In 1800, Jefferson and Adams faced off—the first 

John Tyler *
(1841)
How do you get one-half of a vice 
president? John Tyler of Virginia 
did it this way. He was the “too” 

of the 1840 campaign slogan, “Tippecanoe and 
Tyler Too.” The “Tippecanoe” half of the ticket 
was William Henry Harrison who spoke for 
three hours at his rainy inauguration, caught 
pneumonia, and died 31 days later, making Tyler 
our shortest-serving vice president. 

Incredibly, though the Constitution provided 
for a vice president, it did not state expressly that 
the vice president would assume the office of 
president following a chief executive’s death. A 
quick-acting Congress rectified this … in 1967.

Before even being elevated to the presidency, 
Tyler signaled his lack of interest in his elected 
position. In fact, immediately after Harrison’s 
inauguration, Tyler left Washington and didn’t 
return until he was summoned at the president’s 
death. On his return, Tyler resisted congressional 
attempts to name him “temporary” or “acting” 
president and served almost a full term as a no-
asterisk president. In that post, however, he was 
unremarkable and historians have called him 
weak. He so alienated his party that he was denied 
its nomination for the election of 1844. 

Millard Fillmore 
(1849-1850)
Millard Fillmore, who became 
chief executive in 1850 when 
President Zachary Taylor died of 

natural causes, was the first vice president of urban 
legend, though not until 43 years after his death. 
In a 1917 column, humorist H.L. Mencken wrote 
that Fillmore had introduced the first bathtub 
into the White House. This was an outright hoax, 
but people believed it, then and now. 

Mencken came clean in 1949, but the story 
remains alive. As a part of “Fillmore Days” in 
Moravia, New York—near Fillmore’s birthplace—
wheeled bathtubs race through the city’s streets. 

William Rufus King 
(1853)
King served only slightly longer 
than Tyler. He was elected with 
Franklin Pierce in 1852 and served 

46 days before expiring. King is best remembered 
as our only bachelor vice president and as the 
longtime roommate of James Buchanan, who in 
1856 became the only bachelor elected president.  

The Buchanan-King duo was known around 

Washington as the “Siamese twins,” and President 
Andrew Jackson referred to them as “Aunt Fancy 
and Miss Nancy.” King’s brief tenure, not his 
private life, places him on our list.

A footnote to the bachelors: Buchanan’s vice 
president, John C. Breckenridge, finished his one 
term and left town in 1861 to join the Confederates. 
He was one of two vice presidential turncoats, the 
other being Tyler, who served as a Confederate 
legislator. 

Andrew Johnson 
(1865)
Johnson, a Tennessee Democrat 
and a tailor by trade, ran with 
Abraham Lincoln in 1864 on 

something called the National Union ticket. He 
got things rolling by showing up apparently 
inebriated for his inauguration. (Honest Abe 
later said, “Andy ain’t a drunkard”—possibly the 
only time a president publicly defended a vice 
president.)

When Lincoln was assassinated in April 
1865, Johnson took office and found himself at 
loggerheads with the Republican administration. 
A former slave owner, Johnson displayed few 
concerns for the rights of recently freed slaves 
and was ultimately impeached by the House and 
put on trial in the Senate. 

Johnson avoided expulsion by a single vote 
and in 1868 joined the growing parade of vice 
presidents who gained the presidency but were 
denied their party’s nomination. 

Schuyler Colfax 
(1869-1873)
Selected to run with Civil War 
hero Ulysses Grant in 1868, Colfax 
had previously served as Speaker 

of the House of Representatives. Grant, 46, and 
Colfax, 45, formed the youngest team ever to run 
for the two offices until Bill Clinton and Al Gore 
ran in 1992.

A native New Yorker and friend of editor Horace 
Greeley, Colfax took Greeley’s advice and moved 
west to South Bend, Indiana. He served as a U.S. 
Representative from his adopted state. During 
Grant’s first term, Colfax’s involvement in the 
Crédit Mobilier of America railroad scandal 
transpired. (Ironically, Colfax would later drop 
dead on a railroad station platform after walking 
three-quarters of a mile in subfreezing Minnesota 
weather.)  He was not nominated for a second term. 

He was the first of two vice presidents to preside 
over both houses of Congress, the other being John 

time two former vice presidents mutually sought 
the presidency. But Adams finished third while 
Jefferson and Aaron Burr tied with 73 votes each. 
Burr had agreed in advance to serve as Jefferson’s 
vice president, and that’s how things ultimately 
worked out. 

Jefferson’s near-disaster led to the passage of 
the 12th Amendment, which required electors to 
cast separate votes for the two offices. This spared 
us, up to a point, acrimony between the two top 
office holders. Since the first vice president was 
elected in 1788, a motley of murderers, traitors, 
bribe takers, and outright crooks have paraded 
through the vice presidency. What’s more, during 
the 224 years between 1788 and 2012, the office 
has stood vacant on 18 occasions for a total of 
almost 38 years.

The nation survived not only those 18 vacancies 
but also the 10 and one-half vice presidents we 
examine below.  

Aaron Burr 
(1801-1805)
Our third vice president, Aaron 
Burr of New York, set the tone 
of lunacy that so often defines 

the office. Burr killed Secretary of the Treasury 
Alexander Hamilton in an illegal duel and got 
himself charged with murder in both New York and 
New Jersey. After leaving office, shady land deals 
in the western wilderness got him charged with 
treason. He was never convicted of either crime.  

POWER 
VACUUM

What vice 
presidents 
said about 
their office:

“The vice 
presidency 
is the most 

insignificant 
office that 

ever the 
invention of 

man contrived 
or his 

imagination 
conceived.” 

—John Adams

“Once there 
were two 

brothers. One 
ran away to 

sea, and the 
other was 

elected vice 
president of 

the United 
States. And 

nothing was 
heard of either 
of them again.” 

—Thomas Marshall, 
vice president under 

Woodrow WilsonW
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“When I prepare  
dinner, I try to make sure 

there’s something for 
everyone. This chowder 

accomplishes that in 
one pot and is a colorful 

variation on an old favorite. 
It cooks up quickly  

and provides a balanced 
meal, rich in nutrients, all 

in one satisfying bowl.”
—TERRY WALTERS

Water or stock as needed
Sea salt and freshly ground black  

  pepper

In large pot over medium heat, 
sauté onion in oil until soft (about 3 
minutes). Add celery, carrots, sweet 
potatoes, corn, thyme, and stock, 
and simmer 5 minutes. Add enough 
rice milk to cover vegetables. 

Bring to boil, reduce heat and 
simmer until vegetables are soft 
(about 20 minutes). Remove from 
heat, and add dissolved cashew 

butter. Partially puree using 
handheld blender. 

Add kale, return to heat, thin 
with water or stock to achieve 
desired consistency, and cook  
until kale is tender. Season to taste 
with salt and pepper, and serve. ➤

Calories: 245
Total Fat: 7.8 g
Saturated Fat: 1.6 g
Sodium: 350 mg
Carbohydrate: 44 g
Fiber: 5.6 g
Protein: 5.6 g
Diabetic Exchanges: 3 starch, 1 fat

CELEBRITY 
SOUP
Check out these sumptuous 
offerings from four of 
America’s top chefs.

FOOD
By Patrick Perry

Soup is the ultimate comfort 
food. Nothing tops a bowl of 
hearty soup to take the chill 
off a blustery winter’s day. 
While every home cook can 

ladle out a family favorite, we invited 
celebrity chefs—Emeril Lagasse, Me-
lissa d’Arabian, Ellie Krieger, Terry 
Walters—to stir the proverbial pot by 
sharing simmering soup recipes from 
their kitchens. 

Sweet Potato, Corn, and Kale Chowder

SWEET POTATO, CORN, AND KALE CHOWDER
(Makes 6 servings)

1  tablespoon grapeseed oil
1  small onion, diced
3  stalks celery, diced
3  carrots, diced
3  medium sweet potatoes,  

  peeled and diced
3  cups corn, fresh or frozen
2  teaspoons dried thyme
2  cups vegetable stock
2  cups rice milk, more if needed
2  tablespoons cashew butter,  

  dissolved  in ¼ cup hot water
1  bunch kale, chopped into  

  small pieces
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NEW YEAR,   
NEW INVESTMENTS
Now is the perfect time to tweak your portfolio.

MONEY
By Russell Wild, MBA

 I t was Yogi Berra who said, “It’s 
tough to make predictions, 
especially about the future.” 
His point is particularly rel-
evant to investing. “Market 

timers tend to be lousy investors, and 
numerous studies show that they un-
derperform those who buy and hold,” 
says Kevin Brosious, a Pennsylvania-
based, fee-only certified financial 
planner and public accountant. “Not 
only is it … difficult, if not impossible 
to predict the markets, but frequent 
turnover leads to higher trading costs, 
and often higher taxes.” 

Indeed, in one recent study from 
Duke University, it was estimated that 
heavy portfolio-tweakers underper-
form light portfolio-tweakers by 1.25 
percentage points a year. And that’s 
before taxes. But that doesn’t mean you 
should leave your portfolio forever on 
autopilot. Here are four occasions when 
tweaking is well warranted:

YOUR PORTFOLIO IS OUT  
OF WHACK 
A year ago, you crafted a moderately 
aggressive portfolio of 60 percent stocks 
and 40 percent bonds. Now’s the time 
to check your allocations. If stocks 
have been good to you and your ratio 
has risen to 65/35, it’s time to rebalance. 
That means selling off some stocks and 
buying bonds. You do this to keep your 
risk in check. The other reason is to force 
yourself to continually sell high and 
buy low. Over the long run, experts say, 
regular annual rebalancing could juice 
your returns by more than half a per-
centage point a year. 

YOU ARE CLOSE TO  
RETIREMENT
A major exception to the buy-and-hold 
guideline is when your life circumstances 
change dramatically. As you get closer to 
retirement, the common wisdom is to 

lower your risk by moving more savings 
into bonds, less into stocks. The reason is 
that once you retire, you will be pulling 
money from the portfolio, rather than 
putting money in. Should markets crash, 
an older person has fewer years to recoup 
the loss. A very general rule of thumb is to 
invest your age in bonds.  “As rough rules 
go, this isn’t a bad one,” says Brosious. 

YOUR FUNDS HAVE BECOME 
OBSOLETE
There’s been a revolution in both stock 
and bond funds over the past decade 
or so, and management fees have 
come down considerably. But not all 
funds have followed suit. According to 
Morningstar Principia, dozens of index 
funds simply track 
the performance of 
Standard & Poor’s 
500 index (500 of 
America’s largest 
company stocks), 
but with vastly dif-
ferent fees. You can 
spend 0.05 percent 
a year in manage-
ment fees for the 
Vanguard S&P 500 
ETF (ticker VOO), 
for example, or you 
can spend 10 times 
as much (0.50 per-
cent a year in fees) 
for the virtually identical Dreyfus S&P 
500 Index fund (PEOPX). There’s rarely 
a reason not to switch when the price 
difference is this dramatic.  

YOUR INVESTMENTS ARE  
TOO POPULAR
Investors have a bad habit of making 
trendy investments. Trouble is, by the 
time they’re trendy, they’ve very of-
ten peaked (think tech stocks in 1999 
or real estate in 2006). Buying a stock 
when it’s  hot often means needing to 

dump it when it’s cold. “Not a profitable 
strategy,” says Neil Stoloff of SweetSpot 
Investments in Bloomfield, Michigan. 
Instead of buying high and selling low, 
you want to do the opposite, he asserts. 
Rebalancing (see No. 1) will help you to 
buy low and sell high as a matter of rou-
tine. But if you wish, you can go a step 
further;  be a contrarian and purposely 
buy what others have been fervently 
selling, says Stoloff. “That’s what we 
do—at the beginning of each year, we 
buy whatever kinds of investments saw 
the greatest outflow of investor dollars 
in the previous year.” You needn’t work 
through the complex number-crunch-
ing that Stoloff does to take advantage 
of a contrarian strategy. Simply look to 
see what’s hot and what’s cold in the 
world of investments. What is your 
brother-in-law selling? What have all 
the chattering heads on TV and radio 
been advising you to dump? Move op-
posite the crowd. For example, if Euro-
pean stocks are unloved by the masses 

(as they have been of late), you might 
put five to 10 percent more in European 
stocks than you otherwise would. 

Portfolio tweaks, by definition, are 
done in moderation. “Tweak, yes,” says 
Brosious. “Overhaul? … Only with very 
good cause and … the blessing of your 
tax advisor.” 

Russell Wild, a NAPFA-registered 
financial advisor, is the author 
of Exchange-Traded Funds For 
Dummies, Second Edition.
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GEMS FROM THE SATURDAY EVENING POST ARCHIVE

75 
YEARS 

AGO

As the saying goes, everything old is new again: Throughout January 1938, the Post 
featured multiple articles about the ongoing struggle in Washington to create jobs 
as America clawed its way out of the Great Depression. The Post also covered the 

release of two now-classic films, The Adventures of Robin Hood and Bringing Up 
Baby. Ads for Ford, Oldsmobile, and Pontiac promised a gas-sipping 18 to 24 mpg! 

This lovely Art Deco cover is by wildlife painter Francis Lee Jacques.
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     SEVEN RULES 
OF THE ARIZONA 
                     DESERT

The Nazis escaped right about where the coyote is 
watching my dog. My dog, a failure in most basic dog 
departments, hasn’t noticed the coyote yet, because 
she’s busy trying to figure out exactly what this 
rabbit-like smell is. In a minute, the rabbit will break 
out of the brush, unnoticed, and I’ll offer the dog a 
drink of water that she won’t take. She’s lived here all 
her life, but she’s never learned the desert rules. 

1 Nothing matters more than water.
I know the rules backwards and forwards, because 
I grew up in the Arizona desert, this part of the So-

noran that looks like the set of every Western movie you’ve 
ever seen. Along with all the other kids in my Boy Scout 
troop, I was strangely smug that I could survive, no matter 
what. We knew how to dig into the cool sand to rest when 
the temperature hit 120 degrees. We could build distress 
signals visible clear to the horizon. We knew what to do about 
rattlesnake bites (cut parallel, not in an X shape). We knew 
that cholla spines are barbed, and you can’t pull them out, 
so you have to push them further in. We figured the stories 
about the spines working their way to your heart and kill-
ing you were probably a lie, but we did know for sure how 
to get water from barrel cactus pulp, how to build deadfall 
traps for kangaroo rats and lizards. 

Okay, to be honest, we would have died quickly should 
we ever have needed to actually try these things. My friend 
Corrine and her Girl Scout troop, no doubt as self-assured 
as we were, got lost in the desert for three days, with no 
food but a five-pound bag of watermelon Jolly Rancher 
candies. “Another day, it would have been Lord of the Flies,” 
she said, “and a day after that, the desert would have been 
eating our bones.”

2 Even if you know the rules, 
the desert is bigger and stronger  
than you will ever be.

Back then, of course, there was more desert; when I was a kid, 
friends lived on the edge of town, where their only neighbor 
was Frank Lloyd Wright, who was already refusing to face 
the lights of the growing city. Today the town goes on for 
an hour past where we used to float in the pool and watch 
the bats, in bunches thick enough to be mistaken for rain 
clouds, come out at twilight. 

Still, even though it’s shrinking fast, every year the 
desert takes its toll. Helicopters fly in for rescues; hikers 
dehydrate, fall from ledges, think their cell phones are going 
to get them out of trouble. It pays to remember...

3 Absolutely everything in 
the desert would like to kill you. 
It’s all sharp edges and oven heat and bad inten-

tions. True story: A guy got drunk and started shooting sa-
guaros. These are the quintessential desert cactus, tall and 
thin, their arms reaching for the sky like they’re being held 
up by bandits. Saguaros can grow over 25 feet tall, have roots 
miles long; and if it has rained recently, their hollow bodies 
can hold two tons of water.

Guy shoots saguaro. Saguaro falls over and crushes guy. 
Everybody in the city applauds.

The saguaros here in the park are dying from car exhaust 
pollution; even so, this is an oasis, several hundred acres of 
desert in the middle of Phoenix. The zoo and the botanical 
garden are across the road. People jog here, do orienteer-
ing, take nude pictures of each other against the red rocks. 
Hawks swoop after ground squirrels—one once passed my 
car, grabbed a squirrel, and headed back into the air ahead 
of me in less time than it took me to realize I was driving 
more than 70 miles an hour.

             The desert is all sharp edges and oven heat  
and bad intentions. But a few basic guidelines    
                                      can make it feel like home.
                     By Edward Readicker-Henderson
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WINNER
2013 GREAT AMERICAN FICTION CONTEST

WOLF
BY LUCY JANE BLEDSOE  Illustration by Jonathan Bartlett

The ranger had told us that the wolves 
were most active at dawn and dusk, and 
that the best way to view them was to look 
for the cluster of people beside the road 
with viewing scopes. It was the dead of 
January, but sure enough that morning 
as we drove out the northern park road 
and entered the Lamar Valley, we found 
seven people in one of the pullouts, stand-
ing with alert expectation in front of fat 
cylinders on long legs.

Clouds obscured the stars. The sky was black and the 
snow, a deep lavender. We parked our Ford Fiesta next to 
the fleet of SUVs, and that’s when Jim introduced himself 
as Anatoly. Forgive me for repeating that moment; it’s the 
part of this life shift I can’t explain. The name must have 
come to him in the way dreams lay out whole stories we 
don’t even know exist in our unconscious. A wild name, 
Anatoly, parked in the recesses of Jim’s psyche, perhaps for 
years, waiting for the right mix of circumstances to surface. 
Or maybe the sight of that black sky and lavender snow, 
the promise of those long-legged scopes, birthed the name 
right then and there. 

For a few minutes I watched my husband from the car. 
He asked questions and received brief answers from some 
of the wolf watchers. Others ignored him. A couple point-
edly never even looked at him. I saw him tamp down his 
eagerness, realize that there was a culture here that he best 
observe rather than blunder.

This was my first moment of capitulation, although I 
certainly didn’t recognize it as such at the time. Viewing 
my husband through the windshield, as if it were a lens that 
allowed me to see him objectively, I saw a man in longing. 
For what, I couldn’t have said, but my annoyance at his 
enthusiasm for a predawn adventure dissolved. He was 
thrilled to be there, lured by the mystery of wolves, hoping 
to experience something new. I couldn’t fault him on that. 
Whatever malaise had settled over our life together, Jim 
himself had always had a childlike curiosity that I loved. 
I opened the door and stepped back into the bitter cold air.

The ridge to the east darkened, and the sky directly 

I didn’t think we needed an overhaul, though. Nor did I think 
the change needed to bleed outside our marriage. But after 
the first trip to the park, he started asking our neighbors to 
call him Anatoly. It was embarrassing. 

“Been reading our Dostoyevsky, have we?” said our next-
door neighbor Clarence, pleased with himself for dredging 
up a literary reference. The other next-door neighbor, Walter, 
narrowed his eyes, assessed, and then shrugged—neither 
agreeing nor disagreeing, pretty much just dismissing. I 
imagined both of them telling their wives, Cathy and Shaw-
na, and having a good laugh on our behalf. Little did I know 
back then that I needn’t have worried about the neighbors; 
we’d soon be selling the house.

Still, in the beginning, I tried to find the humor myself. 
My complaints for the 30-plus years we’d been together clus-
tered around sameness, a hazy boredom that occasionally 
drifted through our otherwise happy marriage. So a new 
name? Why not? It didn’t occur to me that it might signify 
an entire identity change. 

Anatoly means east or sunrise. Fitting, I suppose. But 
how did he know that? Had he been researching wild names 
before we even visited the park and met the wolf watch-
ers? I heard him tell them his name was Anatoly that very 
first morning, but I thought I’d misheard. He’d removed 
his mitten and thrust out his hand, and the reluctant re-
cipient of his greeting had ignored the hand but nodded 
when Jim said, “Anatoly.” I was barely awake and figured 
he’d made some obscure joke the other man didn’t get. I 
got back in the car and unscrewed the thermos lid, poured 
myself some coffee.

I wasn’t exactly happy with Jim 
wanting to change his name to Anatoly, 
but I tried to roll with it. Change is good 
in a relationship, right? That was the 
whole reason we went to Yellowstone  
in the first place, to zest up our marriage, 
have a little fun, do something new. 
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Post-Its

Anyone can buy a Valentine’s Day card, but if you really want to touch someone’s heart, 
homemade is the way to go. All you need for the projects shown here are scissors, pencil 

and paper, and a few household items. Turn the page for instructions for the heart  
mobile (top left) from Sarah Goldschadt’s delightful Craft-a-Day (Quirk Books/$24.95). 

You’ll find the other three and more at saturdayeveningpost.com/valentines. 

HEART-FELT VALENTINES

REALLY SMART IDEAS FOR REALLY SMART PEOPLE!

Travel
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MEDICAL ADVICE FROM OUR EXPERTS

Health

CHOCOLATE’S MAGIC
“Cocoa research is at a tipping point. We continue to uncover wide-ranging benefits  

of cocoa flavanols for health and longevity, and it looks like this trend will continue,” says 
Harvard’s Dr. Eric Ding, lead researcher of a recent analysis of 24 studies showing  

cocoa’s benefits for improving cholesterol levels, circulation, cognitive function, blood 
pressure, and insulin resistance. Most of the studies tested low-sugar dark chocolate: 

Future research will nail down the best dose. For more good eats, turn to page 70.PH
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TINY  
TABLETS,  
BIG FUN 
Want portability  
and convenience?  
One of the new breed  
of mini tablets might  
be just what you need.

TECH
By Jeff Bertolucci
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The tablet revolution 
began less than three 
years ago with the de-
but of the Apple iPad, a 
notepad-sized slate with 

a 9.7-inch touchscreen. While the iPad 
remains the world’s most popular tablet, 
it now has a number of worthy competi-
tors, many of which are smaller, lighter, 
and easier to carry. These petite devices 
have screens that measure between 7 
and 8 inches diagonally, and yet offer the 
same features as their larger brethren, 
including email, video, music, e-books, 
and Web browsing. Here’s a roundup of 
the best of the bunch.  

1APPLE IPAD MINI
The late Steve Jobs once declared 

7-inch tablets too tiny to be useful, 
but the company he cofounded decid-
ed otherwise when it saw consumers 
snapping up smaller slates made by its 
competitors. The result is the iPad Mini, 
which does nearly everything its prede-
cessor does, but at a much lower price. 
The iPad Mini has a 7.9-inch screen 
that works well for Web browsing and 
streaming video, although the resolu-
tion is surprisingly lower than that of 
Apple’s 7-inch competitors, which cost 
$80 to $130 less. The iPad Mini includes 
optional 4G LTE service, which costs 
an additional $130 plus a monthly cel-
lular charge. The tablet’s aluminum 
and glass exterior is sleek and slim—
just what you’d expect from Apple.  Its 
front- and rear-facing cameras capture 
high-definition pictures and video too. 
Its biggest advantage can be summed up 
in one word: apps. Apple’s App Store has 
more than 275,000 programs created for 

the iPad—a vastly greater selection than 
what you’ll find in competing app mar-
kets from Google, Amazon, and Barnes 
& Noble. Priced from $329 for a Wi-Fi 
model with 16GB of storage to $659 for 
a Wi-Fi plus cellular unit with 64GB; 
the iPad Mini is the upscale option in 
a crowded market. 

2AMAZON KINDLE FIRE HD
No doubt about it: Amazon’s new-

est 7-inch tablet is an enticing deal. 
The Kindle Fire HD has a 1280-by-800 
pixel resolution display.  Although this 
tablet’s bread and butter are ebooks, 
its dual stereo speakers deliver quality 
audio for a small device. Amazon’s ag-
gressive pricing is the biggest plus. The 
Fire HD starts at $199 for 16GB of stor-
age—complete with “special offers” ads. 
The same model without ads is $214. Its 
selection doesn’t come close to match-
ing the iPad’s, but it does include the 
most popular apps, such as Angry Birds, 
Facebook, Pinterest, and Skype. 

3GOOGLE NEXUS 7 
Like the Kindle Fire HD, Google’s 

7-inch slate boasts a higher screen 
resolution than the iPad Mini but 
lower than the Nook HD. Starting at 

$199 for 8GB of storage, the Nexus 7 is 
a boon for bargain hunters. The tablet’s 
Android 4.1 software is well designed 
and simple to navigate. The Google Play 
app market boasts more than 600,000 
apps, but most of those were designed 
for smartphones and are scaled up (i.e., 
magnified) for tablet displays. In short, 
they’re usable but not as pretty as apps 
written specifically for the Nexus 7 and 
other slates that run Android software. 
Still, the Nexus 7 is an excellent value. 

4BARNES & NOBLE NOOK HD
The Nook HD is a dark-horse can-

didate in the tablet race, battling tech 
titans Amazon, Apple, and Google. 
The good news: The Nook HD is a wor-
thy contender. Featuring a stunning 
display—the highest resolution in its 
class—and a slim and light design, the 
Nook HD also sports dual stereo speak-
ers and is great for watching movies and 
TV shows. Prices start at $199 for an 
8GB model or just $30 more for the 16GB 
unit. Unlike the Kindle Fire HD, there 
are no ads on the Nook’s main screen 
or screensaver.

Jeff Bertolucci is a contributing writer 
at Kiplinger’s Personal Finance.
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Jan/Feb	 ad close: 11/23 	 materials: 11/30

COVER	 Shirley MacLaine
Health 	 The Placebo Effect 
Money 	 Investment Check Up: New Year, New You
Tech	 Best Small Tablets (including new Mini-iPad)
Food 	 Sensational Soups from Celebrity Chefs
Travel 	 Arizona
Fiction 	 1st Winner Post Great American Fiction Contest

Features: 
Will We Ever Accomplish True Prison Reform?
Memory Lesson: Retraining the Brain

Mar/Apr 	 ad close: 1/18 	 materials: 1/25

Profile	 Tom Selleck
Health 	 Health: Secrets to a Better Sleep
Money	 Estate Planning—Is Your House in Order?
Tech	 7 Ways to Take Better Smartphone Pics
Food 	 The Perfect Brunch 

Features: 
Birdwatching: How to Get Started 
Break the Clutter Cycle
The Business of K Street: History of Lobbying

 

May/Jun	 ad close: 3/22 	 materials: 3/29

Health	 Update on Hormone Replacement Therapy 
Money 	 Future of Housing Market 
	 Should you invest in REITS?
Tech	 Top Phones for Under $100
Food 	 Light and Lean Spring Salads 
Travel 	 Glories of the Hudson River Valley

Features: 
Mid-Life Career Change Strategies
Adopting a Pet 
Planet friendly thinking—interview with Bill McKibben
The Wi-Fi conspiracy. Why US internet is so slow and  
  expensive compared to other countries. 

Jul/Aug	 ad close: 5/24 	 materials: 5/31

Health 	 New Hope for Depression
Money 	 TBD
Tech	 Large Tablet Roundup
Food 	 Fire Up the Grill! BBQ recipes 
Travel 	 Offbeat Beaches

FEATURES:
15 Ways to Make Your Life Easier
Privacy in the Internet Age 
The Renaissance of the Family Farm

Sep/Oct	 ad close: 7/19 	 materials: 7/26

Health 	 Breast Cancer (National Breast Cancer  
	 Awareness Month); 
	 Secrets to Longevity—Latest Science
Money 	 Currencies and you.
Tech	 5 Ways To Boost Your Home’s Wi-Fi Signal 
Food 	 Garden Harvest Meals or Taking Comfort:  
	 Slow Cooker Recipes
Travel 	 The revival of American Warehouse Districts

FEATURES: 
50 Things to Know by Age 50
What Happened to Customer Service?

Nov/Dec	 ad close: 9/20 	 materials: 9/27

Health 	 Diabetes Feature (Nat’l Diabetes Month) 
 	 New Advances in Pain Control
Money 	 Retire Rich! Guide to Financial Independence
Tech	 High-Tech Gift Guide
Food 	 Holiday Entertaining: Appetizing Appetizers
Travel 	 Fabulous Fiji

Features: 
15 Ways to Improve Your Life in 15 Minutes or Less
In Search of Core Values in America Today 
Make The Holidays Special! 

2013 Editorial Calendar

The Saturday Evening Post also features original fiction by America’s best writers in every issue.

Note: Editorial is subject to change.



The Reader

Male/Female	 45/55%

Median HHI 	 $57,591

Median HH Net Worth 	 $251,666

	 Comp	 Index

Attended/Graduated College+	 63%	 113

Own Home	 75%	 108

Use Financial Planner/CFP/Advisor	 14%	 130

Conscientious Consumer	 29%	 149

Source: Audit Bureau of Circulations June 30, 2012;  2012 GfK MRI Doublebase 

Total Circulation	 356,807

Subscription Based 	 99.3%

Readers Per Copy	 6.3

Total Readership 	 2,262,000

Source: 2012 GfK MRI Doublebase

Influentials 300

Written Letter to Paper/Magazine or Called Radio/TV shoe 347

Written an Article for a Magazine or Newspaper 254

Attended a Political Rally, speech or Organzied Protest 305

Served as an Officer for Club/Organization 241

Worked for a Political Party 303

Been Active Member of Group to Influence Public Policy/Gov’t 263

Participated in Environmental Groups/Causes 222

Saturday Evening Post Readers are Influentials.  They index highly at all levels of 
social and civic engagement.



4-Color 1x 3x 6x

2-Pagespread $37,050 $35,200  $33,440

Full Page $19,500 $18,525 $17,600

2/3 Page $13,750 $13,060 $12,410

1/2 Page $10,260 $9,750 $9,260

1/3 Page $ 6,770 $6,430 $6,110

1/4 Page $ 5,130 $4,870 $4,630

1/6 Page $3,490 $3,310 $3,150

Cover 2 $21,670 $20,590 $19,560

Front Fly Leaf $21,670 $20,590 $19,560

Cover 3 $20,530 $19,500 $18,530

Cover 4 $22,940 $21,790 $20,700

TOC $21,670 $20,590 $19,560

BRC Insert * $15,600 — —

B/W

Full Page $15,600 $14,820 $14,080

2/3 Page $11,000 $10,450 $9,930

1/2 Page $8,210 $7,800 $7,410

1/3 Page $5,420 $5,150 $4,890

1/4 Page $4,100 $3,900 $3,700

1/6 Page $2,790 $2,650 $2,520

2-color - Add 15 % to B/W rate

BRC Insert Policy: 
 The Saturday Evening Post requires that all advertiser-
supplied bind-in cards and inserts include a printed 
stub/hanger. Our standard policy requires that no white, 
unprinted stubs be inserted within our magazine. 
As such, advertisers are urged to consider one of the 
following options:

1) Advertiser is encouraged to print a complementary 
message on the stub referencing their ad/insert. 
Since this stub counts as an additional advertising 
message per USPS periodicals regulations, a modest 
fee will apply.

2) Advertisers are encouraged to print a PSA (public 
service announcement) on this insert stub at no 
additional charge.

3) In some pre-planned cases, the Post may be able 
to make use of this space and pay the appropriate 
production and printing expenses, in addition to an 
appropriate fee. Please ask your sales representative for 
more information. 

As always, we will work with you to determine the 
best solution to meet your needs and to maximizethe 
effectiveness of your ad/insert.

* For Inserts (BRC) that SEP prints, files are due one week before issue space close date listed above. SEP will notify 
sales representatives of extensions of close dates, if they become necessary and/or available.

2013 Advertising Production Schedule*

2013 Rates

Issue Space Close Material Deadline Supplied Inserts In Home/On Sale

March/April 1/25/13 2/1/13 2/5/13 3/12/13

May/June 3/22/13 3/29/13 4/02/13 5/07/13

July/August 5/24/13 5/31/13 6/04/13 7/09/13

September/October 7/19/13 7/26/13 7/30/13 9/03/13

November/December 9/20/13 9/27/13 10/01/13 11/05/13

January/February ‘14 11/22/13 11/29/13 12/03/13 1/07/14

* Standard BRC Inserts are 2-sided 4x6, all other configurations $325/sq in.



Ad Size Live Bleed Trim

2-Page spread 15 1/2" X 10" 16 1/4" X 10 3/4" 16" X 10 1/2"

Full Page 7 1/2" X 10" 8 1/4" X 10 3/4" 8" X 10 1/2"

2/3-Page vert. 4 5/8" X 9 5/8" 5 3/4" X 10 3/4" 5 1/2" X 10 1/2"

1/2-Page vert. 3 7/16" X 9 5/8" 4 9/16" X 10 3/4" 4 5/16" X 10 1/2"

1/2-Page horiz. 7 1/8" X 4 3/4" 8 1/4" X 5 7/8" 8" X 5 5/8"

1/2-Page spread 15 1/8" X 4 3/4" 16 1/4" X 5 7/8" 16" X 5 5/8"

1/3-Page vert. 2 1/4" X 9 5/8" 3 3/8" X 10 3/4" 3 1/8" X 10 1/2"

1/3-Page sq. 4 5/8" X 4 3/4" 5 3/4" X 5 7/8" 5 1/2" X 5 5/8"

1/4-Page sq. 3 7/16" X 4 3/4" 4 9/16" X 5 7/8" 4 5/16" X 5 5/8"

1/6-Page 2 1/4" X 4 3/4" 3 3/8" X 5 7/8" 3 1/8" X 5 5/8"

For additional specifications, visit saturdayeveningpost.com

1  Inch $340 4 1/2 Inch $1,540

1 1/2 Inch $510 1/6 Page $1,710

2 Inch $690 1/3 Page $3,110

2 1/2 Inch $860 1/2 Page $4,670

3 Inch $1,030 2/3 Page $5,620

3 1/2 Inch $1,200 Full Page $7,790

4 Inch $1,370

• Special advertising units available.

• Regional and local market buys available.

• Please consult your sales representative for details.

* Add 15% for 2-process color, 20% for 3-process color, and 25% 
for 4-process color to B/W Shopper Rates.

PRODUCTION SPECIFICATIONS: Heat Set Web Offset; Saddlewire Stitched; 133 Line Screen; AAAA-MPA Process Inks

REQUIRED DATA FORMATS FOR ADS : Press Optimized Portable Document Format (PDF_X1a)

MEDIA & LABELING REQUIREMENTS: File can be transferred electronically to our ftp site, via e-mail, or placed on a CD 
and sent to us. A text document or PDF file containing the publication name, issue date, agency name, agency phone 
number, contact person name and phone number, advertiser, vendor name, and file name/number should be provided 
with the file.

PROOFS: “Hard” proofs are no longer required but will be utilized if provided.

CREDIT AND COLLECTION POLICY: Publisher may require first-time advertisers to submit payment for advertising and 
a credit application prior to the publication of their advertisement. Agency and advertiser are jointly responsible for all 
costs relative to the collection of late payments. If an account is placed with a credit and collection agency or attorney 
for collection, all commissions and discounts will be rescinded and the full advertising rate shall apply. Payments are due 
within 30 days following billing and receipt of tear sheets. Production charges are not agency commissionable.

Ad Specifications

Submission Instructions

Shopper Ad Specs & B/W Rates*

To send insertion orders and ad files,  
or for information, contact:

Cathy Fitzgerald 
Advertising Administrator 

c.fitzgerald@satevepost.org 
800-558-2376 x 210

ROB Ad Specs



SaturdayEveningPost.com

TRAFFIC
63,804 unique visitors 

78,174 cumulative visitors
162,711 monthly page views

8,564 opt-in e-mail subscribers

Source: Google Analytics

SECTIONS:
In the Magazine

Art
Humor
Fiction

Lifestyle
Archive

Banner Web Ads Size
ROS 
CPM

Targeted 
CPM

1/2 Page 300x600 $30 $36

Rectangle Box 300x250 $20 $24

Skyscraper 160x600 $20 $24

Square Button 125x125 $10 $12

3:1 Rectangle 300x100 $8 $10

Leaderboard 728x90 $8 $10

• Targeted content includes Home Page, Run of 
Section, Sun of Subsection, Page Specific and 
Rich Media

• Content and links subject to approval. 

• Rates subject to change without notice.

• 15% agency commissions to recognized 
agencies only.



Digital Specs

RICH MEDIA
Flash: SATEVEPOST.org accepts up to Flash 9.0. Clients must 
modify their action scripting for click-tracking to be provided 
by Saturdayeveningpost.com. Documentation will be pro-
vided upon request.
A back-up GIF must accompany the file for those users unable 
to see the Flash creative.

If sending the Flash creative itself, the following information 
MUST be sent:

1. SWF file
2. ClickTag instructions
3. Back-up GIF
4. Note the “opaque” parimeter within the object to en-
sure that the Flash Ad will appear behind Eye blaster ads.     
<PARAM NAME=wmode VALUE=”opaque”>

Animation: Animation GIFs are acceptable with a 3 loop 
maximum and a .swf unlimited. Flash Frame Rate must be less 
than 18 frames per second. 3 Frames and 30 second maxi-
mum animation, including 3 loops.

Sound:  Any sound must be user initiated, defined by as a 
click and clearly labeled with  “Play” and “Stop” controls.

Linking Information: Every ad displaying a URL must 
have both a working URL and a text alternative. Creative is 
only allowed one click-thru URL. URL must open within anoth-
er window and NOT leave Saturdayeveningpost.com

EXPANDING ADS
• Expanding ads are subject to frequency capping.

o Non user-initiated expanding ads are accepted on a case-
by-case basis and if accepted are frequency capped at 
one per user per 24 hours.

• User-initiated standard ad units expand beyond standard 
size on mouse-over and must include language to indicate 
rollover functionality, such as, “roll over to learn more” or 
“roll over to expand”.

• Must have a PROMINENT “CLOSE” button on an opaque 
background, not less than 10-point type, in the upper right 
hand corner of the floating ad.

o Exception: Expanding ads may only be viewed on certain 
browsers and operating system platforms. SATEVEPOST.
org will test expanding ads and will not show the ad for 
any browsers or operating systems where the technology 
causes system instability.

• Expanding portion MUST automatically close when the 
user’s cursor moves off the ad.

• Expanding leaderboards MUST expand down.

FLOATING ADS

• Non-user initiated floating ads must close within 15 seconds.

o Home Page Only: Must close within 7 seconds.

• All animation within the resolving ad unit must self termi-
nate within 30 seconds.

• Frequency caps are required. One floating ad per user per 24 
hours.

• Background must be opaque.

• All floating ads must have a PROMINENT “CLOSE” button on 
an opaque background, not less than 10-point type, in the 
upper right hand corner of the floating portion of the ad.

Ad Unit Pixel Dimensions File Size
Rich Media 

Size Animation Time

1/2 Page 300x600 40k 40k 3 frames & 30 sec. max w/3 loops

Rectangle Box 300x250 40k 40k 3 frames & 30 sec. max w/3 loops

Skyscraper 160x600 40k 40k 3 frames & 30 sec. max w/3 loops

Square Button 125x125 40k NA NA

3:1 Rectangle 300x100 40k 40k 3 frames & 30 sec. max w/3 loops

Leaderboard 728x90 40k NA 3 frames & 30 sec. max w/3 loops

1/2 page Newsletter 300x600 40k NA NA Note: 3rd party tracking on clicks only

Tracking	 	 All creative must use ClickTag (see Flash requirements below)
Optimization	 	 All ads must be optimized for the web (72 dpi)
Borders			  All ads require a 1 x 1 border.
Third Party Ads	 	 Are Acceptable
Submission deadline	 5 days



Sales Representatives

DISPLAY ADVERTISING

ADVERTISING DIRECTOR
Alex Durham
317-252-0940
a.durham@saturdayeveningpost.com

EAST COAST
Tom Buttrick
Account Manager
917-421-90
t.buttrick@jamesgelliott.com

WEST COAST
Craig Miller
Account Manager
213-596-7228
c.miller@jamesgelliott.com

Founded  
A.D. 1728 by  

Benjamin  
Franklin

JANUARY/FEBRUARY 2013      $3.95

WINNER! 
2013 Great American 

Fiction Contest 
PAGE 60

Shirley
MacLaine
On Love, 
Laughter  
& When to 
Quit Yoga
JAILHOUSE BLUES
How America Became  
The World’s Superpower  
Of Incarceration

PLACEBO  
POWER 
Tapping the Mind’s  
Amazing Ability  
To Heal

PLUS! 

Hearty Winter Soups  
From America’s Top Chefs
7 Rules of the Desert
Norman Rockwell’s
Valentine Kiss
The New Mini Tablets 

DIRECT RESPONSE

EAST COAST
Ilyssa Somer
Account Manager
917-421-9055
i.somer@jamesgelliott.com

Pamela Pagan
Account Manager
917-421-9043
p.pagan@jamesgelliott.com

MIDWEST
Joe Wholley
Midwest Manager
312-348-1202
j.wholley@jamesgelliott.com

WEST COAST
Kim McGraw
Account Manager
213-596-7215
k.mcgraw@jamesgelliott.com




