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the headlines:

What Matters Most T

submitting data to ABC in time for FAS-FAX
Today 6FAX FAS

§  Total units up 1 Single copy sales treaded water

1 The total (401.5MM copies) is up 1.1% over year ago

A B C 0 s-FAK Report for the second half of 2007 hit cyberspace this morning. Here are

Total circulation topped the 400MM units mark across the 625 magazines

1 Just shy of 50MM units sold...good news given newsstand challenges

1 Single copy
sales steady 1

1 Verified use

books...see the Dirty Dozen in this issue
drops

I Paid subscriptions rose 3%
T Reader 6s

misses 2nd half 1 Need more detail in upcoming pinks

rate base sheets to really
up is more good news for the industry
c00000000000 T Readerds Digest missed rate

Also in this issue

FAS-FAX Basics 5 1 Mixed bag for celebrity titles

A Closer Look: Rate 3
Base Guarantees

1 People and Star comfortably deliver rate base but:

T Peopleds newsstand

The Ultimate Odd 5

Newsstand Sales 6
and MRI 6s | S$§ S

1 OK! Weekly grows 24% versus year ago

Sorry, Pop Science 7

M Delivers 10% bonus on rate base

Publisher-provided, free verified circulation dropped 3.3%b

base by

di ps

1 13.6MM verified copies equaled 3.4% of total circ...much higher for some

wh ¢ Audit Bureau of Circulations S

1 Would have missed by 1IMM+ without average 433M verified copies per issue

8. 5%; St

Couple T Us Weekly up 10% overall and 13% in paid subs...verified up 169%

1 Bauer in brief: In Touch solidd -Life & Style Weekly misses guarantee
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FAS-FAX Basics

Before we get too deep inFéaXthéespscihbkesaomi notteyds FA
Audit Bureau report.

What i s ABFBXRepdt®S

FAS-FAX is an ABC report that provides magazine sellers, buyers, and consumer marketers a 35,000 foot view of
magazine circulation data. Thistop-l i ne | ook covers all publications-FAXhat
provides an early read on circulation realities prior t

What is included in this top line look?

For each title in FAS-FAX, the report provides single copy price, the number of issues published in the period
covered plus circulation statistics for the current six month period as well as the same period a year ago for these
categories:

Total Subscriptions + SCS
Analyzed Non-Paid (ANP) Circulation
Total Subscriptions, SCS and ANP

Paid Subscriptions

Verified Subscriptions

Total Subscriptions
Single Copy Sales (SCS)

= | =4 | =4 | =2
= | =4 | =2 | =

Rate Base (if any) and its components

Percent change between this six month period and the comparable one from a year ago is provided for all of the
circulation statistics.

When is FAS-FAX released?

Magazines file for FAS-FAX in the summer and winter. (There is a FAS-FAX for newspapers; that comes out in the
spring and fall.) Todayds release covers consumer maga
focuses on the consumer titles. What we are reviewing in this issue was released by the ABC at 8 a.m. EDT on
Monday, February 11.

Where can | find it?

FAS-FAX is released on the ABC website and is available to members.

Over 90% of Rate Base Claimers Make Guarantee...Match That TV

Therebds a | ot of gooBHBAXewsTheogr botdthyibs &E#ASts and subsé
the newsstandé.even the cut in verified copies.

Yet, nothing makes buyers feel better than knowing that a title delivered on its

circulation promise.

In this FAS-FAX, 305 titles provided a circulation assurance to buyers. Of these
276 made good on their promise...and delivered at least to the level of the
guarantee.

Thatds over 90% of those claiming a
about today when the television networks chronically underperform.




Rate Base Guarantees: A Closer Look

The terrific news that 91% of those FAS-FAX reporting titles claiming a rate base delivered on that guarantee

é.and then some...is just part of the story. We ar
T Whods NOT making a r(aSeee nbsa soenlcyl afiam?r t o singl e
any reassurance to their advertisers before we report on those who fell short of rate base.)
1 Who missed?
I'n all, therebs 71-FAXt Ninety-ewol { 92ddi dnd6hi geFABhere d
release. Theyol | have to submit shor t-FAXSuppemena Mest t h

missing the deadline are smaller publishers; Cigar Aficionado and Wine Spectator are the most widely used
among the late filers.

So, excluding the 92 tardy filers, we have 625 titles in this report. Just shy of half of
them make a rate base claim and slight!l

As Butch Cassidy asked the Sundance Kid: A Who ar e t hose ¢guUles
ones not providing a guarantee.

The short answer is small circulation titles. Of the 320 FAS-FAX filers that do not have
a rate base, 75% serve under 200,000 copies. Among these, many are city and re-
gional titles or highly selective books serving niche markets (Model Railroader, Cat
Fancy, Guitar World).

(Continued on page 4)

Single Copy Sal es: What 6s Behin

On the front cover, we pointed out a few facts that seemed to be at odds with other:

1. Single copy sales were flat overall versus last year

2. Big newsstand sellers were down: People (-8.5%), Star (-4.1%)

Going deeper into the nhumbers, we saw a couple of reasons why newsstand stayed even:

1 Thei ncl usion of Hear stiFAS-FQUX cfko r& tSh empflier st t i me. I
21 issues averaging 308M per issue boosting the

: Cover and Sale d Ha Percent

newsstand bottom line. Publication Price 2007 2006 Change

. . . COSMOPOLITAN $4.37 | 1,896,641 1,945,296 | -2.5%

1 Huge gains from four Meredith monthlies [pEopLE $3.84 | 1,428,760 1,561,386 | _-8.5%

WOMAN'S WORLD $1.58 | 1,317,389 1,407,355 | -6.4%

N Ci IN TOUCH WEEKLY $2.29 | 1,228,056 1,227,350 0.1%

1 Family Circle was the strongest performer R o TeT 120625 T T

among the top 10 newsstand books (top US WEEKLY $3.69 | 1,005,086 978,285 | 2.7%

. . . FAMILY CIRCLE $1.99 976,821 867,008 | 12.7%

part of this chart), adding 112M/issue. 0, THE OPRAH MAGAZINE $4.50 | 836,770 866,884 | -3.5%

GLAMOUR $3.99 747,014 861,006 | -13.2%

1 Look at both the absolute and percentage STAR MAGAZINE $3.49 712,980 743,439 -4.1%
jumps of three other MPC titles. The trio on [Gther Large Meredith Titles

LADIES' HOME JOURNAL $2.49 386,600 281,201 | 37.5%

the bottom of the chart averaged about BETTER HOMES AND GARDENS $3.49 379,667 221,333 | 71.5%

FITNESS $3.50 334,959 240,667 | 39.2%

(




Rate Base Guarantees: A Closer Look

(Continued from page 3)

Among the largest circulation group (2MM+) in the table below, there really are no major consumer titles. The
second group with IMM6 2 MM ci rcul ati on has Hachetteds Car and Dri ve
& Track, went sans guarantee only last year. The National Enquirer and WHERE magazine were the only other
notable rate base holdouts in the 1MM+ group.

d 0
ade Rate Base Publicatio aking no Rate Base Cla
Circulation Size Group #in Group | Yes No # Notables
2 MM or more 0 34 P Any AAA publication and' Kraft's custom
publication, Food & Family
1MM-2MM 54 a4 5 8 Car an_d Driver, National Enquirer, Where
Magazine
500M - 1IMM 91 74 7 10 Roaq & Track, Bassmaster, Electronic
Gaming
~ Bride's, Air & Space, Martha Stewart
200M- 500M 133 70 6 57 Weddings, Penthouse
Robb Report, Worth, The Nation,
Under 200M 306 > 2 240 American Photo, any Transworld title
Sub-Total 625 276 29 320
Late Filers 92 <} <} <}
TOTAL 717

Even the next group of 91 titles between 500M and 1MM circ has nearly 90% of the titles providing an adver-
tiser assurance.

ltés below the half million mark when the I ikelihood of
gory titles, Smithsonianod6s Air & Space,0500Mmngebavesne and a
rate base. Still, rate base guarantees are more likely in this range than not.

(Continued on page 5)

The Dirty Dozen

FAS-FAX reveals how dependent some magazines are on free

The Dirty Dozen

distribution. Some non-paid copies get classified as analyzed Twelve Major Magazines with Way | Verified as % of
non-paid by the publisher, others fall into the category given the Too Much Verified Paid + Verified
unfortunate name of verified. SKLING MAGAZINE 26
SKI MAGAZINE 56
Verified copies can be either sent to individuals or to public TRAVEL + LEISURE GOLF 55
place locations. How well-targeted or precisely-directed either \(/:VOOSRN'lr?iPOLITAN EN ESPANOL ;‘5‘
of those sub-groupings are is the topic of much discussion FAMILYEUN >
between buyers and sellers. PETERSEN'S HUNTING 22
. . . AUTOMOBILE MAGAZINE 21
We will return to that topic sometime down the road. MOTOR TREND >0
For this issue, we simply want to share our choice for this FAS- |GOLF FOR WOMEN 12
" . . . PEOPLE EN ESPANOL 1
Faxo6s Di r t.1 titeothatsimply have too much free SOUTHERN ACCENTS 18

distribution. The percentages provided as verified copies di-
vided by the total of paid plus verified. We do NOT include Analyzed Non-Paid Circulation in the base.

Why? You only get one bite of the unpaid apple. Sorry, Family Fun and Golf for Women.




Rate Base Guarantees: A Closer Look

(Continued from page 4)
I't isndt until one gets to the smallest circ books hat

Who Missed Rate Base?

The two | argest titles missing their guarantee were| Rea
The IMM62 MM circ size group had the | owest percent missing
isnédt always a Womands World...and a Boybs Life isnpt a
to fall short.

In the middle group, we find Sierra oddly paired wi h B

The 200M& 500M bunch holds Country Weekly (which comes out every other week, go figure) and Guns &
Ammo. Have to muster up some courage to call them for your rebate check.

And it was a miserable FAS-FAX for the Nutmeg State as Connecticut Cottages & Gardens, Connecticut maga-
zine, Sail, and Preservation all missed their second half guarantees.

# in Group
Circulation Size Group Claiming RB Yes No % Missing Notables Missing Rate Base
2 MM or more 36 34 2 5.6% |Reader's Digest, Playboy
1MM-2MM 46 44 2 4.3% |Woman's World, Boy's Life
500M - 1MM 81 74 7 8.6% Life & Style Weekly, Business 2.0 (RIP),

Sierra, Wood
Country Weekly, Auto Week, Soap Opera

200M- 500M 76 70 6 7.9% Weekly, Guns & Ammo

Under 200M 66 54 12 18.2% zigt,aPr:SszrvGa;isjr;,n(SIonnecticut, Connecticut

TOTAL 305 276 29 9.5%
The Ul timate Odd Coupl e: | eader’s‘55
Two institutions in American magazine publishing (not to mention American cul- DlgeSt
turg) share a dubious d_|st|nct|or_1 todéy. They are the largest titles to undershoot m“o'e
their guarantees to their advertisers in the FAS-FAX.
Canét say that Playboy was such a surprise. They made
Plus, they missed it in June 2007.
But, the Digest? That surprised me. Sure, I knew they took the rate base down to 8MM with the January 2008
issue, down from the 10MM guarantee for the second half of 2007. In their mid-year pink sheet, the Digest re-
ported a l|little over 10.1MM circ. So, why did they| fal
Publisher Jeff Wellington ki ndl weplmadgoomissthedratebaseimaach qgluer vy
i ssue this fallodo leading into the | ower 8MM rate base |
That sounded to us that the book covered off clients in
foll owed up asking if our assumption was right. Jef f r

Guess I was the only one out of the loop.




Newsstand Sales and Issue-Specific Audiences
Woul dndt you think there would be a
circulation for a magazine?
How about between a titleds newsstan
delivered for the same issue?
You might be surprised to find out that an all-star quintet of researchers at
MRI* (Julian Baim, Martin Frankel, Michal Galin, Joseph Agresit and Kerry
Zarnitz) found that the relationship between issue by issue audience and both
total circulation and newsstand circulation was weak.
The correlations were positive (thatés good) but not fterr
That got me wondering why that might be.
There are many possibilities including:
T Little circulation variation from issue to issue f ol
Issue Specific Study (ISS). The paper points this out.
1 The normal bounce associated with sample research.
1 The inability of newsstand copy-generated audience to stand out over public place copy-generated audi-
ence.
What do I mean by that last possibility? Total Audience Components
Total audience is composed of primary and pass-along readers (see sidebar). | Primary: Those readc—‘-trs who ei-
The | atter -agromwygp épadser séincludes th therboughtthemagazmecopy ook i
copies in places | i ke doctords of fi g themselves (single copy or by sub- and
scription) or live in a household
The role of public place copies generates much conversation in our business: where someone else did.
1 Waiting .rc_)om copies const_itu_te about_ 7% of all copies (according Pass-along: Those readers who
to Waiting Room Subscription Services) obtained the copy second hand (in
1 These copies produce about 25% of all readers (MRI) a public place, from a non-family
o . . ) member, etc.)
1 Waiting room copies are created with generating about 30 readers
per copy (RPC)
o I
1 Locations like salons produce even more
With those high RPC levels from public place copies, do newsstand copies (credited ml
in one study with yielding 4 readers per copy) stand a chance to influence total
audience? |
Mediamark Resecardh & intelligerce
*You can find thispaperin MRI 6 s bif bpapgrs from | ast fallodés Worl dwi dle Re
you in this direction in our first issue. Look for the p
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Newsstand Sales and Issue-Specific Audiences

(Continued from page 6)
A few numbers may help me make this point. Take a magazine with 1.4MM total circulation:

1 Suppose the publisher put 200M copies into public places and sold 1.2MM copies either to
subscribers or to single copy buyers

1 If the subscription and newsstand copies generate 4 RPC, then these 1.2MM copies
generate 4.8MM readers.

1 If the public place copies generate 25 RPC, then these 200M copies generate 5SMM
readerséslightly more readers than were pr

You can see the challenge facing any one hoping to find a relationship between shifts in newsstand sales and
audience with this example. Readership, in this example, is really driven by the public place copies.

There is little chance anyone will find a correlation between readership levels and newsstand sales when there is
significant Ainterferenceod The audiente gepatatdd py theigublic placp | a
copies can just swamp any incremental audience generated by above average newsstand sales.

However, for a magazine that relied heavily on newsstand sales and did not use any or many public place cop-

ies, we might find a stronger correlation between n
Thatds the hypothesis. Letds test it out.
(Continued on page 8)
resmororeun
Pop Sci Survived the Wal*Mart Buzz Saw '5’8%.’%@5

CircMatters mistakenly listed Popular Science, a Bonnier title, as being bounced by Wal*Mart in our ' v
last issue. We want to correct that.

The title is still there but sadly many of its Bonnier brothers and sisters are out: Parenting, Garden Design, Skl,
Salt Water Fisherman, and a bunch of the Transworld titles.

We (and others) were mislead by the list of over 1400 titles that Wal*Mart allegedly cut. Pop Sci was on that

l' ist but itdéds fineéitds st i Whywasitdnthdlistifiteneverewaa ¢cut?e r .

The short answer: Pop Sci switched distributorsé movi ng t o Comag (the Hear st
after it was acquired from Time Inc. So, it appears on the Wal*Mart list under the former distributor, Time
Warner Sales.

Spreadsheet maintenance doesndét seem to be a core ¢
pointed out in the |l ast issue, the Wal*Mart | ist co
for 2+ years. Now, we also see how a change in dis

You would think that a retailer responsible for 15-20 percent of magazine sales would be a little more careful
when it constructs a list of titles that it is going to drop from its shelves.

When a giant sneezes, a lot of people can catch a cold.

19
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Newsstand Sales and Issue-Specific Audiences

(Continued from page 7)

I asked MRI if they would share the issue by issue audience data for two titles: In Touch and Star Magazine
(Star hereafter).

Why these?

In Touch is pure.

(Continued on page 9)

T No verified or sponsored circulation at al/l

1 Plus, its circulation is virtually all single copy sales; 97% of all copies sold in the first half of
2007 were newsstand

f I'n Touch was not in Rapid Report in 2007 and s
their pink sheet is published

Star provides a |little more varietyéand an opportunii
esting case study.

1 Very little verified circulation in the first half of 2007 (0.7% of the 1.46 million circ total) and all

- of was individually addressed. (Note: there were 40M sponsored copies out of those 1.46MM
paid going to public places.)

T Verified copies jumped to slightly over 3% of
know yet whether these verified were public place or individually address as Rapid Report
doesndt break that outéthe pink sheet for the

1 In both halves of 2007, newsstand sales accounted for 50%+ of total circulation

Before we get t oo wéearegnlylloekingat twe titleshiere.r So, we want to be careful

not generalize too much. That said, I think the findings are worth sharing.

Where should we begin?

Letds start with something simple. Do the worst an
high MRI audience estimates?

Worst Sellers

We d | | |l ook at the issues with below average newssta
Here are the covers that came up short of average.

Zi
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@MATTERS,

Newsstand Sales and Issue-Specific Audiences

(Continued from page 8)

Letés talk about the two January to June AMRI 6s (aud

T I'n Touchds 4/30/07 fiHeroes of Virgini a: indices are the I
lowest among all 26
i ssueso for

Touchoés wor
T MRI'6s | SS numbers are very much i n sellingcover. [

copy performance

1 It sold 32% fewer copies on the newsstand than the average issue in the
first half of 2007. Thus, the 68 index in the column next to the issue date.

1 The audience indices are not only well below average but MR 6 s i nd _ _ _
for adults and women are the lowest among all 26 issues published in the first half of
the year. Nice congruence.

1T Stardés worst sellers both featured Angelina Jolie.

T The first halfbés bomb: Brangelina AThreesomedod
the titleds first half average

1 Once again, the MRI ISS index numbers are also well below average

1 Also, once again, none of the 26 issues of Star had lower MRI indices for adults and
women in the first half of 2007

Newsstand Index MRI ISS Audience Index

Magazine Issue Date vs. 6 Mo. Avg. Adults Men Women
In Touch | 4/30/07 | 68 [ 73 ] 8 | 72
Star | 5/28/07 | 79 [ 75 | 8 | 72
Star [ 9/24/07 | 71 [ 120 T 124 | 119
T The symmetry falls apart with the worst seller of

{ This issue sold 29% fewer copies than the 2" Half average but generated MRI ISS audience
indices all above average.

Ahheé. but remember, Star in the second half of 07 re
verified in the first half.

Perhaps the use of wverified copies introduced fAnoi s
gle copy sales and low audience levels that we saw with both Star and In Touch in the first half.

Best Sellers
How well did the ISS data parallel the best selling issues on the newsstand?
Not too bad.

The covers and the data appear on page 10.

5/ 2¢
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Newsstand Sales and Issue-Specific Audiences

All three of the strongest selling issues shown here did roughly on par or better than average on the three audi-
ence indices.

The indices on circ did not diverge as much for the best sellers as they did for the disappointing covers.

T The newsstand bump for I n Touchoés 2/12/ 07 fAKatie Brea
T That wasno6ét | i ke the 30+% difference we saw on the

T Stards best selling ABeach Bodiesd issues had biggder
T These two issues performed very wel/l in MRI &6s | SS.

audience indices for all three demos of any Star issue of the second half.

Newsstand Index MRI ISS Audience Index

Magazine Issue Date vs. 6 Mo. Avg. Adults Men Women
In Touch | 2/12/07 | 118 | 99 [ 118 | 9
Star | 6/4/07 | 127 | 106 | 122 | 100
Star | 9/10/07 | 125 | 129 [ 143 | 125

What 6s up with the men?

Webve highlighted the mal &l threedest seHBersihave bbogembrmhmalee abov e.

readership levels. What might be going on here?

The short answer is that | have no idea. | found it i n

Speculating on what might be going on here produced some entertaining theories:

1 Could male buyers be driving up the sales of these issues? The male readership and

newsstand lifts are similar in direction and magnitude. _

f Might men in fAman/ woman shopping toget AWhatos u
this title this week because an interest in the cover story? (Maybe with the two the men?
Beach Bodies top sellers but TomKat?) All 3 best sellers
have above

1 Could less frequent women buyers be bringing these issues home to an underserved
segment of male celebrity title aficionados?

norm male
readership.o

With both the worst and the best sellers for these two titles, I came away with the feeling that _
the MRI ISS data reasonably paralleled newsstand sales, especially on the worst sellers side
when there was no finoisedo entering from |l ots of publ

B tWiC




Newsstand Sales and Issue-Specific Audiences

Guessing that some readers may want more rigor, I ran correlations of issue-by-issue newsstand sales with MRI
audience levels for adults, men, and women for 3 groups of 26 issues (In Touch from 1H 2007, Star from both).

Youdl | recal |l the correlation between audience and news
noted at the beginning of this article. Given our ear|l

1 The correlation would better than the level (0.14) reported in the earlier-noted MRI paper for both
In Touch and Star in the first half. Why? Little or no public place copies to cloud the relationship.

1 The correlation would be better for Star Magazine in the first half of 07 than in the second half for
the very same reason, namely that the use of verified copies grew from 0.7% of total circ to 3.2%.
Here are the correlation coefficients for the three demos for each hypothesis:

1 Hypothesis 1: The correlations between newsstand and audience for the two books in the first half (left
hand chart above) are stronger than the 0.14 coefficient reported by the MRI team for all titles.

1 Bottom line: When you examine a title with no or very little public place distribution, you get a
stronger relationship between audience levels and single copy sales.

Correlation Coefficients

Newsstand Sales and
MRI Issue Specific Audience
Time Frame| Adults| Men |Women

Title

In Touch| 1st Half 07| 0.30 | 0.20 0.30
Star | 1stHalf07| 031 | 0.28 0.29

1 Hypothesis 2: The correlation found for Star in the first half, generally around 0.30, was not sustained in
2H 2007 when verified copies rose by a factor g
tion between newsstand copies and female readership fell to zero (actually negative). Yet, the relation-
ship between single copy sales and male readership stayed strong with 0.36 correlation coefficient.

1 Bottom line: When you introduce more verified copies (probably placing them in beauty salons and
other locations where females can find them but not males), you wipe out the correlation of
women audience and newsstand sales but you don

Correlation Coefficients
Newsstand Sales and

MRI Issue Specific Audience

Star | 1stHalf 07| 0.31 0.28 0.29
Star | 2nd Half 07| 0.10 0.36 -0.03

(@)

reat

0y

Some may question why audi ence Hodssue single abmysales variamces.el come | i n
away from this admittedly limited investigation feeling that no one should have high expectations of finding that
type of strong correlation when single copy sales produce such a small portion of total readership for most titles.
Certainly, should anyone criticize the | SS data because

its newsstand circulation, that would be quite out of place.

After all, you canét blame the mirror because your £
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Thanks for Your Feedback on |

I want to thank you all for the positive reaction to the first issue of CircMatters.

Hundreds of notes came in and | enjoyed read y o
f Carat CEO and ABC Board Member, David Verklin: i (
talks about circulation in a cogent, concise, Jand

T Friends |like Barbara Borg (OMD) commented that| it

Barbara?) and Vi cki Schwartzman (L&6Oreal) thoujght
f Robin Steinberg (MediaVest) got right to the ploint
1T Veteran John Drugach called it fAtight and briglhto

Grieco (Unilever) said it was fAawesomeo. I 6m moi s
1 Daughter Magen Hanrahan (Group Media Director at Starcom) said Issue 1 "almost reads like a

dishy magazine, but with useful info."

1 Hogar Latino CEO Filberto Fernandez asked me tjo fk
Thatdés my plan, Filberto. This issue and the next one
these issues with colleagues, competitors, and anyone else who deals with the business side of magazines.

Any one who subscribes will get all the free issues. Paid subscriptions will start with Issue 4. The cost

when we move to subscription mode will be $400 for 17 issues starting with Issue 4.

If you received this issue from a friend and want to subscribe or get the final free issue, send an email to
jack@circmatters.com. We 61 1 take it from there.

We need to mention one last thing. We said this issue would give you a fast look at the second half 2007 ABC

Magazine FAS-F A X . With five pages on todayods release, we |lhope
reader s. We al s o higgésttinveaitaich foe magazine buydre and sellers. That article is

in the can but not in this issue. Our coverage of FAS-FAX and the story on Issue Specific and newsstand sales

got us to a twelve page issue...and we thought it bette
on whatodés the biggest time drain for sellers and buyers
Cordially,

Jack Hanrahan
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