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Chapter 9/Magazines in the Age of Specialization

French word magasin means storehouse; first magazines were in 17th-century France in the form of bookseller catalogues…storehouses of writing taken mostly from newspapers

Contemporary magazines – collections of articles, stories & advertisements in non-daily periodicals published in smaller tabloid style as (opposed to larger broadsheet newspaper style).

1700s – European magazines were channels for political commentary & argument

1741 – first magazines published in Colonial America served politicians, the educated and the merchant class; slow to catch on because:

1. No substantial middle class

2. Widespread illiteracy

3. No advanced printing technology

1821 – Saturday Evening Post first major magazine to appeal directly to women

mid 19th century – illustration becomes part of magazines via drawings, engravings & woodcuts

Postal Act of 1879 – postal rates & rail transportation costs plummet allowing magazine distribution to thrive; prices dropped from 35-15-10 cents, appealing to working class.  As jobs & population shift from farm to urban areas, magazines help readers conceptualize themselves as part of a nation rather than as individuals with local/regional identities

[p.320] “A magazine publisher could dramatically expand circulation by dropping  the price of an issue below the actual production cost for a single copy.  The publisher recouped the loss through ad revenue….”

19th century – concept of specialized magazines devoted to specific categories of readers develops

1880 – invention of half-tone reproduction using a dot-pattern screen

1888 – film magnate George Eastman opens photography to the masses with the first flexible-film camera

1890s – magazines (& newspapers) obtain technology to reproduce photographs

[Refresher from Ch.1, p.27:] muckrakers were journalists who exposed corruption, waste & scandal in business & politics
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1906 – Many magazines engage in yellow journalism – crusading for social reform on behalf of the public good; President Teddy Roosevelt is angered by negative reporting and labels investigative reporters “muckrakers” because they were willing to crawl through society’s muck to uncover a story; the title was intended as an insult but reporters considered it a mark of pride

1922 – Reader’s Digest succeeds as pocket-size magazine reprinting content from other publications

1923 – Time develops a new brand of journalism as teams of reporters cover stories & rewrite editors package the reporting in narrative form

post WWII – general interest magazines become prominent, offering occasional investigative articles but covering a wide variety of topics aimed at a broad national audience; a key element of these magazines is photojournalism, the use of photos to document daily life

1950s – magazines give radio a run for its money as the predominant media, helped by the visual advantage provided by photographs

1953 – TV Guide begins; good example of new trends:

· America’s interest in specialized magazines

· Growing sales power of checkout lines

· Magazines facing increased competition from TV

late 1950s – magazines begin falling victim to circumstances:

· Changing consumer tastes

· Rising postal costs

· Falling ad revenues

· TV has become the preferred family medium

1971-72 – competition from TV forces Look and Life close

The problem: maintaining high circulation figures causes publishers to sell magazines for less than the cost of production…TV more appealing than magazines to advertisers…postal rates keep increasing

THEORETICAL SOLUTION

limit # of copies printed

reduce production costs

reduce postal costs

reduce ad rates relative to TV
ACTUAL RESULT

decreased circulation makes

magazines less attractive

to advertisers

late 1980s – print & television media embrace computers that can transform images into digital form for rapid reproduction (downside to digital photography is the absence of film, or authenticity of images)

Pass-along Readership – total # of people who come into contact with a single copy of a magazine

The Impact of Convergence:

A. Why move online?

· reduce costs of paper

· reduce costs of printing

· reduce costs of postage

· expand reach to new consumers

· Web has unlimited space

B. Magazine industry embraces Internet providing interactive features other print media can’t employ:

· blogs

· original video

· audio podcasts

· social networks

· virtual fitting rooms

· printable coupons

Today – three types of magazines:

1. Consumer (Newsweek, Maxim)

2. Business/Trade (Advertising Age, Business NH)

3. Farm (Dairy Herd Management)

Most dramatic success is aimed at readers 50+, America’s fastest-growing segment and a segment typically left out of mainstream consumer culture

Supermarket Tabloids – even though they are printed on newsprint like newspapers, they are considered magazines…they tend to push the limits of decency & credibility

[NITB] November 2012 – the Audit Bureau of Circulation changed its name to the Alliance for Audited Media…its purpose is to measure newspaper & magazine circulation

Departments in a magazine:

1. editorial – lifeblood of a magazine; produces content except advertising

2. production & technology – maintains computers & printing hardware

3. advertising & sales – secures clients, arranges promotions, places ads

4. circulation & distribution – monitors single-copy & subscription sales

Strategies to maintain circulation:

· Evergreen subscriptions – automatically renew on a credit card unless subscriber requests that it be canceled

· Encouraging renewals well in advance of actual renewal date – magazine can invest & earn interest on early renewal money

Average magazine contains about 50% editorial/50% ads

Regional editions – content tailored to interests of different geographic areas

Split-run editions – editorial content remains the same but some ads are sold to local or regional advertisers

Demographic editions – editions targeted at particular groups of consumers 

Elite magazines – known for combination of literature, criticism, humor & journalism; appeal to highly educated urban readers

Magalogs – limited distribution publications that combine glossy magazine style with the sales pitch of retail catalogs

[p.340:] 700-1,000 magazines start each year; fewer than 200 survive a year
Today, there are so many specialized magazines appealing to distinct groups of consumers, magazines play a much-diminished role in creating a sense of national identity.
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