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Welcome to CircMatters

First, |l et me introduce myself.

ceiving this know me but, for tho
myself in a second. First, I 6d r
CircMatters is about the business side of magazines . It 6s

salespeople and circulators, for agency strategists, researchers and buy-
ers, for advertiser clients, investors, and analysts, for journalists, educators, and anyone
else that touches the ever-changing world of consumer magazines.

It will report on topics that those passionate about magazines dissect, discuss, and de-
bate. That could be anything from seller/buyer issues to circulation trends and develop-
ments, from web/print integration to research on audience measurement or magazine
effectiveness.

CircMatters will save you time. Therebs |l ots of data c¢omi
rections. Itds harder and harder to keep
you precious time in the process.

CircMatters will have a point of view. Wed6l |l seek dialogue.
holding different views. Future editions
with é0 where weol | interview magazine pr

topics that matter.
Hopefully, all that is intriguing to you but who is Jack Hanrahan? Good question.

Over my media career, | directed planning teams on major clients and ran an agency

medi a research group (Leo B¢tolaeandaqgMO ofladue-e

cessful mediastart-up ( Pri me Point Medi a); |l 6ve | ed
and Outdoor (Burnett) and, most recently,
zine buying units (OMD). Now, if you I iké¢
Welcome to CircMatters! Pl ease send us your comment s

like to have you as a subscriber. To receive the next two issues with my compliments,
just send an email to jack@circmatters.com. Forward this issue on to your colleagues
and others who might like to see CircMatters. We are taking a three issue hiatus from
the whole copyright thing. More subscription information is on the last page.

Thanks for giving CircMatters your time today.

CircMatters is published 17 times a year and copyrighted © by Hanrahan Media Services LLC, 42 Brodwood Drive, Stamford, CT 06902. Tel 212-729-4063.
E-mail: jack@circmatters.com Founder and Editor: Jack Hanrahan. Subscriptions $400/17 issues. All rights reserved. Reproduction in any form without written permis-
sion is punishable up to a $50,000 fine. Reprints available: Call or email.

Han
Dnot

ng a
up.

espe
wi |
b f es

hbeen
age.
dir



mailto:jack@circmatters.com
mailto:jack@circmatters.com

@MATTERS,

Wal*Mart Bombshell: 1400+ Magazines Out

If you were planning to head over to the local Wal*Mart to pick up the latest copy of
Redneck World magazine, back up the pick-u p, Bubbaéit aindt g

But neither will The New Yorker, LHJ, Parenting, Guideposts, Saturday Evening Post or ==
the large print edition of Readerds Diges

Keith Kelly at the New York Post recently broke the story that Wal*Mart was dropping
over 1000 magazine titles from its racks. The giant retailer made no official announce-
ment to the press and would not release a list of affected titles to CircMatters despite
several attempts to gain those specifics.

However, thanks to the journalistic enterprise of Mr. Kelly, a list of those titles cut by Wal*Mart is available.

Hereb6s a rundown of what and who is on the |ist:
T 1418 dropped titleséthat sounds scary but 66% arle p
T Many titles on the I|Iist were already goneégone as i |
list?
1 We might cut the spreadsheet tenders at Wal*Mart some
slack for not cleaning up items for 2007 casualties like Jane,
Cargo, Teen People, Business 2.0 (listed as Business 20) and WAL* MART
Nick Jr. But someoneds been Savemoney.Livebetter. " t olo | ¢
departed titles like Inside TV (2005) or Lifetime (2004) are
still on the Excel file.
1T Sprinkled among the fimainlined no | ongero sports ani
favorite), and various puzzle books are some maj|or
grouped here by category):
9 Business: Business Week, Fast Company, Forbes, Fortune, Inc.
1 Thought Leader: The Atlantic, Economist, National Review, New Yorker, Industry Standard
T Young :Mdaxiny Spin
1 Upscale: Robb Report, Wine Spectator, Cigar Aficionado, Travel + Leisure
T Womenés Spe c iHame, Metropobtanddente, W, Town and Country, Cookie
Confusion existed regarding how the Wal*Mart decision impacted Meredith Publishing
(MPC). Initial reports had MPC taking a big hit: Better Homes, Ladies Home Journal, s |t was a case o
and Fitness were reported to be headed out the door. All three were, in fact, named
on the Ahit | isto that surfaced. ( Fami Ryt hand not MORE
knowing what
Now, the decisionbs been reversed. A A . > came
. the right hand , ~
form of a call from Steve Lacy (Meredit [ nos
retailer. And, as they say in the NFL, upon further review, the three MPC were back was doing. o
on the shelves. MPC has a licensing deal with Wal*Mart with Better Homes & Gar-
dens name product s. Apparently, the f o *Mart o6




Wal*Mart Bombshell

(Continued from page 2)

not factor that in when they pulled the initial 1|is
the right hand was doing, 0 said a senior MPC execut

Wal *Mart b6s greeters had a FirstaAbhidgooE iganyl pyedemnn

vV e

tSave

i sh). Out are the Swedish publisherdéds Parenting, Popul

Caribbean Travel + Life, Yachting, and at least 5 Transworld titles. OUCH! (no translation required).

CircMatters contacted Wal*Mart multiple times for information, confirmations, and explanations. While the
retailer was prompt and polite in responding, forthcoming they were not. Net: Not much came back.

Tara Raddohl from Wal*Mart Corporate Communications did offer that
AfAs a retailer, we are constantly e
and adjusting based on customer demand and the availability of retalil

T space. We made a decision to fine tune our magazine offerings to best
W,Jﬁ.

- fidt our cust omer s’ needs. 0O

g ! Rty
FSIRRM % 5 : . .
While Wal*Mart accounts for about 15 percent of U.S. magazine retail
sales, reports estimate that the cut titles represented 3 percent of the

circulation sold at the mega-retailer.

Al | YoueéeAl |l Good

When you think of magazines at Wal*Mart, you think of All You. After all, Wal*Mart is the
only place you can buy a single copy of this Time Inc. monthly.

So, when Wal*Mart dropped a shopping cart full of magazine titles, CircMatters figured this
had to be good news for AlIl You. Publisher
ment with Wal*Mart remains in place.

jmNo surpr i sawedaped aearty 400,008 single copies over the first half of

val

Di a

2007, according to All Youbs Publisherdés Statjemen

move to clean out some titlesénot just for her gr owij
titles which may not have had the same resonance with Wal-Ma r t 6 sdrivemrhaoket, all remaining titles
will end up being that much stronger, 0 she noted.

Asked what second half 07 single copy sales will reveal, Oshin said her November issue broke the 500M

single copy sales mar kéand D.eRate lmase gumped to B00M im Jamuanpaad t er
wi || bump to 900M in July. Oshin modestly credited
fifembarrassment of richesd the book was experiencingl

CircMatters asked whether Analyzed Non-Paid (ANP) copies would continue to be carried in the rate base.
They will. Oshin said the level of ANP will be lower in her December pink sheet. The 72.8M ANP freebies

are individuallydaddereessbdppersval uee 49.8M verified

ng
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All You...All Good

tors offices. Oshin shared that the verified copies went to these types of businesses within 10 miles of a
Wal*Mart. This seems like a smart, strategic, sample-reading use of verified.

Yet, the level of free distribution (verified plus ANP = 122.6M) might bother some agency buyers. Buyers
should factor in what stage in its |ife cycle a maggazin
publisher-provided copies is too high.

All You is not yet 3.5 years old. Give the kid a break.

You Asked for I téYou Got I|IteéeWhere a
Sorry about the odd title for this piece.
CircMatters figured t-bydts,suief Atulde etnictel é©a e jjlust
pass it by. After all, thatos whamy—imsWs are d
product from Medi amark Research & I ntel MRI ) .
granular, faster information they have been asking for. are on board.

Kudos to
Letds back up at bit. Starcom and
In forum after forum, many agencies have pushed for data that would make maga- gﬂu?:]agvtiz:or

zines more comparable to and competitiyv ——— her| med
was getting audience data on every issue published. This would take magazines to a ;

place well beyond an average issue audience. “

In April of 2006, in response to the marketplace (publishers, advertisers, and agen-
cies), MRI announced a self-funded pilot study of issue specific audience measurement. Self-f undedé . as$ i n
AMRI paid for it themselveso. That pil ot -baseddssueed i nto

Specific Study.

In June 2007, MRI hit the streets to sign up subscribers for this new product. For the most part, support
has come from key publishers. To date, only two agencies are on board. Kudos to Starcom and MediaVest
for putting their money where their mouths were.

Wherebs everyone el se?
ltds time to get on board.
Sure, the data provided are indices and those indices (right now) are solely on adults, men, and women.

Too | imited? No wayénot at this early stage of what <co
measur ement . Thereds a | ot to | earn from what i s out t

Need convincing that the data released by MRI to date have value?

Look no further than a paper delivered at | ast fallpgs V
researchers from Time Inc., Mediacom, and MRI (see footnote on page 6 for authors and link to the paper).

(Continued on page 6)




The magazine lover's best friend \
Is There a Maghound in Your Future? .;‘:E“:m;l"“
A Maghound? According to cut e ogo, i ma g a z
innovative idea on the magazine circulation front in years.
Maghound?
Yes, Maghoundsouhdiobrsg amame dat first perhaps. But read
over any initial squeamishness about the name by the time you finish.
So what is it? Some say: Think Netflix for magazi nle su
This fall, Maghound could become a new way for consumers to buy magazines . Herebs how|it
work:
T Maghound is selling a membership in a service; ||tods
1 As a Maghound member, you order the magazinesyouwantf or as | ong or as short
You pay a monthly fee for what you choose. Final pricing has not been released but test versions
had pricing as follows:
1 3 magazines for $4.95 a month, 5 magazines for $7.95 a month, 7 magazines for
$9.95 a month
1 About 20% of the available titles would be premium-priced
f You manage your membership onlineéon one screen a
you want them.
The brainchild of Brian Wolfe and team at Time Inc. Consumer Marketing group, the simplicity, flexibility
and power of Maghound will not be exclusive to one publishing house. In fact, the more publishers and
titles, the better, said Wolfe in announcing the service.
A viability test conducted by Time Inc. indicated that users: e ]
91 Liked managing all titles in one place (no more multiple re- Geta”your magazines
newal notices!) for one low monthly price!
1 Took over 10 minutes to review titles and fill out their order o sasyiers whatyouder
f Ordered 4.7 titles per order on average SRS
The test also revealed that people were upset when they learned at the .
end of the ordering process that this was only a test. They wanted to . e /
order right then. Thatés a good - ' (1 f vy
AiMaghoundo, you can read the blog P ey /f"hat v
find that it wasnot fAliveodo yet wh ulse N
Wolfe noted that those who tried Maghound were younger, better edu-
cated, and more affluent than the typical Time Inc. title subscriber. If oot P Pt S
this is borne out when the service goes live, this bodes well for keeping o
magazines6 demographic advantages over other medi
Where will Maghound sales go on an ABC statement?
(Continued on page 7)




You Asked for ItéYou Got | g Y
(Continued from page 4) 1 —

When the study was done, MRI had released /\ithoutthe car 6
of the interesting and important questions the paper explored: (issue-by-issue)

_ _ _ _ data, will you be

1 Do high r.ea(-j-er-per-copy (RP-C) 'Fltles (like .Brldes or Soap OperaIWeek.Iy) have as smart as your
more variability between their highest audience and lowest audience issues than competition in the
. . . " _
do low R?C k.Jooks (like Working Mother and Family Fun)® next big new

1 Einding: No, apparently not. The two S T iFia,[bCo

gapo from high to |l ow performing i
1 Does the cover subject of People magazine influence the total audience level?

1 Einding : It seems to. Covers dealing with tragedies like the Virginia Tech shootings, the
Amish School Massacre, or kidnappings tend to index below average. By the way, this be-
|l ow average audi ence deway mabitdent foonewsiweekliea;gheidy clov e
Virginia Tech shooting issues performed on par with the average issue for Time, Newsweek
and U.S. News.

1 Does the male/female skew of a title shift with the cover subject?

1 Einding: For Entertainment Weekly, the study foupnd
while covers showcasing TV celebrities or TV sh
everyone seemed to like Johnny Depp (or pirates) as you can see from the covers below.

Date: 5.18.07 7.14.06
Female Index: 135 134
Male Index: 124 119
Therebds | ot more i n t h#inkpnvigreeyou.stand Grhtldsdskue-bytissue imitiative. Re
ltds time for those who havenét subscribed yet, particu
play. Data is coming on stream allowing giving those with access the first chance to see what seasonal
variations there are (or not) by title and genre.
Without more agency support, will this new resource continue?
Without the data, will you be as smart as your competition in the next big new business pitch
for a big magazine spender prospect?
Do you want to take the chance that the answer to ejthe
Note: To read the paper written by Caryn Klein & Lori Jacobs, Time Inc. Alan Rovitzky, Mediacom, and Mickey Galin, Julian Baim, and
Marty Frankel, MRI, go to the MRI library to find this and other papers on issue-by-issue audience research.



http://www.mediamark.com/showcontent.aspx?content=~/MRI_Library/001_White_Papers.xhtml

Quick & Simpleé.and Growing

One of the great things about ABC6s Rapid Report is
i mportant circulation trends earlyéand act accordin
Thatods the case for anyone l Quick & Simple - Avg. Issue Sales (M) - 2007 np |
Report entry from earlier this month. The Hearst title has 325

315
3 305
295
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e 275
i 265
255
25
235
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been growing nicely throughout 2007. The chart to the right
presents the average sales per issue for the 33 issues pub-
lished from February 6 to October 30, 2007 (the last issue
posted as of January 2 ®RéphdéRe-6
port and remember your first name is Quick!).

Aug | Sep | Oct

Feb | Mar | Apr | May | Jun | Ju

The story is promising through the end of October: ‘lAvg.\ssueSa\es(Mi 244 | 248 | 266 | 266 | 274 | 282 | 307 | 305 | 312

1 28% growth across these 9 months

1 Fairly consistent upticks across the period with some marking time in March, May, and September
1 The last 3 issues reported over 300,000 copies sold for each

1 The October 30 issue hit 368M, delivering a 93M bonus over the 275M rate base at the time

Now, some months graphed here have three issues and
findings. Webre | ooking at how the average issue d
The book is clearly gaining reader acceptance. Unt

verified copies.

With the September 25" issue, a few subs started being reported. By the last issue posted on Rapid Report,
Q&S was showing 27M subs and also 25M verified copies.

The rate base guarantee grew to 400M in January 08 for the 42X a year title.

Is There a Maghound in Your Future? (e

N

(Continued from page 5)

David Ventresca, president of Maghound, said that initially these copies will count as single copy sales. He
added that the reporting for the Audit Bureau of Circulations has been gone over multiple times.

Ventresca nhoted that #fAWhen t henigleevelvemo itsowncladsiiceae i n t
tion on the ABC audit report. 0 He added: iAs far as the value t
flat fee, you can choose from hundreds of magazines

Some skeptics question whether loyal magazine subscribers will embrace Maghound. We think those folks
miss the whole point. Maghound seems well-suited to make magazines easier to sample for whatever
length of time that best suits the user.

The service may be just what the industry needs to bridge consumers from buying a single copy
to taking a subscription.

And we love the name.
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@MATTERS

Pink Sheet Previ ewlheSixX®stenre n6s Service

With all of the major womends service titles submitting

1 Give readers a peak at what the pinks for these titles might| ook | i ke when rel eas
cause Rapid Report submissions are subject to change and any revisions could go in either direction.
1 Do some comparisons on:

ed.

T How many i ssues have been whegbosr tseldovb yand twheo?d s Ypo

1 How long it takes for that first posting to go up on Rapid Report?
1 Whether all the books are making their rate base guarantees ...if so, how big is the bonus?
1 Whether they needed unpaid, verified copies  to make rate base?

Before we dig in, CircMatters wants to share that the data presented here were current as of MLK Day 2008

(January 21)éthatodés right, no three day weekends herneéa
way, if one of the titles submitted anything since Janu

Issues Reported

T Only one title had all second half 2007 issues i
1  While the other sisters may view BH&G like the classmate who always got her homework in on
time, webre sure buyers |l oved seeing the com
1 Slowest are the two Hearst titles: Good Housekeeping and Redbook.
1 Each only had four issues posted. Nothing past October by January 21.
1 Speed of getting the first report in was virtually a dead heat between the three Meredith titles and
Hachetteds Womands Day.
1 Each took about 10.5 weeks after its on-sale date to post its first RR entry
1 Good Housekeeping needed about another 4 weeks more than everyone else to submit something to RR
9 CircMatters cut Redbook some slack since Hearst only recently added it to the RR roster of titles

Rate Base Performance

1 Good results here: Everyone was tracking above rate base for the average of the issues posted.
Thatdéds why itbdés all fYesodo in the ARate Base (RB)
1 The margins by which each book made rate base are provided as both number of copies (in thousands)
and in percent of total circulation. Family Circle gave its advertisers the biggest bonus €l56M
ies. Womanods Dadgeliveraddy 134M
T Note: The rate base bonus numbers included
look at whether publisher-provided freebies were needed to make rate base or not on the next
page.
The books almost had a perfect record in making rate base on every issue reported. The only hiccup was
GHO6s July issue which missed by 88, 000éabout 2% of i
LastIssue | Av.Wks. To
Title # Reported First Post RB Made? By (000) By % Issues Missed
BH&G 6 Dec. 103 Yes 87.5 1.2% 00f6
FAMILY CRCLE 7 Nov. 29 10.6 Yes 15.2 4.1% 0of 7
GOOD HOUSEKPG. | 4 Oct 14.5 Yes 60.3 1.3% 10of 4
LHJ 5 Nov. 10.8 Yes 97.7 2.6% 0of 5
REDBOOK 4 Oct. il Yes 92.4 4.2% 0of 4
WOMAN'S DAY 7 Nov. 13 10.7 Yes 133.9 3.5% 00of 7

pl et
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@MATTERS,

Pink Sheet Previ ewlheSixX®stene n6s Service

To quote an old boss of mine: Does your hair hurt

Giving It Away

Let 6s f oc us vaified drdulatioru séep whf | iprevidedr unpaid copies to either public places (salons,
doctords offices, etc.) or directly to individual s.
mix but suffice it to say right now that:

1 We think there a role for this type of circulation
1T Wedbet hered when itds used to make rate base

The chart below tells you:

1 How much verified circulation on average was used in the issues reported in RR

1 Whether those publisher-provided copies were needed to make rate base

1 How the number of verified copies compares to the level of bonus copies delivered. This is reported as an
index (Verified/Bonus).

What did we find out?

The first four titles in the list below all topped 100M verified copies per issue.

Redbookds use of verified was very modest

Womandés Day used none

Three titles needed verified to make rate base: BH&G, GH, and LHJ

Three titles didndét need verified to make guar an

1 Even though, Family Circle had 126M verified copies, they were NOT needed to make RB. Remember
that FC bonus of 156M copies we noted on the p
level of verified circ. So, a lot of verified but none was needed to make guarantee.

1 The three titles that needed verified needed it to different degrees. We can see this with the Verified to

Bonus Index in the right column.

T LHJ barely needed verified to make RB. It onl
the 107 index.

1 BH&G needed its verified circ more than sister LHJ. It delivered 62% more verified copies than its
bonus.

1 GH was way out there at a 234 index...really needing verified to deliver on its promise to advertisers.

= =4 —a —a A

Verified Circ. Use
Indexed to

Title (000) Need for RB? Bonus
BH&G 141.7 Yes 162
FAMILY CIRCLE 126.2 No 81
GOOD HOUSEKPG. 141.3 Yes 234
LH] 105.0 Yes 107
REDBOOK 17.9 No 19
WOMAN'S DAY 0.0 No 0

A final reminder: These stats include issues reported as of 1.21.08. Figures in RR are NOT final.

The fun never stops.
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Insight and Information on

Magazine Selling and Buying

Produced by Hanrahan Media Services LLC SOON ON THE WEB AT
Jack Hanrahan, Editor and Publisher
42 Brodwood Drive

Stamford, CT 06902 (THE PRINT VERSION HAD TO COME FIRST!)
Phone: 212-729-4063

Email: jack@circmatters.com

How To Continue to Receive @um

CircMatters is a subscriber-supported newsletter.

CIRCMATTERS.COM

Or better said, we hope it will be. First, we need to prove our value to you.

So, this first issue plus the next two issues of CircMatters will be complimentary to everyone. To re-

ceive the next two issues at no cost, send an email to jack@circmatters.com . We 61 | take it [fron

Please forward this issue to your colleagues and friends in the business so they too can send me their email

addresses. Your help in spreading the word during the three issue trial run is appreciated.

After youdve seen the first three issues, we believe yo

1 Our upcoming analysis of the new ABC Fas-Fax alone will save you hours of time.

T The perspective youdll get on industry issues and |[dev
to irritate.

Weébéll give you all the details about how to subscribe s

letter a bit. So, for now, enjoy CircMatters with our compliments.
The cost when we move to subscription mode will be $400 for 17 issues.
Our mid-February issue will:

1 Cover the second half 2007 ABC Magazine Fas-Fax

1 Name the biggest time drain for magazine buyers and sellers

1 Have a guess what the biggest time drain for sellers and buyers? Send it to me when you
ask to continue to receive these. I 611 reqj
of how the answers fell between sellers and buyers.

Send us your comments on this issue and suggestions for future efforts. Thanks again for your time. | know
how valuable it is.

Cordially,
Jack Hanrahan

bor t
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