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Feminist publishers need to consider what it means to 
be both a business and a member of a social justice 
movement. While we work to disrupt harmful power 
structures and systems of oppression, we need to 
have adequate resources to keep the lights on. This 
tension is both political and practical. Here are several 
ways feminist publishers can think about their 
relationships with power structures and money, 
partnerships and support, and situating their work 
within the scope of social justice movements. 

FEMINIST RELATIONSHIPS TO CAPITALISM 
(OR: UNTIL WE DISMANTLE THE SYSTEM, HOW 
DO WE WORK WITHIN IT?) 

1. Draw your lines in the sand. 

Regardless of the size or scope of your magazine, you will 
need funding to support your work. It has to come from 
somewhere, but as a feminist organization, you will want 
to be intentional and non-exploitative about your funding 
sources. Consider your values and have discussions with 
your team about this.  

Key questions: Will you accept corporate sponsorship or 
advertising? Will you accept individual donations? Under 
what circumstances? What are your advertising 
guidelines? Will you run advertorials or sponsored 
content? Are there corporations, organizations or 
individuals you would refuse to accept money from? 

2. Recognize and value your labour  

You deserve to be paid for your work. Many of us are used 
to working for free or for little pay, especially when doing 
activist and social justice work. But you don’t want to 
replicate this pattern; don’t forget that many social justice 
activists are also members of marginalized communities 
and are among the likeliest to be overworked and 
underpaid. This goes for your contributors as well: it 
doesn’t feel good to ask people to work for free and it is 
likely to exclude the very people we need to publish more. 

Depending on the size of your magazine and how long you 
have been publishing, it may be necessary to start with 
small honoraria and increase compensation when you are 
able. But if you are tempted to underplay your contribution 
for the good of your bottom line, you are doing the 
organization a disservice. Artistic, activist and community 
work is important and you deserve to be paid.  

3. Seek out a variety of funding sources 

It can be hard to ask for money for fundraising efforts, 
especially if your readers are also under-resourced. If this 
is the case—for instance, if your target audience is 
teenagers—think about who else has money and would 
want to support your work. Consider reaching out to people 
who share your politics and have connections, or to like-
minded organizations such as unions and social 
enterprises. 

Learn about the arts granting programs available in your 
area at all levels: municipal, provincial/territorial and 
federal. Many operating grants have minimum revenue 
and circulation criteria that smaller magazines do not 
meet, but most project-based grants have lower barriers 
to entry. Make sure you consider whether project work is 
within your organization’s capacity—you don’t want to 
exhaust your internal resources working on something 
that doesn’t advance your overall mission or takes too 
much away from your publishing schedule.  

Foundations are another potential source of grants, but 
make sure you are comfortable with the politics of the 
foundation and the conditions of the grant. 

Key questions: What grants are available to us? How do 
they align with our values? Is the value of the grant worth 
the time and resources required to apply for it, meet the 
conditions and submit reports? 

RECIPROCAL RELATIONSHIPS (OR: GETTING BY 
WITH A LITTLE HELP FROM YOUR FRIENDS) 

1. Seek out in-kind opportunities 

In-kind donations and swaps are the lifeblood of feminist 
publishing. Consider what you need and what you can 
trade. Ad swaps can help to expose your magazine to new 
audiences, while sharing mailing lists (ethically and with 



 

 

consent!) can give you a direct link to new people to 
promote your work to. Partnering with other magazines 
for marketing campaigns can enhance your reach, as can 
boosting one another on social media.  

In order to increase your logistical and operational 
capacity, consider sharing space (such as office or storage 
space), co-sponsoring or co-facilitating events and sharing 
resources such as software or professional services like 
bookkeeping or design. 

Key questions: Who else is doing this work? What 
resources do we need and what resources do we have to 
share? Who can we reach out to that isn’t already in our 
networks? 

2. Think outside the box 

Consider projects and partnerships outside the 
publishing industry, especially with non-profits and 
charities who might have access to different types of 
project funding.  

Key questions: Who is our audience? What is important 
to them? Would they attend a conference? An art show? 
Can we reach them in schools or community centres? 

3. Make mutual support part of your ethos 

Say yes to requests for support from other magazines 
and community organizations as often as is within your 
capacity. Sign on to petitions and open letters, publish 
the work of other organizations and show up to their 
events. Building collectives with meaningful allyship 
means you will have others to lean on in times of need 
and you can make your movements stronger, together. 

THE LONG GAME (OR: WHERE DID WE COME 
FROM AND WHERE ARE WE GOING?) 

1. Don’t reinvent the wheel 

Your magazine may be unique, but you are not alone: 
neither publishing nor feminist organizing are new. If you 
are trying to solve a problem, it is likely that someone else 
has had a similar problem. Read other magazines and look 
at what they are doing. Follow them on social media. Seek 
out mentorship opportunities from other publishers. Don’t 
limit your learning to the practicalities of magazine 
publishing; read intersectional feminist work and stay 
open to change. Listen to teachings from elder members 
of the communities you and your readers are from. Build 
on what came before and be generous in giving credit 
where it is due. 

Key questions: What groundwork has already been 
done? Whose legacy are we following/building on? Who 
are our elders? 

2. Think long-term 

Don’t be proprietary. You are doing social justice work; it 
doesn’t exist in a vacuum. We often tend to operate from 
a model of scarcity, but we can do so much to set up 
structures and networks of support to lift each other up 
and advance our causes and our projects. Make capacity-
building a priority, not only for your own organization, but 
for the social movements you are working for. Advocate 
for better funding, better working conditions, more 
justice, more equity, and a better world.  

 

 


