DOCOMENT RESUME

ED 132 579 CS 203 099

TITLE Magazine Profiles: Studies of a Dozen Contemporary
Magazine Groupings.

INSTITUTION Northwestern Univ., Evanston, Ill. Medill School of
Journalism.

PUB DATE Dec 74

NOTE 192p.

EDRS PRICE MF-$0.83 HC-$10.03 Plus Postage.

DESCRIPTORS *Content Analysis; *Evaluation; Higher Education;

Journalism; Literature Reviews; *Periodicals;
*Student Develcped Materials

ABSTRACT

The 12 papers collected in this volume were written
by graduate students in a magazine publishing seminar conducted at
the Medill School of Journalism, Northwestern University, Evanston,
Illinois. Papers discuss a range of topics related to contemporary
magazines and are of interest to editors, publishers, journalism
educators, and students. Titles include "Black Consumer Magazines:
*Black Enterprise,' *'Ebony,' 'Essence'%; "Regional lifestyles:
*Better Homes and Gardens,' *Southern Living,'! 'Sunset'"; "Men's
Entertainment Magazines: 'Oui,' '"Penthouse,' 'Playboy'"; and others.
(KS)

* Dacunents acgulzeﬂ hy ERiE include :any infcrial unpublished *

* materials not available from other sources. ERIC makes every effort *
* to obtain the best copy available. Nevertheless, items of margipal - * -
* reproducibility are often encountered and this affects the .quality *
* of the microfiche and hardcopy reproductions ERIC makes available: *
* yvia the ERIC Document Reproduction Service . (EDRS). EDRS. is not - *
* responsible for the guality of the .original document. Reproductions *
* supplied by EDRS are the ‘best that can.be made from the ariginal. *
* *




ED132579

E

Aruitoxt provided by Eic:

o S2030 797

s

U5 DEFARTMEHMNT OF HEALTH,
EOUCATION L WELFARE
HATIONAL IHSTITUTE OF

EDUCATION

THiS DOCUMENT HAS BEEN REFRO-
DUCED EXACTLY A5 BECEIVED FROM
THE FER50N OR ORGAN 1OM ORIGIH-
ATIHG IT POINTS OF Wi 3R ORINIONS
STATED DO NOT WECES5ARILY REPRE-
SENT OFFICIAL NATIONAL INSTITUTE OF
EDUCATION POSITION OF POLICY

MAGAZINE PROFILES

Studies of a dozen contemporary magazine groupings

The publication of Magazine Profiles has been made possible

through a grant to Medill by John H. Johnson, President of

the Johnson Publishing Co., Inc., Chicago.

Medill School of Journalism
Northwestern University

Evanston, Il1l. 60201

December, 1974

(ch:}



Preface

Magazine Profiles is a collection of a dozen papers written by
Médill during the fall quarter, 1974. The reports were intended to
enlarge their understanding of magazines as & primary medium of com-
munication in the modern world. Although the reports originally were
thought of as conventional term papers, it quickly became apparent
that the information would be of pertinent interest to editors,
publishers, journalism educators and students - anyone curious about
‘the current position and development of wmagazines. And so the pro-
ject grew into a published study of the contemporary scene,

There is a dearth of material readily availabie about magazines,
The standard books in the field are dated and articles about magazines
are scattered through many different publications. We hope that

Magazine Profiles will be a useful contribution to & better understand-

ing of magazines.

tion of this booklet possible,

Robert E. Kenyon, Jr.
Visiting Professor

Evanaton, Ill.
December, 1974
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Two Decades of Three Magazines (1955-1974):
Atlantic, Esquire, The New Yorker
"~ Wilson E. Durham, Jr.

Harold Ross, a newspaperman, started The New Yorker in February
1925,

Arnold Gingrich, David A. Smart and Bill Weintraub, sales and ad-
vertising men, started Esquire with the first issue's dateline, Autumn
1933,

James Russell Lowell, the famous poet, started the Atlantic in May
1857 with the help of fellnw New England luminaries in Boston.,

Newspapermen, salesmen and poets think differently and, so, contrast
exists among these three magazines. Today, these differences appear in
each magazine publisher's statement submitted to the Audit Bureau of Cir-
culations (ABC) in Chicago.

Under '"class, industry or field served," the Atlantic's statement is
"Politics, Current Events, Literature, Scienca and Art," In the cne-
hundredth anniversary issue, Edward Weeks, the editor of the Atlantic
EEEWEEn 1938 and 1966, said (in Lowell's words) that an editor's job is

"to concentrate the effarts of the best writers upon literature and
polities, under the light of the highest morals."

Esquire's Audit Bureau of Circulations statement is "The entire
range of masculine interests.'" Before the printing of Esquire's first
issue, Gingrich was writing promotional material. "The New Deal has
given leisure a new economic significance . . . ." he wrote, refining
the editorial concept. '"Men have had leisure thrust upon them, Now
they've got-it, they must spend it somehow. What more opportune occasion
for the appearance of & new magezine . . . . one that will answer the
question of what to do, what to eat, what to drink, what to wear, how to
play, what to read . .l

The New Yorker's Audit Bureau of Circulations statement says, "A
weekly jnurnal of humor, figtion, faﬁt, and sacire in drgwings snd text."

begins "The New ¥arker will be a reflection in wnrd and picture of
metropolitan life. It will be what is commonly called sophisticated,

in that it will assume a reasonable degree of enlightemment on the part
of its readers. It will hate bunk."

Through the years, these three editorial philosophies have changed
as society has, and they have changed as new editors, publishers and
their staffs have come and gone. Since 1955 Esquire has changed the most;
the Atlantic, the least, it appears, and The New Yorker falls somewhere
in between.

Arnold Gingrich left Esquire in 1945 but returned in 1952, He saw
Income and education levels rising in post-war America. He "pushed the
two most logical (editorial) buttons" to shape the magazine--fashion and
youth, 1In 1956 he hired Harold T. P. Hayes, a North Carolinian who
assumed the editorship in 1963. Gingrich also planted the idea of new
journalism for Esquire when he sent Norman Mailer to cover the political
conventions of 1960. "Superman Comes to the Supermarket" was the result.

All through the soecial upheaval of the 1960's, according to Jeff
Norman,: Plazbax articles editor, Esquire forecast events with an uncanny
accuracy. ‘The kudos go to Hayes., He persuaded Gingrich to solve their
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dull-coveyr problem by hiring George Lois, ''one of the adman inventors of
the Volkswagen eamgaign;"z The covers sat up and begged for attention.

Instead of depending on story ideas submitted by writers, Hayes made
his staff think up more ideas which he assigned to writers of his own
chocice. He hired fiction writers to cover news events--Mailer, Jean Genet
and Terry Southern, among others., This was Esquire's '"new journalism" in
full bloom,

To the dismay of advertisers, Hayes printed many stories on Viet Nam,
including a series by John Sack on Lt, William Calley.

Unfortunately, when Hayes was tapped in April 1973 to succeed Gingrich
as publisher, Hayes quit rather than lose control of the editorial reins.
He refused to be "kicked upstairs.”

Gingrich was disappointed because he had groomed the new editor from
the start, but executive editor Don Erickson assumed Hayes' position in
mid-1973.

At the Atlantic one orderly change of editors has occurred since
1955. After 28 years as editor, Edward Weeks ceded the job to Robert
Manning in 1966. Both men are Harvard alumni and steeped in the Atlantic
tradition of serious literature and erudition. The change was more a
matter of new blood and new energies than different personalities.

In a speech in 1967 to the Magazine Publishers Association, Weeks
referred to his youth with a Dylan Thomas phrase, "When I was & windy boy.'
"Windy" meant harvesting wheat in Kansas, working for the Harvard LamEoon,
and in it parodying the Atlantic and working his way to England on a
cattle boat from Canada to Scotland. He was going to Cambridge for graduate
study.

After his schooling, "windy" youth, and some bookselling in New York,
he went into magazines. He became "first reader! at the Atlantic in 1924,
hired personally by the Editor, Ellery Sedgwick.”

This is the man who ran the Atlantic until 1966. He is a man fond of
quoting James Russell Lowell. He wrote & book about the Lowell family and
the outstanding men it has produced. 1In & sense, Weeks grew up in and was --
shaped by the Atlantic from 1924 until 1938, 14 years later when he assumed
the editorship. A total of 42 years ar the Atlantic is a long time.

A somevhat impatient man and a journalist of wide experience, Robert
Manning became editor of the Atlantic after serving as Assistant Secretary
of State for Public Affairs in the Kennedy and Johnson Administrations. He
had also held jobs as "a senior editor at Time, Sunday editor of the old
New York Herald Tribune, and as a reporter for United Press, Associated
Press and his home town Binghamton (N.Y.) Press."

One of his early comments at the Atlantic was "having a beautiful tool

without any cutting edge' "4 can be dangerous.

Since Manning took over, the Atlantic has changed--but cafefully 80,
the same way Weeks chose Manning as his successor. Time reported in 1966
that Weeks scouted the then 46-year-old Manning for the job 20 years, ever
since the young man had left Harvard as a Neiman Fellow.

After Manning had been editor four yeara, Time noted that the Atlantic
had become '"less genteel and more aggressive."

The lengendary Harold Ross, the founding editor of The New Yorker had
a particularly "windy" life. When he died in 1951 of cancer, some people
cried and some probably said, "Thank Cod." He was that kind of man,
fiercely hated and loved. In 1957, Edward Weeks remembered Ross as "the
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most original journalist of our time . . . ." He was not only original

but colorful: when a friend died, Ross said in farewell, "Well, God hless
you, MeNulty, goddam 1t,"”

Bor. in Aspen, Colorado, Ross got his first job &3 a reporter at 14
on the Sz it Lake City Tribune. In the years that followed he traveled
throughout the United States, reporting news for papers from Atlanta to
San Francisco. He edited Stars and Stripes in Europe during the war.

Ross edited several magazines around New York City before he met
Raoul H. Fleischmann, a wealthy, but bored wholesale baker from the
famous Fleischmann yeast family. The Fleischmann money supported The New
Yorker four years until it began to turn a profit.

After Ross, by some known as a barbarian, a Philistine or hick,
William Shawn was quite & change. E. B. White, a long-time member af
The New Yorker editorial staff, said that Ross was a belly-laugher and
Shawn laughed with his mind. That was the difference.

A Chicagoan, Shawn briefly attended the University of Michigan, did
newspaper work in New Mexico, then joined The New Yorker as a "Talk of
the Town'" reporter in 1933. Ross wanted him as his successor almost
from the start. "To him (Shawn), it was like entering the priesthood,"
according to an old New Yorker hand.

Singe the ear1y41§50 S; ghéWﬁ has msin*ained the Ross traditian but

to Viet Nam and the social turmoil of the 1960'5_ This Erend is Shawn at
work. The first evidence of his strong social conscience surfaced before
he became editor, He convinced the 5kepticgl Ross to devote an entire
issue to John Hersey's report on Hiroshima.

Shawn is notoriously shy. He has never spoken in public as the
editor of The New Yorker. Tom Wolfe, one of the 'new journalists,”

attacked him and the magazine in 1965. Wolfe accused Shawn of being a
"whispering museum custodian.”"’ Time felt Wolfe's satiric style, normally
focused on the pop-culture heroes, was "overkill" and "misapplied" to the
editor.

The point is that Shawn is an unusual man, loved by some people and
rmocked by others; he is similar to Ross because both men inspired violently
different reactions in other people. 1In the dedication to "Franny and
Zooey," J. B. Salinger refers to Shawn as the '"most unreasonably modest
of born great artist-editors,"8

This year William Shawn is 68 years old. '"The yak around the office,"
said one Chicago adman recently, "is who will replace him" The salesman
quickly pointed out that no mandatory retirement age exists for a New
Yorker editor but that some people believe Roger Angell will get the nod.

Angell writes on sports and authored the popular book "Summer Game." He
also edits mose of the humorous fietion submissions.
* * *

Comparing the three magazines' editorial content, a few strong first
impressions emerge: Because The New Yorker is a weekly and averages
roughly 100 pages each issue, it produces the most editorial material on
a monthly basis. 1In total average length, counting ads and editorial con-
tent. The New Yorker produces about 400 pages each month. Esguire 8

ﬁmtal pages, far dia:ussioﬁ purpaggs, can be raunded to 200 per month.
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In terms of variety of departments, range of moods among feature
articles and overasll breadth of reading experience in any one issue,
Esquire ranks first among these three magazines. The editorial goal
appears to be entertainment first and good information 1f the reader
cares to absorb 1it.

v For depth of reading experience (some might say liter.:y or reporting
quality), The New Yorker and the Atlantic share certain traits but differ.
a

t the same time,
In & sense, the strong points of these two magazines are also their

weak points, The Atlantic and The New Yorker have become prestigious in

their own way to the point that entertainment value is often only recog-
nized by intellectuals, or by those who would strive to create for them-
selves the aura of "intellectual." Both magazines de-emphasize graphies.
Both feature biographies, short stories and social and political analyses,

Of course, as a weekly, The New Yorker is much more up-to-the-moment
than the monthly Atlantic. The weekly's departments cover the cinema,
music, the race track, Washington and books (long and short reviews).

The Atlantic's departments confine themselves to a more traditcional
slow-moving culture. ''Reports and Comment' deals with the economic and
political., '"Life and Letters," ag the title implies, is most often some
blend of social commentary and book reviews. Many of the departments and
the book reviews in the Atlantic Pre written by older contributors, or at

least it seems that way. Occasionally, a young Atlantic reader finds him-
self vicariously experiencing the deja vu of the older contributors.

Esquire is also an intellectual magazine, but somehow not quite as
self-consciously so. Gingrich wrote on his "Publisher's Page' in
November 1965, "As long ago as June 1935, in an article prophetically en-
titled 'Exit the Book,' by e.e. cummings, Esquire began to chart its course
on the assumption that the future trend of the general I.Q. would be up and
not down . . M -

Early in the 1960's, to develop depth, Esquire created the "editorial
explosion in its supplement," which "expands the ramifications of a given
topic for all that's in it . . . ."? The September 1974 issue's supple-
ment, for instance, consists of & series of seven articles on college

etc.

In 1958, Esquire established its annual Literary Symposium, undoubtedly
as a public relations device but also to attract talented young writers.

The symposia have proved popular ever since. They have been held at major
university creative writing centers: Columbia, Iowa, Stanford, California,
Chapel Hill, Princeton and Michigan. Some of the well-known authors
featured have included James Baldwin, Saul Bellow, Ralph Ellison, Norman
Mailer, Philip Roth and Gore Vidal.

On subject matter, Gingrich said his magazine triei,za "hit the
literary ball on the upbounce. It does not play safe." 0 Gingrich cited
Leon Uris, Herman Wouk, James Michener, J. D. Salinger and Joseph Heller as
authors whose works appeared in Esquire before their names became well-known
paperback book sellers. -

The 'regular features include . . . book tf{iews by Malcolm Muggeridge,
Macdonald, and a music column by Martin Mayer.,"

"Every month, at least one Esquire article snipes at a sacred cow
. . . ."12° 14 1953, in somewhat underhanded humor, an article appeared




entitled "Let's Secede from Texas." The article deacribed Texas as a
"geographical hemorroid," and Texans screamed in protest, but, after
copies sold out on newsstands, they were willing to pay up to $3 for a
copy of that issue. Two satiric titles in 1967 were "The Holy Kennadys"
and "The Late General MacArthur, Warts and All."

Through the 1960's a8 free-wheeling editorial spirit dominated Esquire
under Hayes' leadership. Hayes' group of writers in 1964 included Norman
Mailer, Dwight MacDonald, Dorothy Parker, Jack Richardson, Terry Southern,
Gay Talese and some others. Mailer, who wrote an Esquire column 1963-64,
said in the latter year, "I can say more in Esquire than in any other
magazine."13 -

Gingrich and Hayes always agreed that little editing of good writing
is best,

Despite Esquire's man-about-town sophistication, it has always
covered sports well; even from the first issue which featured Bobby Jones
on golf, Gene Iunﬁéy and Benny Leonard on bnxin%& Charlie Paddock on
track and Ermest Hemingway on big-game fishing.

The big Esquire 2ditorial change for the 1970's will be a nevw em-
phasis on service festures. For the man who wants to buy the perfect
steak and cook it himself, an Esquire service feature will have the answer,
Gingrich said. Tax chelters, the nutritive values of yogurt, buying
good wines and cigars, buying the best gifts for friends--these are the
types of things that will be discussed more often and in more detail.

But service features may only last a short while. Gingrich said
Esquire has no ax to grind, no editorial comr {tment other than to change.
'~ To what extent The New Yorker is changing is another story, intri-
cately tied up with the way it sees itself and the social role it has
to play. Editor Shawn is well aware that the magazine has evolved a
unique power and influence among certain circles of decision makers in
academia, politics and the mass media,

Charles Kadushin, Ph.D., Columbia University, wrote a book 'The
American Intellectual Elite based on research done in the late 1960's.
One of the book's charts Cgaptioned "The 'Trickle-Dowvm' Effect: Magazines
Read by Elites in Mass Media and Other Fields'"), showed that The New
Yorker was read at least occasionally by 86 per cent of the mass media
leaders (editors, broadcasters, writers, etc.).

If Shawn makes his editorial policy shifts in a slow and considexed
manner, it is probably because he is thinking of all those "special"
readers, Any editorial stance The New Yorker takes can have dramatic
spinoff effects.

A case in point is the Viet Nam Wari The New Yorker called the war
"trivialized," '"a cause we are no longer willing to die for.' A Kadushin
chart ranked The New Yorker number one under "Journals Most Often Mentioned
as Influencing Thinking on Viet Nam (83 respondents).' The United States
withdréw fram Viet Nem and The Hew Yurkgr played a part in Eﬂenuragiﬁg

This Vie: Nam stance is one Qf many exgmples of the new palemigal
politics at the magazine which led Newsweek in 1970 to say it was be-
coming the new Ramparts of management.

This editorial change from a "weekly journal of humar, fiction, fact
and satire," a tone which pervaded the magazine from 1925 through the

1950's, was not deliberate, according to Shawn. The altered tone came




"hyecause arthors vere responding to the crigses of the times and the edi-
tors were sympathetic."l3

Aside from the Hiroshima issue, The New Yorker's activism can be
traced to May 16, 1959. 1In that issue E. B. White wrote, ''"Because the
slaughter of the innocents continues, here and abroad, and the contamin-
ation of air, sea, and soil proceeds apace, The New Yorker will undertake
to assemble bulletins tracing Man 8 Efogress in making the planet unin-
habitable. This is Bulletin No. 1,

After that and through the 1960's came long articles and book serial-
izations on controversial issues: Rachel Carson's Silent Spring, James
Baldwin's The Fire Next Time, (1959 and the early '60'3)' then Charles
Reich's The Greening of America, Richard Harris' indictment of the
National Rifle Association, Daﬁiel Lang's Casualties of War, an account
of the rape and murder of a Vietnamese girl by four GI's (the late
"60's). Then came Richard Goodwin's denunciation of Richard Nixon's
"ysurpation" of power in the 1970 Cambodian invasion, the most urgent
New Yorker Edltafial staﬁce af 311

name on the line demanded the best investigative journalism. Rnbert Stein,
the editor of McCall's, wrote in Media Power an example of the quality re-
porting The New ; Yorker so often attracts. 1In 1968, Edward Jay Epstein
wrote the definitive account of District Attornay Jim Garrison's activi-
ties related to President Kennedy's assassination. The article appeared
in The New Yorker. Stein asked the managing editor of Time why his dozens
of reporters failed to accnmplish what Epstein did alone. The Time editor
had no answer.

Perhaps this quality reporting is why The New Yorker ha: been called
"a reporter's magazine." The writing in it is damned "and lauded for various
reasons as ''polished." Reputedly, high-school English teachers use the
magazine to teach their students composition. 7

Also, The New Yorker has always cared desparately about being right
about its facts.!/ Seven people at The New Yorker do nothing except check
facts, Harper's has one person to check names, dates, places and quotes.

A copy editor at Playboy said an eight-person checking department was es-
tahlished in the 1960's patterned after the besat fact-checkers in the
business (The New Yorker).

On the other hand, plenty of criticism exists abaut The New Yorker's
power, its brand of sophistication, style of writing and editorial atti-
tudes. Joseph Wood Krutch wrote in Saturday Review in 1954 that 'one
sometimes gets . . . tired of admitting The New Yorker's virtues . . . .

Krutch pointed ont a bad aspect of the magazine's influence:

iy

It put fear of not being 'smart' into the hearts of
people . . . . in every respect it has always been

avare of the difference between the false chic and the
true--which changes from moment to moment . . . . it

has been Estanighingly successful in never being ecaught
"with last year's hat. 1In fact , , . any hat it chose to
wear became . ., . the right ﬁnég~é ’

Peddling sophistication was one complaint leveled in 1957 against The
New Yorker by David Cort, & former Life editor. 1In The Nation he noted
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that selling sophistication had become the most prefitable line in the
magazine business. He discussed several magazines, Esquire included,
but strongly criticized The New Yorker's humor and style as 'fiendish-
ness" and "psychiatric games." He said its humor had a theme of
existential defeat as the only destiny for man.

Cort compared the cool humor in The New Yorker with the cruel
satire appearing in Mad magazine, which was on the rise in the late
1950's,

Another writer in Saturday Review about the same time deseribed
The Naw Yorker style as "ﬂatty writing," designed tc encourage readers

In an inte:view with a r3porter frgm Thg Sgnday Iimes of London in
1958, James Thurber lamented that ". . , since the mental weather of the
1920's there's been a definite decline into grimness." ", ., . journalism
classes . . . used to ask me, 'How old is Peter Arno? . . . now they ask
me what I believe about the future of America.'l9

Phyllis McGinley said of The New Yorker in 1972, "Whereas I once
read it cover to cover, now I read it like a tired businessman. 1It's
no longer a funny magazine either. They seem to think they're witty
and sophisticated, but they're not,"20

Shawn agreed there is less humor but said he has found no young
people in the '50's or '60's to replace the likes of Sally Benson,

James Thurber, Ogden Nash and S, J. Perelman.

Whatever may be the good and bad qualities of The New Yorker, some
of its editorial policies are just different. The Ross dictum that
"writers are a dime & dozen' still controls editorial attitudes in that
no one (neither writers nor editora) tries to capture a limelight posi-
tion. The magazine comes first, which means that writers' names appear
at the end of artiecles. No masthead has ever been printed. Only in the
late 1960's was a cryptic table of contents begun, And, '"No writer,
editor or officer of the magazine is listed on the lobbg directory of
the National Association building on West 43rd Street."

Exceptional, too, is the '"separation of church and state' between
The New Yorker's editorial and advertising operationa. They '"have
different telephone numbers and are on different floors . . . ." '"The
last ad salesman to try linking parallels is supposed to have been
young man who was soliciting night club accounts and decided to hav. a
chat with the magazine's night elub editor. Ross threw him out, That
was in 1927."22

Editorially the Atlantic also has an unuaual relation to certain of
its business operations~-in this case, the publishing of books, Publish-
ing the Atlantic magazine only constitutes one side of the business
operation at the Atlantic Monthly Press. The Press publishes books
jointly with Little, Brown and Co. of Boston,

To attract authors and novelists to publish their books with the
ress, it offers serialization or book excerpts in, ghe Atlantic maga-
zine, Besides, Atlantic readers are book ;eaders, said Edward Weeks.

Quality books and & quality magazine going hand-in-hand to preserve
important ideas that last through time is the Atlantic tradition.} "This
would be a magazine which, were it found in a Enfnetstgzé opened in 2007
A.D,; would tell aur grandchildren vhat we were like." Editor Weeks
wrote those words in November, 1957, the magazine's one-hundredth anni-

P
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versary 1ssue.

To keep & magazine alive, one that concentrates on quality and not
quantity of literary outpui, the editor must constantly scout the country
for new talent. In Weeks' book In Friendly Candor he said he averaged
30,000 miles each year in this '"quest."

The record shows, before 1955 and after, how successful the Atlanc. -
has been in discovering and championing new authors, poets and essayists:
Thoreau, Walt Whitman, Samuel Clemens, Kipling, Henry James, Robert
Frost, Ernest Hemingway, John P. Marquand, Edwin O'Connor; and more re-
cently: Saul Bellow, James Dickey, Lillian Hellman and James Watson ("The
Double Helix").

The Atlantic is not afraid to be controversial. Long ago it met thé
issues of Darwin and Al Smith head on.

In 1973, the Atlantic published an article by R. J. Herrnstein ¢’
Harvard on people's intelligence quotients, The Atlantic editors judged
that Herrnstein had used I.Q. statistics to present a prejudicial picture
of Negroes and other races. The Atlantic ran the article but with an in-
flammatory introduction. The Herrnstein article and the Atlantic intro-
duction keyed off a big round of debate in various magazines and among
readers.

Publishing the Herrnstein article was a Robert Manning decision.
Since 1966 Manning has striven to innovate within the framework of tradi-
tion.

With the new Atlantic editor, the magazine "has carried the first
musings of Svetlana Alilluyeva after her defection . . . . Its pages also
have offered . . distinguished reportage on current affairs--the war in
Viet Nam, Women's Liberation, reform in the universities, life in a black
ghetto . . . . .

;S
u25
* % 0k

Weeks said in 1957 that visually the Atlantic is not an-illustrated
magazine, But the large anniversary issue that year was designed by Gyorgy
Xepes, professor of visual design at the Massachusetts Institute of
Technology. . . »

In 1970, the first two=page foldout cover in the ¢ntire magazine's
history appeared. The foldout was a bold Larry Rivers collage leading into
an article on the U. S, Army. This foldout was a Manning product as is the
current use of more white space and illustrations,

The New Yorker pays less attention to graphics than the Atlantic and

far less than Esquire. '"Inside, (there is) tie unaltered gray format--no
photos, no masthead, and only a cryptic index . . . ."26  The New Yorker's
only color is on its cover and among some of its advertising.

The New Yorker covers and cartoons are the magazine's calling cards.
A Newsdaz article ruminated over the covers: "It's hard to define, but
it's usually visually satisfying. It can have humor--not & gag . . . .
It's more fanciful and mysterious than merely reflecting life.”

Lee Lorenz, art editor of The New Yorker, receives about 1,500 comic
drawings,gach veek from about 40 contract cartoonists and a few freelance
artists.“® He selects the best of these and visits Shawn once a week to
jointly decide which ones will run in the magazine.

Besides the cartoons and covers, the only other artwork in the magazine
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15 little black-and-white drawings to break up the Iang columns of type
- for eye relief, -

The - artwork that does appear in The New Yorker must be pretty gcgd
The Nicholas Gallery in Manhattan sells "original New York cartoons for
$250 and those 'old guard' covers for $850."29

Contrary to the Atlantic and The New Yq?ker, Esguire wanted fine
graphics from the beginning. Gingrich said, "Frankly patterned after
Fortune in layout and format . . ., it (Esguita) was bound in hard covers
like a book , . . ."30 - T

Esquire drapped its gatefold pin-up in January, 1957, Playboy,
with its emphasis on the sexy female, inspired this change, said Gingrich,
because Esquire wanted to work "the other side of the street."

From 1962, when Harold Hayes hired George Lois as art director,
Esquire covers became outrageous, 'funny, irreverent and meaningful,"
according to Newsweak.

A professor of art history at Hunter College said of the December
1963 cover, "It 1s one of the ggfateat social statements of the plastic
arts since Picasso's Guernica."

That cover showed Sonny Liston, then heavyweight champion of the -
world, wearing a bright red Santa Claus hat glaring at the reader.
Liston had recently been depicted in newspapers as remarkably tight with
his money. He made a perfect Scrooge for Esquire's Christmas cover.

In the July 1965 issue, Eaquire altered part. of its format to re-
semble Modern Screen, The gaudy design accompanied an article on the
fierce American business competition for the teenage dollar. According
‘to a writer in America magazine, Es,uife g8 use of format "underlined
the adolescents not as persons but as a market,'"32

In addition to stylizing format and phﬁtﬂgraphy to editorial content,

-..Esquire has. featured.artistic sports.coverage, ..Esquire has.run-artwork by ...

G orge Bellows on boxing and Peter Helck on motor racing. Gingrich re-
membered proudly in 1965 the series of gatefold paintinga in Esguire that
‘had been done on "Great Moments of Sport."
And, interestingly, a majority of the magazine's cartoons came out
of Harlem in the 1930's. Gingrich said he uncovered a "mother lode of
cartcons and gags that has never yet run out."

* % %

-

(a special consideration of fiction since. 1955 wi;h
some correlations to circulation) :

Tom Wolfe, Gay Talése, Terry Snuthern and other “new jaurnsliats“

‘spurred in the mid-1960's much talk about the decline of fiction im con- L

sumer magazines. In ié;t, thg quantity nf figtign publiahed iﬂ the'

1950's. tAmang cansumer magasines'as a: whaie, the quantiﬁy Bf fictinn oL
published has gradually declined singe the 1940'9, the fading years: af

the "Lost Generation'" writers. x S VL
Alsa, Warld War 11 ac;elerated the ininfmaﬁ

trying to keep up with the - paee af eventsiﬁ 'Perhsps, iﬂ an gnxiety-'

ridden age like ours, when cerzaintieg aren't egsiiy come byii‘this




iron time of doubts, disputes, distractions, fesrs'-ﬁthere is a peculier
reassursnce in the factuglity of the article.”

Rust Hills, fiction editor at Esquire, and Penney Hills cnmpiled a
fiction anthology in 1968. They wroﬁe a forward to the book entitled

- "In Defense of Contemporary Fiction" "They said many different things

in defense. They admitted at one point that the quantity of fiction has
declined but the quality, if anything, has improved.

The Hills said that the critics are ruining people's approach to
fiction. The accomplishments of fiction in the 50's and '60's were "a
collective achievement of dozens," they said, even if the 1960's fiction
era had no figures who tower in quite the Hemingway orx Faulkner way,

The net effect of everything the Hills wrote was to make it clear that
fiction, at least conventional fiction, has been declining in quantity.

Like Rust and Penney Hills, other lovers of fiction and fiction
anthologists have written similar defenses since the mid-1950's.

Society's fabric has been changing so fast that, when people aren't
trying to absorb facts, they are losing themselves in endless television
fiction. To a certain extent, anp argument could be made for a drain of
talent from printed fiction inte. script writing far televisian and
movies. e

But literature is important. Historically, it hss helped dncument e
the mood of any era., Today, relevant fiction can-help people cope with
the complicated events that churn around them. '"The central forces at
work in contemporary American society--industrialization, urbanization, and
bureaucratization--all tend toward standafdizatian and depersonalization
of otir lives."34

Since 1955 certain themes and subject matter have appeared in fictionm,
clearly reflecting the 'real world" events of'the past two decades,
Favorite subjects-have been the '"mon-hero,". the. disintegration of American e
small-town 1ife, terror in the big city and supernatural stories PféSEﬁEEﬂ
as reality.

Martha Foley, an anthologist of short stories, has periadieglly com-
plained that too much fiction concentrates on the simple subjects of
quaint old people and innocent children, She said too often authors do
not deal with the complex adult world. And too few love stories have been
attempted, she said,

Edward Weeks recounted in 1967 some trends he had noticed in- literaﬁ
ture over the past several decades: fewer foreign authors, more women
writers, more Freudian analysis, more openness about sex and less dialect.

Criticisms have been made of the last two decades' fiction that it
been too negative or introverted. Howaver, for consumer magazines,

has
William Abrahams made the most damning criticism of modern. figtinn in 1967.

.« . . it came abnut that . s .-suecess-uriented mﬂgazines,

to discnver that first-rste writera will alwgys ‘be in shnrt
supply, nor are they likely to produce first-rate stories
on demand, month after month. -The solution. resorted " to was
characteristiz of the culture explagian* ' to promote a-large

- number of se:nnd-raters to more imposing status--on:to the ~
very cover--and to palm off their stories as the real thing.-

- | 1‘4
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The question at hand is to what extent the Atlantic, Esquire and The
New Ycrker have suacumbed to segnnd fatera. Dr, put Enather way, which

Ercm the best writera?
Without caunting stories and authars iﬂdividually, it‘s hsrd to say

They have not agreed to make claims in common qualified terms about
quantity of fiction printed or noted authors published. Literary prizes
are not very important to authors' reputations in America, according to
Rust Hills,

But tracing prize-winning short stories to the magazines in which
they appear presumably is one means of judging those publications. The
more prize-winning stories a magazine publishes, the higher that maga-
zine's standards for fiction are likely to be.

Arnold Gingrich said that Esquire has published 17 Nobel Prize
laureates (at some time in their careers). Speaking of books, and per-
haps of serialization in the Atlantic incidentally, the Atlantic Press
boasts of printing one ggbél Prize winner (George Seferis) and nine
Pulitzer Prize winners.- But it appears that-the Atlantic may be con-
fining its claims to the original publication of the prize-winning works.
. The New Yorker has not been inclined to claim a speeific number of Nobel
Prize or Pulitzer prize winners,

Rust Hills said, "In short fiction, inclusion in Martha Foley's
st American Short Stories or the ., . . 0. Henry Prize Stories is useful
o a writer's reputation.” Tracing these stories to the original maga-
zines in which they appeared is another means of evaluating those publica-
tion

oW ‘m

Uaing these two anthologies as a method of judgment, it turns out
that. The New Yorker ranks first in quantity of good fiction published
since 1956; the Atlantic, second and Esquire third, In these rankings,
the three magazines' stories were culled from the two anthalagieg for
every year from 1956 to 1972. The 1960 edition of the O'Henry stories
was not available,

Between 1956 and 1972, The New Yorker had a total of 74 stories
collected by both anthalagies"the Atlantic 42 and Esquire, 33.

Every year the O'Henry Awards anthology assigns a first-, second-
and third-prize winning story. Since 1956 (year 1960 unavailable), six
first prizes have gone to New Yorker stories; four to the Atlantic's
and none to Esquire's. - ' -

These statistics undoubtedly reflect the personal prejudices of the
few people who compiled the anthologies. At best, only a qualified im-
portance can be accorded these figures. :

S50 far, the statistics show The New Yorker as the leader in fiction.
It is only fair to remember that by weekly frequency it has the best odds
of publishing quality fiction than does the Atlantic or Esquire, As an’

O'Henry Awards editor said, "The fact is that The New Yorker publishes
vastly more shdrt fiction thgn any ather magasine in this country or
England A » ’

The New Yurkeé has ﬂcubtless dane more ta infiueﬁae

furce at work. Jnyce snd Hémingway and Faulkner pall ,
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1960:

beside it. Faulkner was a once-a-year emotional impact,
The New Yorker arrived every week with its urbane short
stories and . ., . reporting . . . .

That was a critic's comment in 1964 when reviewing an A. J. Liebling
book. Reviews of booka written by New Yorker staff people invariably con-
tain laudatory side remarks about the magazine.

On the other hand, The New Yorker receives a lion's share of criti-
cism,

", . . (it) has published hundreds of magazines by good
and bad writers alike, a long and dreary procession of
self-consciously pletless sketches of people talking
brightly or cynieally in hamburger stands or cocktail
lounges or subway trains, a series of smuggly sophisti-
cated annoyingly oblique commentaries as unappetizing in __
their own way as is the trash of the big elick magaginesiBS

Although The New Yorker continues to publish much fiction, it has
allotted more additional space to non-fiction. 1In the 1959 edition of
Writer's Market The New Yorker's statement of acceptance of manuscripts
reads: ''Uges fictign both serious and light, from 1,200 to 5,000 words.
Single factual pieces run from 4,000 to 5,000 words. Long fact piEEEEY
are usually staff written." . ,

In 1973, the fiction limits were 1,000 to 6,000 words. Tha non-
fiction limits had been expanded to 3,000 to 10,000 words. Thus, the
magazine is editorially part of the tféﬂd tawa§§ ccmprehensive investigaﬁ

_tive jgufnalism, deapite its commitment tq fictiﬂn,

ficticn or ather editnfial trends and ;irgulatian fluctuatinns.. In its

June 1956 publisher's statement, The New Yorker listed a total paid circu-’

lation of 415,423, 1In June 1974 the listed circulation was 486,917. 1In

the years between 1956 and 1974, average circulation varied plus or minus

5,000 readers. Of the three magazines considered here, The New Yorker

has had the most stable but the smallest increase in :irculation over

the past several decades. .
The crunch for Atlantic fiction was officially na;ed 1n the magasine -

1961 atatement to Writer 8 Market. 1In 1959, the statement had:read: '"Uses

fiction and articles of a distinguished quality, up to about.5, 000 words.
Novels are published in 3to 5. installments.” In 1961, the Writﬂr 8

Harket listing had changed in two ways. A specifi: distin;tianrﬁééween :
"mew'' and "established" writers was -made and: the words "Eerialisatioﬁ Df

novels" had been drnpped fnr the "serialisatian af ngn—fi:tion.‘

published under the heading ‘Atlgntie Firgts,“ snd paid fﬂf at :he regular

rate ($300 and up, on acceptance),“' Thia emphaais ‘on "fictian byvbeginning{3-

vriters' has prevailed since. : : : . T
Despite these "fiction first,“ Atlant iE .

quantity of fi:tion, 5
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be called 'nmonfiction' or, perhaps, 'fiction-blind' men. . . Harper's
and the Atlantic . . . once were bountiful 53 the number of fine short
stories they offered their readers . . ; :

Then four years later, the anthologist, Martha Foley, continued
her lament,

. . . what used to be called the 'quality' magazines,
Harper's and the Atlantic have continued to narrow the
space they give to fiction. Only a year or so ago no
serious writer would have dreamed that magazines such
as The Saturday Evening Post or The Ladies Home Journal
would publish more and better fiction than the 'quality'

magazines. But it has happened.

A plausible explanation exists for why the Atlantic decided to
solicit primarily new fiction. This same explanation answers a question
posed previously: ". . . to what extent has the Atlantic succumbzd to
second-raters?"

, The philosophy behind the mgazine is literary quality that lasts_

In this light, an obaervation by Wallace Stegner in 1960 indicates that
the Atlantic was perhaps trying to protect itself against professional
second-rate fiction writers: '"'There is a considerable body of fiction
that is mass-produced with interchangeable parts, but that is very skill-
fully made, and for an audience that is sophisticated but not discriminat-
ing. "7 oo : -
The Atlantic put’  shes original fiction talent or exceptional pro-
fessional talent, but the magazine is not really a large part of whatever
rem&ins of the fiction market today,.

The .budding fiction writer might do well to.consider the "Atlantic
Firsts“ as much a convenience to the magazine as a favor to new writers,
New writers are, without exception, inexpenaive writers,

The December 1974 issue of the Atlantic is a good example of haw the
tables of contents of some consumer magazines misuse the term "fiction."
"Harpy" in the December issue is a narrative poem, not. fi:tian, as listed
in the table of contents. This practice indicates in a small: wsy that
editors want to keep the term "fiction'" alive, even 1if they re not publish—
ing much of the real thing. i :
‘ Manuscript—length requirements stated by the AEISntic;fnr fictian ,
and non-fiction in Writer's Market does not reflect  the. trend taward long
investigative fépurting, as in The New Yorker, In- 1973 Atlanti; non- .-
fiction limits were 2,000 to S,DDD words. No lengEh requirements were )
set for "Atlantiec Firsts." Fiction by established writers was snlicited ;
‘at word limits of 2,700 to 7,500. - -

No patterns betﬁeen the quantities of fi:ticn the ';;
published and annual.circulation. figures have evalwed‘

*In June 1956 the Atlantic's circulation was 213, 310
its publisher s scatement.. InﬂJune 1974 Ehe zirg‘la

tiun s twa ‘or three’ tiﬁaa larger th; ﬁeithe:
Atlantic's eirculation hes fluctuated.an:approx P
minus 11,000 readers since 1956, twice.the. degree ﬂf The New Yarker 8

*
4
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variance.

Whereas the Atlantic has never gained in circulation ®ince 1956
more than three consecutive years without a loss, Esquire's circulation
recorded its first leoss in 1972, This loss of about 13,000 readers was

" the first since Arnold Gingrich returned to the mageziﬁe in 1952 after a

seven-year absence,

At two points since the early 1950‘5 some correlation appears be-
tween editorial content (including fiction of course) and circulation
growth. The December 1956 publisher's statement records a 43,000 boost
in circulation. This growth probably reflects Gingrich's return and his
efforts to find quality writers for the magazine. During World War II
David A. Smart had turned Esquire into a magazine with a minimum of read-
ing matter. He was catering to the men in the war zones who had little
ability to concentrate. ' :

The next point was a phenomenal spurt of growth: 1964 and 1965 with
40,000 and 80,000 circulation increases respectively. These were the years
vhen Harold Hayes made creative management decisions. Of course, George
Lois' covers helped circulation but, undoubtedly, Hayes' group of writers,
some of them:fiction vwriters, made Esquire sell, especially to the college
crowd,

That group of writers included young writers and old- :imers--Norman
Mailer, Dwight MacDonald, Dorothy Parker, Gore Vidal, Jack Richardson,
Terry Southern, Gay Talese and others, [

Esquire's circulation was 778,190 in 1956. It had gained one half
million readers by June 1974, The average plus or minus eirculation
fluctuation has been 28,000, exclusively on the up sides, except for a
1972 loss.

It i3 interesting to note that, along with circulation growth,
Esquire -has allowed more space for fiction, at.least as listed in Writer's
Market. Requested manuscript length for fiction in 1959 was 2, ,500 to
3,500 words; in 1973, 1,000 to 6,000 words. 1Its upper 1imit far non=-
figtinn ‘has remained 5, DDG words, -

The "Big Fiction Decliﬁe" that so many Naw York Iimea book reviewers
have mentioned so often 18 reflected in the Atlanmtic and in The New Yorker
but not appreciably in Esquire. If the quantity of Esquire fiction has
declined, it has only done so in a phase toward the new . journalism,

For lovers of fiction, Martha Foley gives consolation: 'Short stories
have been with us since caveman days, when they were oral, and I believe
they always will be. Even if the Bomb puts the few of us who may survive
it back ir the caves again. n42 .

% % %

As business operations, the Atlantic and The New Yorker hsvé'écnfi”
themselves to publishing and a few small related activities. 1In strong
contrast, Esquire management has developed its magasine inta diversified
corporation of fourteen divisions and subsidiaries.. .

. In 1974, as inflated paper, postal and pfcductinn costs’ chgp into
publishing profits, Esquire-should be able to handle.cost difficulties
with a broad range of solutions. .The New Yﬁtkéf End ‘the Atlantic will

. bear the full brunt of whatever oprice squeezes occur ‘in -publishing.

The Atlantic magazine is privately owned by The Atlantic Monthly

18 .




Company. The publisher, Garth Hite, an ex-Curtis Publishing Company
vice president, haa also been publisher of Holiday and The New Republic.
- The buainess philosophy of the company "is to house both a qualitz
magazine and a selective book publishing program under the same roof." 3
Many editors work on both book manuscripts as well as on the magazine.

The Atlantic has a reputation of turning moderate profits. Given
the temper of modern society, a commitment to publish quality literature
limits profits from the start. 1In 1973, the Publisher's Information
Bureau (PIB) listed the Atlantic magazine's total ad volume as 556.38
pages; total ad revenues were $2,449,121. Esquire's revenues in 1973
were seven times as much; The New Yarker 8, nine times as much.

The Atlantic and Harper's have an arrangement whereby the same
business offices sell advertising in both magazines, Ninety per cent
of the advertisers who wish to use one of these magazines eventually ad-
vertise in both at a 10 per cent discount.

Until the past few years, The New Yorker has rarely worried about
advertising. According to PIB, it carried 3,883.18 pages of advertising
in 1973, The annual report lsgt year said that was the sixteenth con-
secutive year The New Yorker had carried more advertising pages than any
other consumer magazine,

As a weekly, The New Yorker has a tremendous advantage over the
Atlantic and Esquire or over any monthly. Presently, with the economy
unsure of itself, advertisers do not want to commit themselves to ad
space in the manthliea whose closing dates are three months in advance.
For many years, this has been a problem for monthlies in a tight economy.

PIB listed 8 to 16 per cent gains in total 1973 ‘ad revenues for all
three magazines., However, in the first nine months of 1974, after rising
oll prices accelerated inflation, total ad revenues had fallen 6 per cent
~~at Esquire and 11-per cent at the- Atlantig. “The New Egrker ;cntinued to"
gain sd revenuEﬁ—at 12 per cent,

crease over 1972 The New Yorker Hagvsine, Ing. whally owns two* sub-
sidiaries, American Collegiate Marketing Entefprisés Corp. and Boulder
Enterprise, Inc. According to the annual report, the former sells New
Yorker magazine subscriptions and the latter prints business forms.
The New Yorker Company has primarily confined itself to publishing

the megazine. Although this makes the business more vulnerable:in shaky

economic times, it is probably what Ross would. have- -1iked. ' Raoul :H.
Fleischmann, wha financed the magazine's start, glways gave Raas a free
hand. Peter F. Flaiszhmsnn, his son, is now. Eﬁairman snd p:ea e
the company. . AAf
Advgrtising saleésmen Gingrich Smart aﬂd Weinzraubf,ad a free hand
to run Esquire as they wished from its bégiﬁning.. Because af their. .
common” backgrounds, they knew what-the editor had to: dn buz they allﬁhad
an appreciatiaﬁ of sound- business tecnniques. e
~ Those saund techﬂiqnea have been paying aff}ever since., The 14-
division Esquire, Inc, earned $£3 »351,506° for :the .fiscal year ending o
March 31, 1974. . The net worth of the’ cgrpgrgtian has;risen from raughly-
. 87 millicn in 1955 to over $25 million in:-1974. :
' Esquire, Inec. subsidiarieg consist of a "publishing-leisure graup,
"education group" and a. "1ighting group.” 'As.a whole," they produce
a ﬂidé array of products: ° msgasines callectars‘ display coins, fishing

19

15




16

gear, binoculars, inflatable boats, direct mall marketing services, motion
picture film, textbooks, audio=visual learning aids, chandeliers, bulbs,
precision die castings in aluminum and zine, ete.

The Esquire annual report does not give a breakdown of its magazine
publishing subsidiaries. But in a 1974 letter to the stockholders, John
Smart cited a 10 per cent gain in sales over 1973 by the publishing-
leisure group, which includes Easquire as one of five companies. He
laments the "virtual loss of 'big car' advertising during the emergy crisis."

Esquire, the Atlantic and The New Yorker are all predominatly metro-
politan magagines wich nétignwiﬂe aircﬁlatinns. They each Psve at léasﬁ

subutban Ereas Edwgrd Weeks once exnressed his satisfactinn that the
Atlantic had more subscribers in California in 1957 than anywhere else.

The New Yorker abolished its New York regional edition in May 1960,
Today, only 21 Eer cent of The New Yorker's circulation is in the Greater
New York area.

Newgetand sales currently average about 11 per cent for The New
Yorker and 12 per cent for the Atlantic. Esquire's newsstand sales are
somewhat higher. -

The New Yorker is unique among all magazines in ‘the way it has tra-
ditionally made no effort to advertige itself or build circulation with
promotional gimmicks.

Subscribers must pay a full masthead price in advance. When a
reader's subseription is about to run out, he gets a few letter reminders
but not one extra magazine if renewal money is not forthcoming.

Hoyt (Pete) Spelman is public relations director for The New Yorker.
He said his department discovered in 1970 that advertising people had
dated impressions of the mggg;inei45 Immediately, for the first time in
31 years, an advertising campaign was launched to inform the public of
wvhat the magazine 1s really like,

The three magazines also share approximate audience characteristiecs.
The median age of the Esquire reader was 42 until Harold Hayes begnn to
alter the magazine's tone in the early 1960's. 1In 1974, Esquire siatistica
claim the median age is 33. Today, the Atlantic claims 36 as the median
age of its readers; The New Yorker, a median age of 37 in 1971.

~ Esquire and the Atlantic estimate 43 to 54 per cent of their readers
have income of $15,000 or more. New Yorker statistics claim 54 per cent
of its subscriber households average a gross income of almost $29,000.¢

The New Yorker is by far the most seleetive of the three magazines as
to the kinds of sﬂvertising it will accept. A Chicago-based New Yorker ad
salesman said, "We're protective or our readers' sensitivities and money.
While we don' c pu; a Good Hﬂusekeeg_Js seal on everything we advertise, we
work that way."

Right after the Surgean General announced that eigarette smoking is
dangerous to people's health, The New Yorker refused further ads from
tobacco companies. '. . . whole categories of ads are barred from The New

Yorker's pages, including ads for vitamin tablets, slimming devices, and

depilatories. Ligquor advertising is limited to 16 per cent of total paid
space, and models in ads for foundation garments must be de:arnusly
clothed, 48

Advertisers like The New Yorker because their color ads receive no
competition for attention from the routine black-and-white editorial format.
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iﬁ,1973; for example, The HEW‘YEEEEY ran 801 pages of retail édvaftisiﬁgi
according to PIB, House Bgnutiful the naxt 1arges: retail adverziaer,,

1igted only 341 pagea.

In virtually every sdvertising cgtegary in whieh The New Yarker
accepts ads, it carries more pages than Esquire or the Atlaﬁtic.- For
liquor ad volumes in 1973, the Atlantie (combined with Hsrger ] figures)
listed 229 pages; Es uire, 290%; The New- -Yorker,-479. - ---

The top advertisera in the Atlantic (listed largest to smallest) are
alcoholic beverages; business, corporations, fingﬁzial gﬂd iﬂsuraﬂce,
publishing; and travel. )

The top advertisers in Ea uire, 1argest to smgllast, are alcoholic
beverages, autos, apparel, and tobacco, pipes and cigars. ,

In all three magazines advertising volumes and/or circulations tendéd
to peak in the mid-1960's but have run generally downhill since, with small
periodic recoveries. 1In 1974, ad volumes are increasing at The New Yorker, .
but are off at both the monthlies. ,

Times are tough in publishing magazines. As a chicaga Atlantiﬂs:
Harper's ad salesman sajd recently, "A guy just can't lean baek, stuff his

pipe and ehgw’the fat zhese days."
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Men's Entertainment Magazines:
Oui, Penthause, Playboy
Whayne Dillehay

The -segment of the magazina iﬁdustry which directs its editorial’
content primarily at the American male represents a very lucrative por-
tion of the entire consumer magazine business, Of the masculine interest
publications, it is the "men's entertainment magazine''l which has grown
so extensively in the past two decades, Just as earlier eras in journa-
lism this century brought forth Vanity Fair, The Saturday Evening Post,
Life and other large ﬁirculaﬁion magazines, so the recent years have seen
the proliferstinn of the men's entertairment magazine.

The purpose of this study will be to look at the portion of the
magazine industry which is directed specifically at a maie audience. The
primary focus will be on the entertainment publications,” including a
detailed analysis of the "Big Three;" Penthouse, Playboy and Qui, These
magazines will be comparéd to each other, to competing entertainment
magazines and to the men's field as a whole. Finally, the survey will
look at the future of male-oriented journalism in the context of the -
entire publication industry.

While the demise of Life and Look may well have signalled an end to

the mass-circulation magazine, the record setting sales of Playboy and

recently, of Penthouse, seem destined to prove that large eirculation

success 1s more than just a memory. As an industry, men's entertainment
magazines, :olloquislly referred to as "b and b books" (for breast and
buttocks), account for more than 25 per cent of this country's magazine

(Iu addition to the entertainment genre, other male-oriented publica-
tions dealing with action-feature, hobby, mechanical, and sporting
interests share a sizeable portion of the entire market. This group rums
parallel to Playboy, Penthouse and Qui, but shares relatively few of the
same readers, Essentially, all the maleﬁcfiEﬁtEﬂ publications are part
of a single group.

Although commercial exploitation through photography of the female
anato.:y is nothing peculiar to this century alone, the use of legitimate
éeri@dieai media to do it is. Esquire was one of the early successes in
the men's field when it came out during the Depression. To a limited
extent End for a short period of time, Esquire directed some of its edi-
torial ‘content into the "girly picture ‘vein, By the time: Hugh Hefner
brought out Playboy in the early 1950's, Esquire's editorial policies had
moved away from the prurient interests, leaving the field wide open.

The immediate success of. Plgzbozs startled the publishing world, and. in-
spired attempts by other magazines to claim 4 piece of the action. .. -

Following on Playboy's coattails were such names as Caper, Rogue; Nugget,
Escapade, Cabaret, Duke, and others, all of which have since disappeared.

From 1953 to 1970, Hefner was substantially unchallengéd with his
successful entertaiument package and enjayed e:onomie EﬂCGESE-n Reeently,

in the five years it has operated in thia country, more- than é few tremors_jv;“ 

have been felt in Playboy's Chicago headquarters,
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- magazine into the skin trade. Batrawing $500 on his’ furnitg

_ of Playboy on the kitchen table of his South Side Chicago £l

-event " 3

Competitively, there are certain to be changes within the men's en-
tertaimment field in the next few years, but the lucrative trend is
likely to continue. In 1973, there were 27.7 million males in the U.S.
between the ages of 18 and 34.” This is the group from which two-thirds
of entertainment magazine readers are derived.’ Estimates put the

--figure at 34.3 million by 1983. This group continues to have an above-

average median income which is sure to retain the interest of advertisers...
In order to assesgs the trends in this segment of the men's magazine
field, we will look at Playboy, Penthouse, and OQui individually, Each of
these will be discussed in terms of editorial concept, content, reader-
ship, circulation, and advertising. Following this, a brief summary of
similar publications will be made and finally the entire industry will

be discussed.

For the past 21 years, F boy has-cornered the men's magazine market,:
It has long enjoyed a growing circulation figure which currently exceeds
six million, ranking it among the highest in the country. Playboy's
editorial concept is reflected in the publication's own "philgaaphy,"
which is the moral tone behind ever issue. The magazine states simply
that it is "entertainment for men."® The Twentieth Anniversary Issue
summed up Playboy's reason for existence by declaring that "not coercing
or injuring others is, we believe, ‘essential to a free society. -Beyond
that minimum, we view morality as an individual mgtter, a highly persnnﬂl
belief in vhat 1is right and wrong. "9

Evidently Playboy's sense of right and wrong has kept zafefully in
tune with that of its readers. The magazine has long been known for its
revealing centerfolds, beginning with Marilyn Monroe in the first igaueilg
Along with other nudes there is a mixture of features and-articles by
some of the best writers and jnurnaliats. The theory originated in the
attempt to make what was essentially a in magssine respectable enﬂugh
to be purchased by the middle class male. :

The editorial policy of Playboy can be- traced to 48—year—ﬂld faunder,
editor, and publisher, Hugh Marston Hefner. ‘In 1952, _he: quit hi_!
echelon position with Esquire when the editorial: stnff wEor

“5360 ‘from -

a bank, and $12,000 from friends and relatives, ‘he-edit

125,000 cgpiea snld within the first few days the '
stsnds : ‘
It 15 remgrkable hgw littie the msgaaige%i,

. The’ philugnphy expaunded in the page 2
a pfaduat af Hefner himself.;’“Hy taste iﬁ wamen'




Playboy readers. "4 In their own edit@rial profile, the editorial staff
describes their product as "a magazine of entertainment--offering :
fiction, serious and satirical articles, cartgﬂn, and picture stories
of pretty girls,"15

Hefner defined the importance of his magazine when he said "If you
think about the good things you can acquire with the’ proper application
of materialism, of money, if you think of the romantic sort of images
that are sexually and romantically linked to Playboy, you get very close
to some of the key motivations for men in our SDcigty "

Demographic studies of Playboy's readersl’ geem to bear this out.
Of an estimated readership exceeding 15 million, over three-quarters of .
the group are men with a median age of 30 and a median annual income
exceeding $9,000. Approximately one-third are college graduates and
three-fourths reside in a metropolitan area. Most of the readEfs (75
per cent) are married. ‘

Few significant shifta have occurred in the editorial substance of
2 . ,Eince its inception. Each issue continues to: feature a nude-
playmate stretched out over a three-page foldout and photographed in -
such a retouched state that there is rarely so much.as a mole appearing
on the model's perfect skin. Since 1970, these torso shots have in=- -
cluded pubic hair and are therefore more explicit than they used ‘to be,

Graphically,?lazbgz has lgng been ered

ered ta be among: the best 13&

has fréquently made use af Etrikiﬂg graphic illustf&ti@ns as Well BE
colored inks and contrasting paper stocks.. Much of the prgss wu’k,is
done by letterpress so the reproduction: of the photographs is .generally .
of a very high quality. The December 1974 issue carried a: photogfaphic'_
feature, arranged and posed by Salvador Dali as well as unusual use of::.
heavy paper-stocks to introduce the major” features, " The” awerage 1ength R

of an issue of Playboy varies between 200 and.250. pages.

The writing in Playboy includes articles by well- knnwn authars suﬁh
as Arthur C. Clarke, Gary Wills, Norman Mailer and others..  Some.work .
by previously unpublished authors is also carried. The Playboy inter-.:
view, a8 frequently carried feature, centers on personalitiea handpisked
by Hefner himself, The other regular sections of the mggaéi e.ar .
cartoons, "party jokes," movie reviews, and of course, ‘the: dominai ng
features on the nude young women. These sectionms. present_the wa
philosophy, which like the. times, is becoming less inhibit
there is very little the magasine has not dealt with at’on
another, Ac:ording to one journalist's repgft, ‘there mgy
which 1is too touchy for the magazine to cover. - The write
Playboy is ''paradoxically. inhibited by. its own. 1ibertinis
survey ﬂf current pafn films, contributiﬂg editgr B{gg

law on the future sales af Plazbnz
'ruling a spakesman for: the magasin
,l!
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‘pete with Playboy, He immediately moved ahead of Playboy in
“explicitness in the photographs, -Penthouse nudes were show
?“éafzhﬁ“qusgs'éﬂd“Eféquéntly”fandleg;thgmgelvgg;x Penthouse: begar

been attacked for the nature of the photographs of women, particularly
by members of the clergy and other conservative groups. "Recently, how-
ever, the sharpest criticism has come from feminists and other women's
groups.22 The criticism has not been confined to this country alone.
When an Israeli official announced plans to distribute copies of Playboy
to front line troops during the 1973 Middle East War, rabbis protested
the move and charged the publica;%an with "cheapening women's dignity,"
effectively preventing the move, &

If any new trends are developing in Playboy at all, they seem to be
manifested in the movement towards a "How To . . .'" magazine. Slightly
different than other magazines which provide information on car repair,
or gardening, Playboy will demonstrate how to live the "good-life." 1In
the December 1974 issue, the editors pointed out that the magazine "will
give you hours of pleasure if you simply follow the easy=-to-read in=-
structions, in this, your owner's manual,"<9

The newsstand price of Playboy was raised from $1.00 per copy to
$1.25 in June 1974. The larger holiday issues in December and January
formerly sold for $1.50 and now go for $1.75. Playboy explains the
price increased by pointing to the recent increases in the cost of paper
and postage rates. Current subscription rates of $10 for one year have
not risen. Playboy offers no subscription discounts and has no arrears.

The publication's circulation?® has risen 35 times what it was in
1954, bringing the current figure to 6,426,885. Copies sold through
subscriptions account for 1.5 million of that figure. Eight separate

“advertising editions are published for each. issue, along with four

metropolitan editions. Three separate editions are sold abroad in-
cluding the overseas military iassues (112,574) and the U. K, edition
(99,425). Circulation figure suffered its first significant decline in
1974. In the 12 month period from June 1973 to June 1974, total average
circulation fell 240,000, Despite this setback, there has been no change
in the advertising rate .base so far, and ad revenues continue to in-
crease.2’ In 1973, Playboy carried 983 pages of advertising (up 6 per

cent from the previous year) and advertising revenues totaled $42 million

(up 12 per cent). Profits in 1973 were $14.2 million, down from a record
$22 million in 1972.

A page of four-color advertising costs $42,950. 1In 1973, the lead-
ing advertisers were the liquor industry (191.28 pages in 1973), the auto
{ndustry (114,06 pages), toiletries (78.11) and apps 53 ,99.72). . Con=
sumer services, travel industries, and food accounte, = r an additional
77.47 pages.

Penthouse

‘Penthouse came to the United States” from England, where Brooklyn-
born publisher Bob Guccione, 42, had led the magazine's success there
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for four years. Once in the U.S., Guccione's first priority was to com-

seen in legitimate print.

" Penthouse claims tu:be a_"tatglféditﬁgigl‘piekégg?qu 

total human.

_1ing letters. supposedly from readers which treated subjecte never before . . g
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beiﬁgi“zg It further describes its editorial concept as ''pictures with-
out the lectures, pin-ups without the hang-ups.'" For persons in doubt
.about what the magazine is seeking to do, Penthouse will show them a
copy of a 1972 Daniel Yankelovich sﬁudy2§ which shows that social atti-
tudes towards sex are considerably more liberal than they used to be.
That, of course, is what Penthouse is all about. Other promotional
material maintains that the Forum section (a sampling of reader letters
which have recently been published in magazine-form) "provides a
théfapéutic nutiaz for mén" and 'laims that it has "been c@mmended by
Sexusl hang ups n30

Circulation has quickly grown_since the publication arrived in
this country. Nearly 90 per cent 1 of Penthouse readers are men with
an age around 28, and a median annual income in excess of $7,500. One-
half of the readers are single and three-quarters live in a metropolitan
area,

:Dn:ept in the past five yaafs. 'As much as one- third of the editorial
content in the U.S. edition is duplicated in the U.K. edition, includ-
ing the advice column written by Xaviera Hollander, the ex-call girl
who was involved in a recent scandal with two British government
officials before she joined Penthouse, Her column responds to problems
presented by readers on diverse topics, most of which ultimately revolve
around sex.

Penthouse has carried articles and feature stories written by such
well known writers as Isaac Asimov, Gore Vidal, Peter Benchley, and
others. Generally, little fiction is carried. There is a trend under-
way to expand coverage of political issues by featuring more investiga-
tive reporting. Articles -appearing in Penthouse have covered such
topics as strip-mining, religious cults, ammesty, Timothy Leary and
others. Recently, more in-depth reporting has centered on the failures
of the press and the oil erisis. The editors are especially proud of the
series of articles on the Vietnam War veteran. One of these articles
was read into the Congressional Record.32 Of its particular brand of
journalism, Penthouse observed that "no one called it investigative re-
porting until recently; it was just fiﬂe, gutsy jaurnalism End it stood
the teat of time.,"”

As well as covering contemporary igaues, Eenthause has delved
deeply into the different sides of sexual behavior, treating such subjects
as teenage love, transsexuals, partner swapping, and the American sexual
revolution. It has given special coverage in nearly every issue to. .
monopedes (one- legged amuptees) and the ways in which ﬁhege_unfnftunatg
persnns ralate tu sex. Pénthuuse phﬂtagraphs, mgny taken by Gu c;nne '




Advertising revenue in fiscel 1974 was $53.6 millinn, up fram $2 2 million

the way of unusual design is used.
Beginning with an initial printing of 150,000, circulation has
risen dramatically and currently totals 3,809,164, only three per cent
of which is sold through subscription.”® During the first half of 1974,
circulation increased 22 per cent. Midwest circulation director Jim
Shanahan says there will probably not be any changes in the way Penthouse
is sold--primarily through newsstand gales, He says, 'we are dniﬁg §“St
fine. We really don't need to play the subscription numbers game. n3
Advertising revenues in 1973 totaled $8.8 million,”" an increase of
87 per cent over the previous year. Profits increased 61 per cent in
the same period. Total number of advertising pages has risen steadily,
from 478 in 1972 to 575 in 1973. The advertising to editorial content
ratio averages around 70 per cent editorial to 30 per cent ads. In 1973,
the largest advertigsers were the liquor industry (73 pages), toiletries
(47 pages), and consumer services (36 pages). Clothing, autos, and travel
gervices accounted for an additional 36 pages. A full page of four-color
advertising in Penthouse sells for $24,175. ’

Qul

Qui is often referred to as Hefner's grandchild. 37 From the moment
Playboy Enterpriaes, Inc. brought out the magazine in 1971, it became
apparent that the magazine was going to take on a younger persanality
than Playboy. Along with Hefner, who is Qui's editor and publisher, is
co-editor Jon Carrol, 28, formerly an editor with Rolling Stone, Hefner
says that Qul is désigﬂed for young people of both sexes and "embraces
eroticism without exploitation." 38" Much of the editorial content is :
patterned after the highly successful French Lui (eire. 500,000) publighed@
in Paris by Daniel Fillipacchi. .

Qui's original press run of 800, 00039 indicated the high expecta-
tions for the magazine when it came out in the Spring of 1972. Until
recently, the circulation had risen steadily, reaching a high of 1.75
million in 1973. 1In the first half of 1974, Oui missed its guaranteed
rate base by 11.4 per cent, recording a figure down to 1,508,021, Sub-
scription sales account for only 107,509 copies sold éach issue. The
newsstand price was forced up by paper and mailing costs from $1.00 to
$1.25 in December 1974. Yearly subscriptions remained unchanged at $9.00.

The magazine's editorial content is a mixture of pictorial essays of
beautiful women (Qui does not hdve the traditional three-page foldout)
and feature agticles excluding fiction, The topics covered in the edi-
torial content range from an article on sexy men by Germain Greer to an
interview with Fidel Castro. Regular departments include Openers, a
summary of news-clips; Satellite, a selection of humor; and Revue, a
rundown of current entertsinment.’ ‘Colorful iliustrstians and elgbn:ate"'”
graphic design is heavily used.

Although few demographic statistics on the yaung gublieatian exist,
the total audience is estimated to be near 5 million.4 Approximately
80 per cent of the readers are men, with a median age a:aund ‘28 years.
Becaugse of the recent devaluatz$n of the rate base, the cost. of’ a:full
page of four-color is $11,900, down. from the original price.of 814,800,

in Qui's first year.




Other "Entertainment Magazines'

In addition to Playboy, Penthouse and Qui, the men's entertainment
field is shared with numerous other publigatinns, many of which are
similar to the three already discussed in their editorial content, but
which lack the high circulation figutesiéz All these publications
feature nude women which has led to their classification under the en-
tertaimment heading.

Adam--Published by the Knight Publishing Co. in Les Angeles, this
is one of the newest of the enterteinment magazines, Single copies re-
tail for $1.25.

Cavalier--Published by the Pugent Publishing Corp. in Coral Gables,
Florida, this young magazine has a circulation of $183,032, of which
885 are subscription copies. Yearly subseriptions sell for $12.00
and the price is $1.00 on the newsstand. The editor explains that
Cavalier reflects the interests of the generation of the sixties.

Complete Men's Group--This collection of four magazines is published
by the Magazine Management Co. in New York and consists of For Men Only
"Male, Men and Stag., The combined circulation is 938,935. These publi-
cations carry a small amount of photography with action-feature and
masculine interest articles.

Gallery--Founded in 1971, Gallery is published in New York by the
Brookbridge Publishing Corp. The circulation 1s guaranteed at 750,000
and single copies sell for $1.25.

Game--This new magazine is published by the Challenge Publishing Co.
in Canoga Park, California. Single coples sell for $1.50 on the news-
stand.

GEHESiS*!GEnEEiS has been published in New York since 1970. Giféus

lation 1is 352,579 with newsstand copies selling for $1.25. This maga-
zine fréquenhly earries gftieles af iﬁtéfésﬁ to the young male dealing

Hustler-sﬂﬁe of Ehé ‘most recent to hit the newsstand, Hustler is
published in Columbus, Ohio. Each issue carries some feature writing
and sells for 31.75.

Modern Man--A veteran entertainment magazine since 1950, this
collection of features and photographs is published in Skokie, Illinois
by the Publishers Development Corp. Circulation has been falling in
the past few years with cireulation now at 121,110, Modern Maﬂ retails
for $1.50 per copy.

Players--Started in 1973, this is a magazine designed esnecially
for the young black male. The publisher, in Los Angeles, is Sid Smith.
All of the editorial content is aimed at black men including the all-:

black cartoons and de&rtiSEmEﬂtS.waiféulEEiBﬂHEﬂEElegﬁg 923 with .. .. e

' There are several nther "entertainment publicatians " but the eir-
culations do not comprise a significant partiou of the market and will
not be listed. :

Other Masculine Intarest Mg:sziqes

(not pfimarily pictorial)

Arggsz--Publiahed by pular Publicatians,.Inc. in New York, this B
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is an action-feature magazine carrying adventure articles on a variety of
mostly traditional subjects. The newsstand price is $1.00 per copy. Cir-
culation averages around one million and encompasses four regional adver-
tising editions.

Petersen Action Group--Published in Los Angeles, this group of maga-

zines includes Hot Rod, Motor Trend, Car Craft, Guns and Ammo, Hunting,

Skin Diver, Wheels Afield’ Motorcyclist, and Air,Pto’ress, all of which
are directed primarily at a male audience. Total circulaiion for the
complete group is 2.8 million. Petersen recently purchased True magazin.
(see below). )

True--Formerly owned by the Fawcett Publishing Co. in New York, the
circulation of this magazine fell nearly 20 per cent in 1974 to 900,000.
Under new ownership, the magazine's editorial content is changing in
several ways,

ViP--VIP is the Playboy Club's in-house magazine which reports the
matters of concern to club members on a quarterly basis. Anyone may sub-

scribe, however, at 35¢ a copy or $1.00 per year. Circulation is 905,797.

It is essential that Esquire be mentianed here as that magazine which
considers itself to be primarily a men's magazine, Esquire is really in a
separate category, however. It was this magazine that began as a 'girly
magazine' but rapidly moved toward more literary interests. Esquire in-
troduced such new journalists as Gay Talese and carried articles by Tom
Wolfe. 1In its 42 year history, it has published 51 Pulitzer Prize winners
and 17 Nobel laureates, Circulation is 1.3 million, with 1.1 million

subscriptions part of the total,

For Playboy, the men's entertaimment field has long been a lucrative
one, Starting with the successful magazine as a base, Playboy Enterprises
has invested in the hotel business, the night club business, the movie
industry and in book publishing. The advent of Penthouse iﬁ 1970 into
this one-time monopoly has had aignificant effects on Playboy. Penthouse
is likely to continue claiming a sizeable portion of the magazine market.

In addition to their similazities as editors and publishere of two
similar magazines, Hefner and Guccione have other common characteristics.
Both men wante’ o be cartoonists before they became publishers, both are

" divorced and bc 1 have children. Additionally, the two men's fathers are

corporate treasurers of the enterprises,

From the very beginning, competition between the two magssines has
been bitter. Penthouse's initial promotion campaign portrayed the Playbo
Bunny sumbol through a telescopic rifle sight, while a headline declared,
"We are going Bunny Hunting." In 1974 other. promotional. material shows. a...
turtle flexing his muscles to the tune of "Penthouse Power" while ‘a rabbit
cowerd ‘behind a rock. Regarding circulation campg:itian,,thare may in-
deed be some analogies to be made with the fable of the tortoise‘and the.
hare. Penthouse's circulation, now at 3.7 million,: is more than half
that of Playboy. Since its introduction into this country, ‘the: circulstiﬁn
has increased more than two times each year. Jim Shanahan, Penthouse's
Midwest circulation director, confidently predicts that his. magasine will
surpass Playboy in circulation sometime in 1975,43

The recent decline in Plazbaz 8 circulation figuzes has- been inter-
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competition is becoming increasingly caustic. One of Playboy's adver-
tising directors allegedly told an advertiser that Penthouse's circu-
lation figures were artificially infiated. An angry Bob Guccione re-
plied by filing a $40 million suit against Playboy, which has subse-
quently been thrown out of court for lack of sufficient grounds.

Although both magazines have similar reader profiles in terms of
sex, age, income and marital status, one study indigated that their
overlapping readership was well under 20 per cent. '

Plavboy continues to run, on the average, 100 pages longer than
Penthnusé; Déspite Ehis aize difference, Ehe two magazines often

preted in some circles to be directly related to Penthouse gains. The

uﬁusually haavy paper SEock ‘

Advertising revenues of the two publications differed by as much
as $34 million in 1973. Gail Turil, account executive for Penthouse,
says that Playboy remains the pringipal competition. She claims
Penthouse is taking accounts away from Playboy and attracting adver-
tisers who formerly were unique to Plazbng.

Another important area of comparison between the two magazines is
in the photography. The model's fictitious name and frequent recurrence
in Playboy is contrasted by Penthouse's policy of using girls who have
never been professional nude models and prints only their real names.
Traditionally, Playboy was thought to be at the very brink of the public
morality. But Penthouse beat Playboy to pubi¢ hair when it initiated
the currently accepted trend in 1970. Playboy, of course, quickly
followed suit.

While Playboy tends to photograph and retouch in such a way as to
present near perfect gpecimens of female anatomy, Penthouse tends to be
more earthy and realistic. Penthouse is also well known for the muted
focus through use of the butterfly screen. The Penthouse Pets fre-
quently wear garter belts, stockings and other items, creating a striking
difference to Playboy's simplistic, innocent nudes,

Influenced somewhat by its kinkier British origins, Penthouse's
editorial content often deals with subjects Playboy's writing has never
touched. 1Im 1974, for instance, Penthouse ran a feature on Hilderbrand,
who was described as 'the innovative designer of torture machines." The
story was illustrated with pictures demonstrating the equipment. The
magazine is rarely inhibited in dealing with subjects such as homo-
sexuality, bi-sexuality, and sexual fetishes, all of which were once
alien to the Playboy philosophy, but which now receive competitive treat-
ment,

With the emergence of Penthouse, Hefner has acknowledged that Playboy
is "not nearly as avantagardé, or omn the forefront of the fight for
sexual freedom as it once was," With 6.5 million subs:tibers, Hefner
evidently did not feel compelled to out match Penthouse's liberalism issue
for issue. This reluctance to significantly change the editorial focus of
a successful magazine led to the creation of Qui, the publigétinn speci«
fically designed to keep Penthouse under control.

At the very start, Oui became the younger, more flexible gon of

Playboy. Fiction was d:oppéd in favor of more lightweight feature

material and the tone of the magazine became a bit more earthy. In Qery
few ways are Playboy and Oui similar. Qui's Midwest circulation director,
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John Kabler, maintains that Qui is a separate magazine from Playboy and
only a few of the advertising accounts are shared. Averaging .only
130 pages per issue, the product's appearance is quite different, as well.

Recently, Oui missed its guaranteed circulation by 11 per cent, and
there is speculation that the magazine may be in troubie. Brought ocut to
compete with Penthouse, Qui's circulation gains have been completely over-
shadowed by Penthouse's spectacular success. In its two-year existence,
circulation has not quite doubled and fast-rising circulation figures
appear to be one of the Vital elements of success in this field.

Although no other men's entertainment publications have amassed such
high eirculation figures as Playboy, Penthouse and Oui, there are never-
theless dozens of imitators born each decade., Essentially these publica-
tions seek to find success in the same vein as the "Big Three' and often
attempt to carve out their own niche by concentrating on sports, auto
racing or ethnic interests. The mortality rate among these publications
is high with a8 life expectancy under five years,

Players, the new black monthly, has shown some initial signs cof
success in its ability to define an audience. Attempts in the black
man's entertainment field have been made before in the past, however, and
have all been unsuccessful. Players' editorial content 1s similar to
that of Oui in terms of photography and article quality. There seems to
be a better chance for this publication than the other imitators, given
the concentrated focus.

The other masculine interest magazines such as the Petersen group,
Argosy and Saga are not directly competitive with the entertainment
magazines and as a whole have not been as successful as their nude countér-
parts, These publications tend to rely on action-feature material appeal-
aing to the adventure-interest group. The reader duplication between this
group and Playboy and Penthouse, is under 50 per cent.

Within the past few years, a unique group of imitators of Playboy has
appeared on the market. The new group, which in some cases is practically -
indistinguishable from the men's entertaimnment field, is aimed at female )
audiences. Viva, published by Penthouse, and Playgirl are two monthlies
which have adopted many of the hallmarks traditionally used by the male
publications and have adapted them to a female audience. This includes
pin-ups, cartoons, ribald features, and nude model photography--but this
time the models have switched sexes.

So far, both Plg” zirl snd Viva have been Eremendausly successful

with one milliDﬁ newgstand zopies 48 The guaranteed rate base has de-
clined somewhat, but remains at 750,000, In the spring of 1973, Playgirl
debuted on the newsstands and sold out all 600,000 copies of Ehe first
{ssue within hours. The first anniversary issue sold 2.1 million copies
and the circulation figure is now over one million. :

Conclusions

If there is any one statement to be made about the group of magazineg
discussed in this report, it is that they represent a unique genre of con-
sumer publications. The succass is difficult to attain, but for those
who make it past the initial point, success is virtually guaranteed. It
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would seem that the combination of quality writing and photography or
even non-quality writing and photography aimed at the prurient interests
of the young male, provide a winning formula. No publication without
some journalistic merit has yet made it in this field, and therefore,
the respectability facade attained through writing seems essential,

After monopolizing the field for so many years, Playboy may soon
be forced to yield an equal share of the power to Penthouse, If
present trends continue, the day of reckoning may be sometime this
year. Already Penthouse has shown both a strong desire and an increasing
ability to weaken Playboy's stronghold.

The future of Qui is not certain but, as a young publication, it
cannot yet be adequately predicted. Recent declines in circulation may
well be the signal of trouble ahead. Originally intended to help stave
off the attack by Penthouse, the magazine's success has been less than
what its editors might have hoped.

Excluding the remote possibility of a reversal in the current trend
towards sexual freedom, future projections for the entertainment field
seem promising. The prospects for male-oriented journalism as a whole,
however, are not entirely clear. Indications in this regard may come
from the future success or failure of True, now under new management.

As differences in circulation becween Playboy and Penthouse de-
crease, the competition is certain to grow more caustic. The successes
of these giants will undoubtedly continue to attract fortune seekers
inte the field with their imitations. But the developing battles with-
in the various groups is likely to ultimately discourage the weaker
publications and the result will probably be that the more powerful
publications will be left alone again to fight it out among themselves.
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Comfortably Above Ground--Always Were In Fact:
Rolling Stone, Village Voice
Terry Breen

In the past 20 years many successful new periodicals have sprung
up in the United States. Among them, there are magazines like Playboy,
Psychology Today, and Ms. Like these three, the bulk of the new maga-
zines have bsen gsnventionglly styled and geared to & selective audieance.
Ta cypify Elazbaz is Biméd at yaung, urhane men and thgse wishing they

seiencgs‘ and Hs. at women hﬂlding femiﬂist values. Farmat in these
magazines is unquesticnsbly magazine-like: standard 8%" x 11" size,
saddle-stitched binding, coated body and cover stock, and so on.

But two publications in this large group have not been as easy to
understand or classify: the Village Voice and Rolling Stome. They have
a tabloid format, and are printed on newsprint--gso they look like news-
papers. They have long and subjective articles--go they seem like maga-
zines. Arguments like these could fill out & goodly sized chart or two.
Perhaps the safest retreat in determining what the Village Voice and
Rolling Stone should be called is their classifications with the Audit
Bureau of Circulations. (ABC's classifications are based, of course,
on whatever status & member has applied for.) The Village Voice, since
its beginning in 1955, has chosen to remain in ABC's files as a news-
paper. Rolling Stone, although widely referred to as a newspaper during
its early years, applied for membership in ABC as a magazine. (Begun
in November 1967, it didn't, however, submit its application to ABC
until February 1970.)

Whether magazine or newspaper, though, these two publications are
cremendously successful. The weekly Village Voice, which covers New
York and national politics, sagial affairs and culture, has built up a
circulation of over 145,000, and grosses an eatimated $1,100,000 a
year.2 Rolling Stone, a biweekly, has broadened 1ts original editorial
concept of rock music coverage to embface national politice and has
accumulated a circulation of 371,800.3 During the 1972-73 fiscal year
the magazine grossed §$5 milliani%

There is little doubt, then, that the Village Voice and Rolling
Stone are now firmly established conventional publications. But since
their beginnings, a specter of suspicion has hung above them., Their
ﬂEﬂSPEPEf—like=—gﬂd by extension, underground newspaper-like--format
has been only a part of it. To go along with this, they have had some-
what offbeat editorial content, occasionally punctuated with a few
words not ordinmarily found in every American living room. .And their
audiences: who have these subversive characters been anyway? Because
these two publications were and are innovative, some people have had

trouble classifying and understanding them. Even now, long since the
Voice was 18 pages long and cost a nickel, and Rolling Stone was 24
pages and cost & quarter, are: they both jgufnaliatie uncertainties..
At present, the Village Vofce, at around 120 pages and 50 cents a copy,
and Rollin Stang, at about 96 pages and 75 cents a copy, still lie in
a gray area between the purely conventional and-the partly uﬂd&:graund o
But the fuzziness becomes clearer, or perhaps. irrelevanﬁ ‘whet -
reason for their success is considered: plgaaing, respectiVPly,
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‘The Villag_ﬁVoice audienee was ac firsc the Greenaich Village 'beat"
population that didn't find existing newspaper coverage entirely germane
to their interests. Rolling Stone's audience was the rising youth cul-
ture in need of an authoritative spokesman for its music and for the feel-
ing that went into and grew out of it. In both cases there was a need for
an alternate journalism covering those areas the existing press neglected.
These two publications provided for that need. And, continually percep-
tive of change, they have adapted to the changing needs of their audiences
as well as to their own. This has made them successful.

But, new needs and new audiences, like most new things viewed from
the outside, are suspect. For 2 long time the Village Voice and Rolling
Stone are widely considered part of the naughty underground press. There
is little doubt, of course, that the Voice was instrumental in launching
the American underground press, which in its heyday claimed over 200 news-
papers Nor is there much doubt that Rolling Stone, years after the
Voice's inception, was considerably influenced by the underground press.
However, in only one main area--that of providing alternate journalism--
do the two publications substantially resemble the underground. For this
reason alone it is not only incorrect to call the Village Voice and Rolling
Stone ''underground,” it is also insufficient.

~ So, in trying to put these two publications into the proper focus,
let's first look a little deeper at why they are conventional publicstions
and not underground ones,

* k k

Differences between an underground and a conventional publication can
be observed by looking at internal and external faetors. The internal
side involves the publication's actual operation. It deals with questions
of business and editorial professionalism. How "professionally" a publi-
cation operates determines its attitudes and gosls in the marketplace.
In a related way, the external side deals with the over-all reaction to
the publication as a product. Recognition by fellow publications, and type
and size of audience determine a publication's conventionality.

I. The conventional press 1is characterized by a money-making motive; the
underground press is generally not.

Both the Village Voice and Rolling Stone are and have been admittedly

money-making operations. _
In 1959, after three and a half years of operation, the Village Voice's
founding publisher, Edwin Fancher, said, "The Voice is .going to have a lot . = . .:
to say about Greenwich Village and is gcing to be a big money-maker in the N
process."> Indeed. But what is not evident in Fancher's statement is that
the Voice had been enormously successful up to that time. Since its found-
ing in 1955 the paper had accumulated a. total paid circulation of 11,500,
and was expanding at a rate of 100 copies per week. 6 Started with $15 000
by Fancher, Daniel Wolf and Norman Mailer, the paper survived:losses of -
$1,000 a week during its first year. After that first year, Hailer, who
appears to have been in the operation more for a writing exercise than any-
thing else, left the staff, although he kept a sizeable ownership of stock.
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But Fancher and Wolf stuck with it, as publisher and editor, respec=
tively,

In early 1970, .U per cent of the Voice's stock was purchased for
an estimated $3.5 million by New Yorker's. Carter Burden and Bartle Bull,
At that time some observers valued the YEi;E at almost 87 million. 1In
June 1974, a massive exchange between the Burden-Bull Company, called
Taurus Cammuniaations, and the New York Magazine Company was executed,
Taurus traded its 80 per cent ownership for $800,000 in cash, the take-
over of a $2.5 million Voice debt, and 600,000 shares of New York
magazine stock. At that time, it was an educated_guess that the Voice
was making a million dollars a year before taxes.’ It had been quite
a growth,

Critics of the underground press have recognized the Voice's money-
making motives--motives, it should be emphasized, which distinguish the
New York tabloid form the underground press. Everette E. Dennis and
William L. Rivers have observed: "If the underground is defined as
growing out of the pasychedelic subculture of the 1960's, oriented to
young people, and printed on offset lithography, the Voice, which has
always been on the fringes of the establishment even as it promoted
reform, hardly qusiifiesi"s Similarly, writes, Robert Glessing, . . .
the Village Voice, which . . . considers itself the father of modey::

 underground newspapers, 18 so widely patronized by big buasiness thai it
refers to itself as the 'trendmaker' and appears to be very overground
indeed,"? Lavrence Leamer says the Voicé "has stayed unashamedly a
commercial enterprise as well, and an extremely lucrative one at that.
It has no pretensions to beiﬂg a part of the movement and inhabits a no-
man's land between the Establishment and radical media,"

Rolling Stone, as much an inhabitant of this no-man's land as the
Village Voice, has conducted 1its business operation in -much the same way
as the Voice. On the magazine's fourth birthday, Rolling Stone's editor
and ;antralling stockholder, Jann Wenner wrote in an editorial: - "If
you're doing public art and ;ammuniestinﬁ in America--if you even live
here--you're dealing with money, and you're in business. One of the
cardinal rules of the commercial side of one's life (as an individual, a
family or a corporation) is to be profitable. If you're not, you can-
quickly go bankrupt, and then you are out on the street again . . . As
long as there are printing bills to pay, writers who want to earn a
living by their craft, people who pay for their groceries, want to railse
children and_have their own homes, Rolling Stone will be a,capitaiistie
operation," )

At 21, Wemner, together with music critic Ralph Glesgan and photo-
grapher Baran Wolman, started Rolling Stome with loans amounting to $7,500.
Surviving several staff upheavala and.a-serious financial ‘erisis- in-1970 -
and 1971, the magazine today has a book value of apprnximazely $7 5
million. The current measure of Wenner's success 15 far removed frnm
that described by Newsweek in 1969: 'Wenner . ., . remains, for the = .

moment, straddling two worlds, a-swinging capitalist ma::hiﬂg prafi;ably
to the big beat of rock. He has already turned down .a: couple of .
$500,000 offers for Rolling Stone, but, he says: 'If a real lot" ‘of maney
came along, I'd sell it and get out, Things don't last forever, 1ml2
" Right naw, it appears that Rolling Stone may last a while {n app ach-
ing forever. sides Rgllin Staﬂe, thaugh, Wenner has sta ted and dis




‘continued publication of two magazines and has run a highly successful
‘i book.publishing company, Straight Arrow Books, since. 1970.. According t@ -
‘v Rolling Stone publicity director Bryn Bridenthal, another- expansion by
“. . “yenner may soon be in the works. 'There haven’t been any. decisions made
g gbaut it," said Bridenthal recently, "but Jann's been- thinkiﬂg of start-
ing two other magazines, One would be a book review magazine and: the
“other would be a politics: magasine She said there will pfcbably be a
decision made on them by the end of May 1975. - .

Clearly, if Rolling Stone started out in a fun-first and business-
second frame of mind, it has settled very comfortably, and seriously,
into a profit-making one. To those who feel that Rolling Stone may have
"gold out,' Wenner has replied that he feels good about supporting the g
music that he has called "the greateat definable part of the youth
culture."13 And "capitaliem," he hii said, "is what allows us the in--

credible indulgence of this music."

II.__Advertising is much more selective and plentiful in :nnventiunel
publications than in undergrgund ones,

Although the Village Vbice has been knawﬂ far its Eametimea qu-
landish ads, it has also, like Rolling Stone, prohibited patent sex ads,
‘And sex ads, Rolling Stone editor Jann Wéﬁﬁig has noted; proride the -
economic base of the underground newapaper. Journalism . critic John
Tebbel has also observed this dependence.in the uﬁdergraund magasine
press: ''Most of these publications have four-letter-word titles
exist mostly by virtue of their classified advertising, which of

wide sexual choice to its liberated readers.ziﬁ “In caﬁvant;anai
fashinn, however, in both the Village'Voice and: ‘Rollir : 8
has been overwhelmingly of the conventional display type.

In the early days . of the Village: Vﬁicér
cent per 20-page issue. As issue size grew, so" did perEEﬁtage
" Today, with issue size varying arauﬂdeEQ-léﬂ pages,'

- about 65 per cent. From advertisement of the more
the hest era the Vgice has expanded the acape n

enteftainment re:nrdg, sterea equipment, and ;u
" film, theater and music, "Then as now,' write .La
Voice fEEdérE ‘said they bought:the’ pEPEf;  ;j;j 
Editafial ‘content, thEI were3 f» ;_ niur r
and the Vbice itself " BRCAES

gaiﬁed a natinnal and internati nal. fo
with visiaﬂs af cﬂvering fGGk.-v,,—

Sggﬂe depend;:

Becsuse Rallin 15§5V11Y,EDFF



feel the magazine goes lightly while covering it. An oft heard criticism
is that. the magazine failed to cover the 1973 payola scandals. in the
record 1ndustry. -In-a braader sense, notes press critic Rager Lewis,
"(Rolling Stone) has always seemed to prefer documenting interminable

legal wrangles within the music business rather than: investigating the -«
economic basia of that industry." Furthermore, he writes, "The size :
of the paper's advertising revenue may be one reason for its political
':anaervstism " g gangervatism fgr ﬁhich Rﬁllin’ Stane "has faced 1ns

Fress Syndicate “19

The question of the magazine's critical attitudes toward. the under-
ground press notwithstanding, Rolling Stone's firm advertising base has
obvioualy 1snlated it from the ﬁndergraund press.

III. Conventional publications are run on strong business knawlédge
and by full-time staffs; underground pubiieatiaﬂs are generally _
deficient in business knowledge and aperEEe with pErE-Eime staffs,

When the Village Voice and Rolling Stana bath got starsed, they
were staffed by workers receiving little or no pay for their ‘efforts. -
However, once the publications became able to aperate in a iinsncially
secure fﬂahinn; they paid their staffers.

At the Village Voice, the recent takeovar by Clay. Felker '8 ‘New York
Haga;ine Company has brought raises for most of the paper's staff. A
similar situation occurred when Taurus Gcmmunigatians ‘took ﬂVE:'eantrnl=
ling interest of the paper in 1970. Because the: Villﬂ e Valce
closed corporation until the June 1974 takeover, though, salaries have
never besen publicly divulged,- However, a recent article" in New' Times
magazine states: '". . . annual salaries to the full time star writers
. .« . seem to average out at under $11,000."< : e

The new takeover has brought some other inte:esting :hanges. Editar
Daniel Wolf and publisher Edwin Fancher have been dismissed from. the

staff, and have declined taking "consulting' pasitinna uffefed them by
the new boss of the parent company, New York ‘magazine editar lay’Felker., _
The Voice staff, including the new executive editor, Ross Wetzsteon, will
probably remain uﬂsffected by the new Bituatian.? But" the buaiﬁeas'nperaai ‘
tinn of Ehe Vaice takea on a ﬁEW laak Carter Burden, 1 '

certain: that this paﬁer will be. exerciaed ‘mos
?:hanges, End increased natinnal advertising.«y-

the Vaiee 8 new mgnagemenz.~?f'
company, editor and publisher
~ man of Village Vbice, Ine.? 2?
reporter for Life (1951-57),
fore becaming editnr of the Ne
,sectinn 1n 1953 Afzer Ehe 1fib”




wrote in a press release issued shortly after the June agreamenzs‘ "o,

there are no plans whatsoever of intermingling the two publications .
(New York and the Voice)." In that same press release he did mantion
some changes, though: ". . . the merged company hopes to be able to pro-
vide the backing to enhance the Eotgntial of the Voice and in doing 8o
broaden its scope and audience.’

Felker's involvement with the Voice may easily fit into the scenarlo .

Folio magazine has placed Felker within: ". . . expanding the New York
success into a multimagazine enterprise ., . . (by starting) new magazines
or (buying) existing ones in order to take advantage of his staff's ex-
pertise and the economics of a large scale." 124 pelker is portrayed by

.Folio as one "fascinated by wealth and power," who numbers among his

friends such other publishing notables as Clare Booth Luce, Katherine
Graham,-and Dorothy Schiff. At present, after an abortive start-up of
a planned quarterly called Couples, and a decision to drop plans for
purchasing Los Angeles magazine, Felker hopes to bring his’ expertise to
bear on the Voice. About his new venture, Felker has said: "There are
three or four ways we could go, ‘but all of them are based on keeping the
Voice just as it stands. Right now I'm very strong for the status quo. n25
) Not unlike the Voice, Rolling Stone initiated itself into the maga-
zine business in ‘pure shoestring style. For .three years it operated out
of a rent-free loft -above a San Francisco printing shop. At the ‘very
start Rolling Stone had a staff of five volunteer workers. By 1969, it
had expanded its staff to 12, and was paying each member. Today, seven
years since its beginning, Rolling‘ggpne has a staff in excess of 100
persons, some of which make up what Peter Schrag:calls '"the accoutrements
. . . of corporate journalism--checkers, research department, bureaus in
London and New York, over-30 business staffers in suits and ties, expense
accounts and a competitive editorial budget. n26

wEnner, now 28, is, in fact, the person most fEEpﬂﬂEiblE for the
magazine's success, His amazing business flair and editorial perspi-.
cacity have earned him the reputation of being the new William. Randolph
Hearst, with the nickname of (what else?) 'Citizen Wenner." Along with
a business mind, of course, goes an occasionally dominant business heart:
he has brought off several lay-off and firing sweeps in the evalutian of
the magazine. The recent firing of Stone managing editor, John WEIEh
who had done much to upgrade the magasine s editorial operation,” and the
subseéquent hiring of Nixonite Richard Irvine as corporate presidént, .
prompted &8 short item in New York asking, "what's going om out” Ehere in
Rolling Stoneland?" The article quotes a Rolling Stone cantributing :
editor as saying, "(Wenner) has everybody so paranoid that they hsve.En
check the masthead each issue to make sure they -8till have & job.' n27. .
About Wenner's firing and hiring, Rolling Stane s Research Director - .
Valerie Kosorek said recently- "We're growing very fast, and. when- things
get a little heavy, there have to be some adjustments. . It's the only way
to keep up with change and growth. No one has been released withgut a i
good reason; change is just the nature of the business“‘g‘ .

IV. Writing in the conventinnal press is anslytizal reaponsible and
relatively balanced; that in the underground press ia 1@032, ténd-
ing toward diatribe and tiresome rhetoric. L
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The writing in both the Village Voice and Rolling Stone is
generally freer than that found elsewhere in the conventional press,
By end large, hewever it ie highly reepeneible end well deeumented

area- judgee, entitled "The Ten Worst Judgee of 1974" (the Ville’e Veiee,
September 26, 1974), or Joe Eszterhas' sobering coverage of Evel
Knieval's Sneke River debacle, "King of the Goons" (Rolling Stone
November 7, 1974), to bear this out. These two articles typify a free-
styled, eubjeetive reporting that suffers no loss of authority for its
point of view or occasionally uninhibited language.

The argument may, of course, be raised that uninhibited writing
has been a practice of the undergfeund press. Indeed, as Robert Glessing
observes, "The Village Voice was the first newspaper in modern American
journalism to consistently report news with no restriction on language-~
a policy widely adopted by underground editors to shock the authority
structure,"28 However, unlike the underground press, the Village Voice
and Rolling Stone have used this writing freedom to form their own type
of responsible journalism, and in the process have attracted some nota-
ble writers. At the Village Volce, writers like Jack Newfield, Margot
Hentoff, Me:y Perot Nichols, and Richard Goldstein have fleuriehed in
the paper's free atmosphere. At Rolling Stone, young writers lime Tim
Crouse, Tim Cahill, and Tom Burke have been given a start into very
successful writing careers. Besides furthering the efforts of these
young Rolling Stome writers and the stylistic virtuosity of more es-
tablished staff writers as Joe Esxterhas and Hunter Thompson, this
vriting freedem has also attracted to the megeeine freeslenee writere
the 1ikee ef Trumen Capote Tem Wolfe end Herbeft Gold :

elee "Thie telereﬁee . e . encourages ‘a more serieue fn:m ef reperting
which depende not on generalieetien, eummegy or enelyeie, but on: tgs
As "wfitef e" publieetiene the Veiee -and Relligg Etone heve held high
writing standards from their beginnings. Jack Newfield, with the y;;ee
from its start, and now a senior editor, expleine that hie and most of
the Voice's writing fs:different from traditional reporting not in
responsibility, but in presentation: "It is a new type of jeurneliem
differing from the "old journalism, (which) was blind to an-important
part of the truth," and which "had built-in bias in its presentation.' 30
In the same vein, Relig_g S ne s Jann Wennef expleine thet the

:gfeund aress is the same: "(The underground pepere) juet feiled to.
develop geod writefe end goed repertere. The beet p:efeeeienel people

or te eppeer in a eerioue medium AL : s
Basides the quality of writing, ‘a releted eepeet f "aveilebility"
of writing distinguishes the ville e Vg ,ee.gnd-RelliEg Stone rom
underground press: The Unde:gfeend Press. Syndieete “which' has
buted mete:iei freely among undergreuﬂd papers, is beeed ‘o
of common. ownership of writing. ' In obvious opposition-to this, the .-
Voice and Relligg Stone have elweye meinteined exelueive eepywrightea
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ownership of their material,

V. Layout in the conventional press iz organized and pleasing to the eye,
while that of the underground press has tended towrid digorganization
and tackiness. Graphies in the legitimate press sre clear, well-
defined and carefully arranged, while those of the i¢nderground press
have tended toward gauche art nouveau and the psychedelic,

Granted: both the Village Voice and Rolling Stone are not the most
attractive publications around. Both have been attacked for 'soggy" and
uninspiring graphics,; and dull typesetting. However, they have hardly
ever been attacked for organization and readability. Basically, they look
the same: dimensions--11" x 15", offset lithography on newsprint, and
broadside tabloid format. However, there are some differences. : The
Village Voice, maintaining its newspaper profile, stays away fram four-
color hElfitones Rolling Stone uses a four-color cover and, occasionally,
color inaide. Both publications, though, favor a low-key presentation--
as conventional, in fact, as that of the Sporting News.

The Village Voice's print is arranged in a five-column newspaper
format. Besides artist Jules Feiffer's cartoon in each issue, the graphics.
are black and white photographa. Lawrence Leamer sets the teone of the
Voice's appearance: 'The Village Voice, for its part, never fried to
bedeck itself with love beads and psychedelic drawings, or clenched fists
and militant art, and has stayed very much an observer of the cultural and
political revolt,'32 “

A Rolling Stone advertising brochure calls the magazine's format
“"clean, classic, easy to read." This, along with the following remark by
a Rolling Stone associate editor, Charles Percy, seems to say it all;
"(Rolling Stonme has provided) a quiet page with clear, clean photographs
and neat layout, in contrast to the underground press, most of which was
devoted to heavy overprints and dark, cluttered art. n33 There- has been
some experimentation in graphics and layout, but Rolliqg Stone has basically

stuck to a variable three, four, and five column layout and subtle graphics.
There has been one minor change in format: the paper was a standard size
foldout (with two front covers) until switching to a regular single-fronted
tdbloid format in the summer of 1973. Artists Ralph Steadman and -‘Annie
Leibovitz have, along with other contributors, given Rolling Stone a top-
notch visual flourish, Overall, since imitation is & sure measure of .
success, the magazipne must be doing gsomething right: it has already given

away numerous "Like a Rolling Stone'" awards to other publicationg copying
its format and style.

VI. Conventional publications generally receive recognition from other
conventional publications; underground publications, while perhaps
ignored unduly by the overground or conventional press, do not re-
ceive this recognition.

The Jillage Voice sh2ze wen at least one award from Ehe BTew York Press -
Association for being the best tablotd weekly in the state. " Time magazine
has said of the Voice: '"(It) has eaf;éﬁtly chronicled the pecularities of
New York City- life, its iconoclastic eye quick to spot problems of the

underdog., Unremittingly quarrelsome, wordy and under-edited, the Voice




also captures the funky, ingrown perspective of Greenwich V’:L‘.,Llagei“:;“"i
Newsweek has called it "a brash tabloid read by bankers as well as
beatniks,'33 :
Rolling Stone has received a National Magazine Award for its
"integrity and courage . ., , in presenting mgggrial that challenged
many of the shared attitudes of its readers.”"”° The Columbia
Journalism Review writes, '". ., . it has given an honest--and searching--
account of one of the deepest social revolutions of our times,"3/ -
With this kind of reception, these two publications should no
doubt be called conventional.

VII. The conventionalpublication generally has a larger, more diverse
circulation than the underground publication.

According to the Audit Bureau of Gireulstians,Bs the Voice's
total average paid circulation for the twelve months ending December
31, 1973 was 145,008, Of this figure, 116,836 were in the New York
area, and 28,172 in the rest of the United States and foreign countries,
Newsstand sales accounted for little over 90 per cent of its circula-
tion. -Its circulation has not changed considerably since 1970, reaching
8 low of 135,533 in the third quarter of 1970, and a high of 149,256 in
the second quarter of 1972, :

ABC reports Rolling Stone's total avgfsge paid circulation for the
six months ending June 30, 1974 as 371,826.39 Pass-along readeréhiz
has been estimated by Rolling Stone management at over two .million.%0
According to the ABC statement, the states having the highest sales for
the six month period were: - California (47,911), New York (39,911),
Ohio (17,812), and Illinois (17,088). Single-copy sales accounted for
little over two-thirds of the thal paid circulation, with subscription
sales accounting for the rest.*" Since June 1973, Rolling Stone's cir-
culation has grown by a phenomenal 40.89 per cent,4Z These figures, of
course, do not account for :the circulation of foreign editions of the
magazine. Rolling Stone does, however, distribute versions of the
magazine in England, and native language editions in France, Scandanavia,
Latin America and Japan. .

- VIII. The conventional publication's audience has money to spend and

is more in harmony with the rest of society than is that of the
underground publication. '

The 1971 profile of the average Village Voice reader was: . a 34-year-
old "trendmaker™ with a $12,206 median family income and who uses alcohol
in his home. Sixty per cent of Volce readers read the New York Times;
52.4 per cent were professionals; only .5 per cent were_ unemployed; 28.3
per cent were over 40; and 47.3 per cent were over 30. 3, : : _

The average Rolling Stone reader is 22 years old and buys 61 records,
16 blank recording tapes, 1l prerecorded tapes, and $54 worth of books

" &nnualiy.’ ~ Sixty-nine per cent of its dudience is €ither.in college or

has attended cglleie; 77 per cent are male, 76 per cent are single, and -
47 per cent work.4 o ST UL T

Clearly, such audiences are capable of supporting'a conventional -
magazine, ‘

-~
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* & *

When we decided to start the Voice, nomne of us knew very

much about newspapers. But we did know that Greenwich

Village i3 “one of the few areas in New York with a co-

hesiveness, a tradition, and a sense of community. We

also rcalized that a new middle class was moving into

the Village as a result of the postwar building boom.

We felt that there was a need for a new weekly that

would reflect the above-average tastes--and incomes--of -
these new residents.*? —, ‘

--Edwin Fancher, 1959

We (at Rolling Stone) felt we were going for a different
audience, with an entirely different approach. We were
trying, from the beginning, and continue to try to have
professional writers, a professional reporting staff and
good editing and layout. We want to run on & very solid,
commercial basis. We also want to make money. “We are 1in
business, and not ashamed of it, and we are covering music.
Music is the greatest part of youth zulture, the thing more
people were interested in and more impertantly, was ‘the

method by which more people communicated.

'seJann Wenneri 1971

We have seen how the Village Voice and Rolling Stone are. ccnv&ntional
publications, but let's look again at why they are successful.. The basic.
reason, Lt seems, for their success, has been an ability to interpret the
needs of their audience, to change when the needs change, and to- prnvi&e
for these needs. Both the Village Voice and Rolling Stone have: been re-.
freshing alternates for, roughly, two generations. of: readers.JAThe tvo.
publications have served a function similar to that: -of the"underground- - )
press by providing their readers an alternate to, as Robert Gli' ing: writea,»=
""(an) overground press (that) did mot speak-to th% preblemﬁ B 1
new subculture, a subculture that had become more educatedjand;
more in negd of its own cﬁmunicatinn medimﬂ . *

;”ﬁewsPapef format . . .
different -and sgrvive .

blassamed fﬁrth WA the underground press, Laﬁ:en:e Leamer assigns an
innocent role to the Voice in causing this blosgoming M e the .paper
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founders had no inkling of the eultural and political upheaval that was
shortly to engulf the United States.>0

In a somewhat indirect way, Rolling Stone became a descendant of
the Village Voice. When Rolling Stone first appeared in the fall of
1967, it no doubt looked like any other underground newspaper. But
there was something which distinguished it from the rest. 1In the state-
ment of purpose Jann Wenner wrote for the first issue, there was a some-
what unusual qualification: '"We have begun a publication reflecting
vhat we see are the changes related to rock 'm roll , ., . Rolling Stone
is not just about music, but also about the things and attitudes that
the music embraces."?l what had recurred in Rolling Stone was the pro-
vision of an alternate journalism: a egver&ge that was not provided by
the existing press. It was the Village Voice's beginning in a new time
and place, and like the Village Voice, with the proper care and edi-
torial ingenuity, Rolling Stone would become successful., =~ ri s .

Greenwich Village was a microcosm of the beat sengibility, San
Franclsco was a microcosm of the rock sensibility. In different times,
but in much the same way, the Village Voice and Rolling Stone grew out
of their environments to influence the world. From their original
rapport with the needs of their readers, they expanded their editorial
content to coincide with the changing needs of .thelr readers,

For the future success of the two publications, second-guessing the
audience will indeed be their major task. Things like staff upheavals
have occurred in both, and probably will continue, as indispensable con-
comitants to change. But the future looks only promising for both. They
have, like speed skaters behind wind-shielding. change, kept close to :
change before, and will no doubt continue to change in the future. There
are other skaters joining the pack, though. Following change, middle of
the road media like television are broadcasting rock concerts; New Left
politics are being assimilated into the post-Watergate thought of the
rest of the conventional press. The Village Voice and Rnlliﬁ - Stone have‘
new competitors. e

But the mere presence of time also figureg into the futurea of both
publications. The beat generation is now middle-aged. Its followers,
thst generatinm with 4 name yet to be pfescribed by histary-athe rgck

And sa, Ehe aging of the two publicatinns editars snd ﬂriters, es= -

pecially in the case of Rolling Stone, has.been an important cause for

editorial change. New interests come. with age.. Canseguently, at a time
when Rolling Stone is expanding its political coverage, the American

political oracle from way back, the Village Voice, is moving towards in-"--’ -

creased coverage of that now very mature musical form-=rock 'n roll,
And with the new management of the Vaice, there is speculetinn that the
Voice will move in on Rolling Stone's territory.”?< S5 - =
Well mutatis mutandis and the Great American Way. Rnllin’ Stgne
ze Vgige are, changiﬂg in a fashion not’ unlike'ather success-
ful periadicals before them., And~in & success based so much on adapta-
tion and change, they should not have too much trgubla in- the futufe. We
can look for more: good things to come. s :
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Black Consumer Magazines:
Black Enterprise, Ebanx Essepcg
‘Victoria L. O'Hara

There was a time in the United States when the names and faces of

Black Americans appeared in print only in connection with slavery. They

were being bought, sold, or they were wanted as runaways. Today, there
are about 20 magazines in the United States dedicated to black interests.
Considering the num ?er of blacks, 22,549,815, 20 magazines seems a
pathetic statistic.” Black magazines have only been a reality, however,
since the 1940's. Twenty magazines in about 35 years is quite an achieve-
ment given the almost insurmountable obstacles of lack of capital, lack
of qualified personnel, lack of advertisers and lack of a highly 11terate
audience.

The fact that black magazines have survived and even prospered, is
primarily due to the great need for them, Three factors made the emer-
gence of the black periodical inmevitable: 1lack of thorough objective
coverage of blacks and black interests by the white media; a growing
sense of unity and race pride among blacks; and improving economic status
and increasing consumerism of the black population.

Black author and editor Lerone Bennett, Jr. summed up very well
blacks' problems with the white media when he said, "American journalism
reflects the biases of middle-class white scholars and scholarship which
are heavily weighted against radical change. McLuhan is right: The
medium is the message, and the message is that white 1s -right."?2. :

According to Fred Fedler's study of the adequacy of minority access
to the media, the problem is not that the print and broadcast media deny .
minority gfaups access to their facilities,3 In fact, Fedler's evidence
consistently suggested that minority groups receive more, not less, pub-
licity than comparable established groups. Blacks have long camplaiﬂéd
about their unfavorable treatment by the press. Fedler's study vali-
dated this complaint. He found that the publicity minority groups receive
focuses upon demonstrations and violence, The media tend to.discriminate
against minority groups by "failing to publish the same types of stories
about them that they routinely publish about eatablished groups (i e.,
elections, meetings, conventions, ete.),'

This type of discriminatién, coupled with the téﬂdency to ignore the
needs and interests of blacks when planning content, forced blacks to
establish their own media,

- Radial pride and a growing self-identity have also enntfibuted to the
emergence of black magazines. Blacks needed magazines. tailored to their
' needs, interests, and culture., Once American blacks began to take pride
in their blaakneas and stopped trying to identify with white values, they’
rejected the white media. They needed magazines which featured material
by, about and for blacks; magazines full of black names and bleck faces.

Black Americans in 1974 are better educated, more aware, have higher
incomes and consume more than ever before, Between 1961 and 1971, the
proportion of black families with an in:gme over $10 DDD ingreased ffgm v
13 per cent to 30 per cent: o

The black population in America is very young; the tntai mediﬂn black
age i3 22,3 years. And high black incomes are :ﬂncentrated among the
young. In families where the head of the household is over 55 the’ family*j;




income- is 64 per cent of white income, according to a study of the black
advertising market conducted by Kevin A, Wall. Where the head of the
house is under 35, the income 18 82 per cent of white income. Wall found
that these young blacks represent a distinct new group of achievement-
oriented, middle-class consumers who spend nearly three-fourths of all
black dullats. These educated consumers (in the last six years, the pro-
portion of blacks in the 18-24 age group attending college almost
doubled) are forcing marketers to recognize the black middle class and
its advertising potential.? The growth of a black middle class with an
increasing desire for consumer products and all the symbols of. the good
life, made it possible for emerging black magazines to draw the advertising
dollars which spelled survival,

This study will trace the evolution of three magazines which have
survived, in order to document some of the problems, successes and goals
of the black magazine industry. Ebony, published by Johnson Publishing
Company, was chosen because of its long and profitable survival as a
general interest magazine, and because it has the largest circulation in
the industry. Essence, published by Essence Communications, Inc., was in-
cluded because it is the first magazine designed exclusively for the black
woman and because it marks a change in the established format for a women's
magazine. Black Enterprise was selected because it is the only magazine
dedicated to the black businessman and black business interests. And it is
the growing significance of black business which is partially fEEansiblE
for the emergence of black magazines.

Ebony was started in 1945 by John H. Johnson, founder of the highly
successful Johnson Publishing Company. Johnson previously had launched
Negro Digest in 1943, Very similar in format to Reader's Digest, this
magazine became the most successful black publication in America at that
time, with a circulation of 100,000. Johnson designed Ebony as a black
plecture magazine patterned after Life. It was an ingtant success, Ebony's
circulation teday totals 1,300, DQQ

Essence had its beginnings in 1969 at a meeting on black businéss
sponsored by a New York group. There, Jonathan Blunt, a salesman for a
New Jersey phone company, mentioned the need for a magazine for black women.
Blunt managed to get a loan, and with three or four others, founded Sapphire.

* The company called itself the Hollingsworth Group after one of the founders. ~

Sapphire was later changed to Essence, a name more Eipregsive of new black
pride and awareness. -An introductory issue was- launched in 'April 1970 under
the editorship of Ruth M. Ross, The first regular issue of. ggggnce hit the
streets in May 1970. ' C
Black Enterprise was, and is, published by Earl - Graves, " The first
issue appeared in August 1970 with the slogan "For Blagk Men and Wbmen Who
Want to Get Ahead." 1In October's "The Editor Speaks Out"- column, Pat
Patterson made & statem2nt which partially explained the need fur -an im-
partange of a maga;ine like Black Enterprise. -“Any cursnry review gf Wall

There are only 60 black StuckbrakEfs “out nf a tntal of 35 GOD iﬁ ‘hig
country. And until ‘this 3 yVear, no black person ‘had- been sdmitted ‘to . the

Exchange . . . On one point . . . we are all agreed.  We must" ‘generate " R

wealth. As a people with a reported $40 billion in spending. power; it seems
to be a8 good point from which to start generating.“s Black Enterprise was
designed as a how-to magazine for getting inta business and genérating such
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wealth.

The initial editorial concept of Ebony has changed more radically
than that of Black Enterprise or Essence because it has been around much
longer. As the black cordition in America changed, so did Ebony.
According to public relations director Reginald Hayes, Ebony today "is
designed-to be a Black-oriented consumer magazine which mirrors the
broad experience of Black people throughout the world."” Its primary
editorial thrust is in entertainment and information. "We've changed
with the times and the particular interests of our readers,'" said Hayes.
""We try to keep a half step ahead of our readers, but not too far ahead.
As blacks have identified themselves with being black more, we have too,"

Ebony today is much more sophisticated than Ebony in 1945, It
appeals to'a more highly educated, aware, and culturally proud audience.
Ebony's long crusade to instill pride in Blackness is drawing to a close,.
Most blacks in 1974 have at last achieved confidence in their own racial
identity; consequently, Ebor y has become much more réalistia and objec~
tive in its editorial treatment.

According to Hayes, blacks in 1945 had been told for so lang ‘that
they were worthless, that they had begun to believe it. They had little
or no self-respect as a race. 5o Ebony undertook the goal of generating
black pride through an editorial concept which emphasized the positive
aspects of belng black. Early issues did not dény racial injustice;
thay simply ignored it in the process of telling blacks how to succeed
in a white world. That it was a white world was accepted as a premise,
Therefore, Ebony's portrayal of success was always in accafdange with
white values,

In the fifst issue, November 1945, the editors said, "We're rather
jolly folks, we Ebony editors., We like to look at the zesty side of
life. Sure you can get all hot and bothered about the race question
(and don't think we don't), but not enough is.said about all the swell
things we Negroes can do and will accomplish. Ebony will try to mirror
the happier side of Negro life--the positive, everyday achievements fram
Harlem to Hollywood. n?

This optimistic attitude was reflected in major featurea black
personalities, particularly in entertainment where there was a heavy
concentration. The emphasis was on blacks who had made it, who had. ac-
quired all the symbols of success:in the white world--big cars, béauti-
-ful homes, gorgeous wife and a colored maid and butler. Entertainers :
like Lena Horne, Hazel Scott, Sammy Davis and Eddie "Rncheater" Andersan
were regularly featured in pages of large, glggsy pietures in the true
Life format. .
o In the June 1948 issue of Ebony, pubiisher Jnhn'H‘VJghnsan Wf§§2'
that '‘precisely because there is no composite Negro,' Ebony would be .

of, by, and for Negroes--for rich and for poor, for. better or for
wnrse." This lofty goal created an editorial dilemma for E ﬂﬁzﬁ-hﬂw
to represent the entire black community while presenting the '"happier
side'" of Negro life, The result was a ‘great exaggeration of: the. pagit
aspects of black life in Amerifa. The magazine was often’ cfiticisei :
justifiably, for being unrealistic, for treatingsuccess as an.end-in - = ..
itself, The editors had a goal, however, and they pursued it ﬁith de-
termined single-mindedness. In his analysis of Ebony and its readars,
Paul Hirsch said, "Success and individual effgft were always assnciated
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Success was treated as a rare and desirable good, achieved by self-made
men and women." The magazine was a true proponent of the Protestant

ethic in that the individual was always presented as the master of his
fate. Ebony was constantly showing the reader successful role models

and encouraging him to strive for the same rewards. Rarely was the reader
offered a picture of failure.8

This formula is particularly identifiable in "Eddie Anderson Success
Story: You Can Do it Too."? It is the rags to riches story of television's
beloved Rachester, who sold newspapers as a boy and "picked himself up by
his bootstraps.'" Page after page of pictures show Rochester living the
life of ease and success in his expensive California dream house. Every-
thing about Rochester's life is dreamy, according to the article. Pictures
of Rochester's beautiful wife, Maymie, abound, And what is success without
a beautiful wife? (White yardstick of success). In one picture, she is
directing the colored maid's culinary activities, all the while dressed in
a long, sexy, white gown. The cutline describes the '"elegant kitchen" in
glowing terms. Another picture shows the colored maid "serving soup to the
head of the house"--or so the cutline reads. Eclipsing this charming por-
trayal of the good life, as enjoyed by Rochester, is a picture in which
"Rochester talks politics to friends while Maymie listens quietly," Al-
though it is obviously overstated, the moral is unmistakable; '"Work hard,
utilize your resources, and these rewards will also be yours."
Much of the language and editorial content of these early issues would

’prabably be offensive to biagks today By using "Negra' or “darker

tablished by whites The slightly sshigophrénic, or canfused quality of
-—=—these-first-issues—is—indicative-of-blacks'-lack-of-self-identity-during - -

this period. While articles endorse white-oriented success symbols and
values, the cartoons on the back cover ("Jivin' with Jackson") are a throw-
baek to the old Negro stereotypes. Most of the models and personalities
featured in these issues have physical characteriatics similar to whites;
yet the cartoon characters are just the opposite with very dark skin, wide
noses and thick lips. 1In an April 1946 issue, a cartoon depicts a black
sailor holding his girl in his arms. The caption reads, ''Nothing can come
between us." And then, with an eager glance toward the kitchen, "Um,
is that chicken in the oven?"

The magazine celebrated blacks who make it in the white world and then
perpetuated often derogatory stereotypes in its cartoons. One of the
reasons fa: this diSpErity might be chat Ebanz was the @ﬂly black magasine

fEEle: Ebgnz 8 initial confusiaﬁ ahgut its apprnach ia indieated in its
consistent appeal for reader response and its early '"Backstage' columns in
which the editors gxplsiﬁed the diffinulties of publishing the magasine.
As the mégazine becamé more established thg tone of "Backstage" became more
self-confident. o

When Ebony first appeared in 1945, it had no subscribers; it depended
on newsstand sales. . According to Executive Editor Herbert Nipsen, this .
system worked fine fcf the first six to eight years, after which sales be-
gan to decline. As a result, the magazine started sensationalizing.
Hollywood, sex and cheesecake pictures were.dominant. When the circulation
continued to drop from 500,000 in the early 50's to 300,000 by 1954, the




publisher changed tactics. Johnson decided that E Ebony had to be a
general interest family magazine with good editorial material. At this
point, Ebony made a real attempt to get subscriptions. The effort paid
off. In 1973, the magazine had 257,530 subscribers and a total paid
eirculation of 1,200, 000.11

From this point Ebony began to address itself more realistically
to the needs and intéfests of the black population. It expanded its
format to cover women's fashions, black society, food, black service
men, and black problems. Up unzil the 1963 March on Washiﬁgcgn Ebony
had encouraged blacks to work for eivil rights within the status quo.
Militancy was not a part of E Ebony; the magazine told readers it was "up
to the Negro to prove himself to the reasonable 'Mr. Charlie,' who would
then regard him as an equal."

This attitude changed as more blacks became involved in the civil
rights movement. Ebony began to raise questions about the Negro's
condition in America and gave civil rights activities more coverage.
Between 1963 and 1965, editorials became increasingly militant. Ebony
has always been responsive to the mood of its readers; the magazine had
a4 large middle class readership and a 1968 Harris Poll showed that the
civil rights movement was most strongly supported by middle class blacks.

As the coverage of black protest increased, so did the emphais on
the need for blacks to help themselves. Ebony began to endorse small
families with articles on family planning and sex education. It also
placed a greater emphasis on the need for a college education.

Today, Ebony seems to lack the strong sense of direction it demon-
strated in the 60's. It is less obviously goal-oriented. Reginald
Hayes--said -this is-because there is no single-issue-around which blacks-
have rallied. . There are no charismatic leaders, no Martin Luther Kings.
"We don't have thaﬁ statue," said Hayes. 'We're more fragmented."

Hayes thinks Ebony's lack of one particular focus, like civil
rights, is indicative of the nation as a whole. "I think that Americans
at the present time are seriously looking around to see where they are,"
he said.

According to Hayes, a lot of gains made by blacks in the 60's were
wiped out in the 70's under the Nixon administration. '"This left a mark,
a4 scar, an embitterment among many blacks--to have to. fight a battle all
over again. Especially among the young. We're faced with a tremendous
alienation of our youth." Despite these problems, Hayes said Ebony will
continue its efforts '"to mirror the Black experience."

In its four years of publication, the editorial concept of Black
Enterprise has remained basically the same. On the October 1970 "Pub-
lisher's Page," chairman of the board Henry G. Parks stated, '"We as Black
people must begin to welcome and accept increasing responsibilities. We
must throw off the vestiges of the slave culture and the welfare mentality
it induced. We need, desperately, to develop a class of Black merchants.
Let's start with the gas stations, the taverns, the services (barber and
beauty shops, cleaners), the franchisers, and then go on to develop
larger entrepreneurships and move into corporate and other managerial
posts.!

This commitment to the development of a large class of black business-
men is basic to the magazine's editorial concept. It is reflected in
articles which give advice on how to succeed in business, column which
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discuss the problems involved and profiles of black businessmen who have
made it. According to managing editor Bob Imbriano, "Essentially, we're
a how-to book. That's how we started out." He said Black Enterprise
is still a how-to book but that the emphasis today is more on how to
succeed in the corporate structure rather than on how to start a small
business. When Black Enterprise started publishing, it was directed pri-
marily at the basic level of business--the "Mom and Pop" operation.
Today, Imbriano said, 'More Blacks are going into corporations at
levels previously closed. So we're going in that direction.” Basically,
Black Enterprise has adjusted to the changing needs of its readers. As
the audience began to include more professional and career persons,
Black Enterprise became more sophisticated. However, "We're still not

what I would call a really sophisticated magazine,'" said Imbriano, 'be-
cause we have such a diverse audience." As Black Enterprise is the only
national black business magazine, it must cater to a wide variety of
interests; this need tends to limit the number of highly specialized,
technical articles.

The magazine's editorial pages are generally moderate and reflect
the logical reasoning one would expect of a business publication. Although
edirorials grapple with such problems as prejudice in the business world,
they are intelligent and rational. For instance, an editorial in the March
1971 issue attacked the condescension and racism of white companies toward
their black business contacts. The editorial claimed that when white
companies decide to do business with a black person, they expect him to
be a superman with more than the qualifications necessary to do the job.
After a well-pointed attack, the writer concluded, 'The Black man or

woman who goes to a white company to bid for its contracts need have only -

one title after his name--qualified to do the job."

In addition to its regular departments (''Names in the News,'" 'Making
It," "Travel," "Bottom Line," '"Business and the Law," "AID," "Washington
Report," and '"Personal Finance"), Black Enterprise features news of black
businesses, both on-going and just starting; interviews with successful
businessmen and authorities on business trends; and investigations of
problems in different areas. Special issues devoted to careers, travel,
and the 100 leading black businesses and businessmen are common and
usually well-tailored to reader needs. For instance, & travel issue
features resorts and tours that a black businessman and his family would
particularly enjoy.

The monthly focuses for 1975 will continue to encourage the black
businessman. The January issue will open with an awards issue recogniz-
ing "those men and women who have shown the most imagination, innovation
and success in creating and promoting black economic opportunity. The
Feliruary issue will feature an'in-depth look at the medical profession
and the professfonal in it. Also, a realistic survey of what it takes to
get ahead in the world of medicine. .The following months will cover an
investigation of the executive recruiting business, black salesmen--who
they are and how they do it, black artists and the investment value of
art work.

Like Black Enterprise, Essence has been publishing since 1970. How-
ever, its editorial concept has changed as often as its editors. Essence's
original founders had no magazine experience and were initially confused
about the direction they should take, according to advertising manager
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Thom Rivers. Since Essence was based in New York, where women are very
fashion-conscious, the founders decided on a fashion emphasis. At this
time, Ruth M. Ross was editor,.

However, in letters to the editor, black women said they wanted
more than a fashion magazine. Essence also had problems getting fashion
Advertisers in the trendy fashion industry were reluctant to finalize
ads so far in advance of publication.

When Ida Lewis took the editorial reins in July 1970, she shifted
the focus to black awareness. As Rivers tells the story, the readers
appreciated the new emphasis, but it got little advertising support.
White advertisers couldn't relate to the book, At the same time,
readers kept requesting that Bssence continue in the same direction, but
broaden its format.

In the summer of 1971, Ida Lewis left Essence for Encore, a new
black news magazine, and Marcia Gillespie took over. She decided to
keep the editorial emphasis on black awareness, but to make Essence a
full service magazine for black women. Fashion remained a big part of
the magazine but it also began to include substantive articles on a
wide variety of subjects relevant to the lives of black women.

A booklet published by Essence Communications, Inc., defines the
editorial objective today., "Essence magazine is a socially aware
woman's service magazine whose purpose in life is to raise the level
of expectation of black women and improve their self-esteem, Essence
seeks to accomplish this objective by providing its readers with ar-
ticles and features which reflect positive self-images. In this regard,
Essenge asaists its readers tc achieve a more fulfilled harmonious life
style."

In her May 1972 "Getting Down'" column Gillespie wrote, "It is be-
cause we have dEEide not to allow oursalves to be aounﬁerfeit anen,
all her people, that Essence happened . s s Essgn;g is not édited fﬂr
those of us who sic back passively, hoping and waiting for a better day.

It is edited by and for black women who are working for change now."

Essence 13 not 2 middle of the road magazine. Its editors are not
afraid to attack socia! issues and often do so with righteous indignation
and passion. With the occasional exception of editorial pieces, the
vriting is generally straightforward and objective.

Regular articles offer advice and information on education, careers,
men and marriage, the black woman and women's liberation, day care centers,
and other subjects of interest to black women, Articles on fashion,
health, beauty care, food, travel and home furnishing are also carefully
tailored to the needs and tastes of black women. Other monthly features
include reviews of movies, records, plays and books, the "Essence Woman'
(profile), "Consumer Cormer,'" "You and Your Children," '"Point of View,"
and '"Men on Women.' This broad format reflects Gillespie's statement
that "Essence i8 striving to become a full service magazine. We wish to
rejoice in the achievements of our brothers and sisters--present the
issues that affect our lives, and digcgss the problems and search out the
possible solutions." ' RS

Advertising is one of the biggeat problems of bl&ck magazines. White
advertisers tend to lump all black magazines into one market rather than
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separating them according to the type of audience they reach., This forces
black magazines to compete with each other for advertising dollars.

Advertisers are often reluctant to use black magazines because they
claim that they ¢ - reach the same consumer through white media, at a
lower cost per thousand. They either don't know, or ignore the fact,
that the higher cost of reaching the black market is balanced by a
higher incidence of sales results.

From his study of the black consumer market, Kevin A. Wall predicts
that the developing consumer behavior of young black families will have
a big effect on American marketing in the next 10 years. Wall points out
that young blacks today are living in conditions that inecreasingly stimu-
late motivation. They are setting higher education, career, and economic
goals for themselves and their children. He predicts that this emerging
middle class will influence the consumer behavior of other blacks who
follow them up the economic ladder.

The new patterns will be most significant in market categories with
great growth potential for blacks, Wall said. He lists housing, cars,
medical and personal care, clothing, accessories, home furnishing, home
food, recreation, travel, liquor, entertainment, education, banking and
credit cards as having the most potential,

Ebony, more than other black magazines has been able to cash in on
the advertising potential of this growing middle class, because it appeals
primarily to middle class blacks. According to Hayes; 88 per cent of the
top U.S. advertisers advertise in Ebony. He added that the magazine de-
pends on advertising for its profits, although revenue from newsstand

__sales and subscriptions helps defray costs, Hayes said Ebony is gemerally

60 per cent advertising and 40 per cent editorial material, Unlike many
magazines today, Ebony has no intention of decreasing the amount of ad-
vertising and passing more costs on.to the reader. The editors are
satisfied with the existing arrangement and try to maintain a balance
betweaen the advertising and editorial content.

When Ebony started in 1945, it contained no advertising. In 1973,

its ad revenue totaled $12,616,929., Of this total $11,153,852 came from
less than full run ads, and $1,027,039 came from affiliaﬁed advertising.

Ebony's biggest product advertiserg fall in the area of drugs and
toiletries, The revenue from this product class totaled $2,502,688 in
1973, according toe Publisher's Information Bureaui. PIB lists revenue
from consumer services for that year at $1,266,242 and revenue from
smoking materials at $1,108,141. The hreakdawn in order of decreasing
revenue is given as Eallgws: foods and beverages; automotive accessories
and equipment; apparel, footwear and accessories; entertainment and amuse-
ment; household furnishings; jewelry, optical goods and cameras; sporting
goods and toys; pets and pet supplies.

When Ebony first started to carry advertising, it had a real problem

‘with the quality of the products being advertised and the ad content.

Until the magazine established a wide audience, it was forced to accept
ads from mail order houses and producers of novelties and gimmicks. In
1947, the number of reader complaints about Ebony's "gutter advertising"
warranted a reply in the "Backstage" column of the May issue,. -The edi-
tors explained that they had initially rejected such advaftising, but
when they saw that it was accepted by other publications (i.e. Liberty,
American Weekly, Parade), they decided they needed the ad dollars too




57

much to refuse, After accepting the ads, the editors tried, without
Success, to get the advertisers to tone down the copy. Ebony finally
cancelled one agreement for six more pages of ads,

The editore wrote, "In many ways this particular ad typifies the
problems not only of Ebony, but of all Negro publications in getting
decent copy. Many advertisers believe they must talk down to Negro
readers and slant their ads accordingly. And because big advertisers
of consumer items fail to recognize the immensity of the Negro market,
which far exceeds Canada's total imports from the U.S., and are hesi-
tant to buy space from colored newspapers and magazines, these publica-=
tions must depend on Class B and Class C accounts."

Editor Nipson said Ebony no longer has a problem with ads talking
down to readers. Instead, advertisers try too hard to "blackenize"
their ads with slang. Nipson said the slang can be effective but often
is not, because black slang differs greatly according to age, locale
and education. He added that Ebony requires certain standards of de-
cency and quality in its advertising tgday, but that the magazine could
be rougher on copy. However, even today, E Eb ang can't alwaya afford to
turn down an ad.

Ebony's ad photos have changed significantly in its 20 years of
publication. In a study of Ebony's advertising, Ronald Geizer made
some interesting discoveries about the -odels uased between 1960 and 1969.
Geizer came to fc ir basic conslusions: the frequency of light-skinned
black models was significantly lower . 769 than in 1960, the fre=-
quency of dark-skinned black models was s.gnificantly greater in 1969,

..the frequency of white model ads was significantly less _in 1969, and the . _

frequency of mixed model ads was significantly greater in 1969. This
shift in model types might be relatéd to the editorial shift during .
this game period. As Ebony moved away from white values as a result of

the civil rights movement and growing racial pride, the move was re-
flected in its advertising through the use of models who exemplified

black, rather than white gtandards of beauty.

Blagk Enterprise and Essence didn't face quite the same advertising
problems as Ebony because they started publishing in 1970, after black
values and a black identity had been established. However, Bob Imbriano
of Black Enterprise voiced a commonly heard complaint among black editors,
"Advertisers tend to look at Black people as some scrt of monolithic
group," He said there is not a single black market, ;nd current adver=-
tising strategy towards black pecple is invalid.

Despite these prablems Black Enterprise- hss enjoyed a significan:
increase in ad revenue over a five-year period, .According to Imbriano,
advertising revenue for the first year was approximately $1 million. 1In
1972 it was $1,874,301, and in 1973 it reached $2 626,677, a::arding to
PIB,

Imbriano added that Black Enterprise: has alwsys had a large number'”f

0. ertising byfpraduetaéaeems”ﬁf“

of corporate advertisers. A breakdown of
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and household furnishings.

The magazine used to list its major advertisers as American Airlines,
Coca-Cola, Brown and Williamson, Carter-Wallace, Faberge, Ford Moter Co.,
Liggit & Meyers, and Phillip Morris. Today, that list is mueh lenger and
more diversified. Liquor and cigarette ads are frequent as are large
automobile ads for luxury-type cars. As Imbriano stated, there is a pre-
dominance of corporate advertising such as IBM, oil companies, investment
companies, etc,

Black Enterprise generally uses black models or none at all in its
ads. There is little evidence of slang, or particularly black figures of
speech in the ad copy. It seems to be more business than black-oriented.
For instance, an ad for a consulting agency in the November 1974 issue
read, '""You may be giving the govermment money the government wants you to
keep." The rest of the copy went on to explain how the agency could save
the businessman money. An airlines ad in the October 1970 issue read,
"Maybe the best way to take carg of your business is to get away from it."
Again, the appeal was to the reader as a businessman rather than as a
black person. Imbriano prédicted that as Elack Eﬂtétprise atquires more

saphistigatad in Eheir contEﬂt and appeal
The advertising budget at Essence is improving according to ad manager
Rivers, He said advertisers are becoming more aware and more willing to
take advantage of the black consumer., He added that with money becoming
tighter, advertisers are trying more than ever to reach as many people as
possible with a small advertising budget; and they're doing this with
.specialized magazines with well-defined audiences._ e e e
Still, Essence has its problems, and they Eaund familiar_ Adv%rtisars
vho treat blacks as one market and agencies which don't even have 'black
budgets' are two. Rivers also complained that advertisers think they can
effectively reach blacks through the white media, so they don't advertise
with the black press, 'even though Black women buy a lot more things pro-
portionately than whites." He continued '"Blacks overconsume on personal
hygiene products but you don't see that much advertising aimed at the black
consumer."
Getting advertisers to usgse black models used to be a problem, said
Rivers, because it costs about $10,000 to create a new ad, Now, advertisers
are beginning to realize that to be effective, the ad format must be
acceptable to the consumer. Essence accepts integrated or product ads, but
the general policy is to refuse ads which use only white modela. Rivers
said he has no great problem with ad copy as a lot of companies are using
black agencies to reach the®™black consumer. He added that Essénce uses
- more white than black agencies because there are more of them, also, black
agencies tend to be smaller and locally oriented.
Essence usually has a 60:40 ad/editorial ratio, according to Rivers,
It fluctuates according to the size of the book. An issue of Essence
averages 96 pages; however, the August 1974 issue was only 80 pages, as
there wasn't enough advertising to cover a larger book. An advertising
pamphlet published by Essence claims that ad revenua was up 50 per cent in
1974 and that cosmetics, tolletries and fragrance sales cnntiuue to be lead-
ing contributors, accounting for 42 per cent of sales.
In view of the increasing ad revenue for these three black magazines,
perhaps advertisers are at last beginning to recognize the potential of the
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black market, Market research and communications expert Dr. Lionel
C. Barrow, Jr. says "It is no longer possible--if it ever was in
America--for marketing or advertising executives to think of a single
mass market for all products." Barrow said a segmented approach to
marketing is desirable if the potential segments are: 1) easily
recognized, 2) reasonably large and if 3) “he consumption patterns
differ substantially, or the reasons for consuming differ drastically
between groups, or the language or images used differ.

Earrﬂw cnﬂtends that blacks meet these caﬁditiaﬂs. "That blacks

said Aﬁd "Elacks Eaday repfegent at 1east $46 billinn market an*
income greater than that of all but six nations in the world." He added
that almost 28 per cent of black families earn $10,000 or more, with

10.6 per cent at the $15,000 or more level. Barrow pointed out that

this earning level has been reached primarily because the black wife

algo works., Differences in consumption patterns and language differences
between black and white people fulfills the third condition.

Black magazines' refusal to run ads with all-white models is in-
telligent and justifiable according to Barrow's theories. '"The wrong
way to use Black models are all around us,” said Barrow, "using white
models or simply replacing them with Black models but continuing to use
the same themes and/or situations without having conducted any research
to determine whether or not said themes or situations are understood in
the same manner or acceptable to a black audience." Barrow cites a lack
of research and a lack of "know-how'" on the part of the white creative
groups to which accounts are usually assigned as the major problems in
reaching the black consumer. He advises advertisers to put more money
and time into market research and to hire competent minority talent in
order to reach the great adveftising potential of the black market,

The black magazine reader is changing. Blacks today are more edu-
cated; they have greater cultural opportunities and they demand more from
their magazines. Reginald Hayes claims that Ebony's audience changed more
in the last 15 years than it did in the previous 100. '"We have a younger,
more fluent, better educated, more mobile audience than before," said
Hayes. He added that the number of blacks in college doubled in the last
five years and that the median annual family income of Ebony readers is
about $8,700 today compared to $4,000 when Ebony began. He also cited
1971 U.S. Census statistics which indicate the total black population is
ygunger than the total white population. For example, the 1971 median
age of black males was 21.1 years; for white males, it was 27.7 years.
The median age of black females in 1971 was 23.6 years and for white
females, 30.4 years,

Ebony has always been sensitive to its readers because of its edi-
torial concept. According to publisher Johnson, "Over the years, Ebony
has changed with the changing aspirations of its readers, Blacks have
become more aggressive in all areas of American life, and Ebony has
broadened its format to reflect the contemporary aspirations of its
readers." . -

In 1973, the editors contracted Daniel Yankelovich, Inc., to inves=
tigate the outlook, attitudes and commitments of the black community and
to determine the extent to which E Ebony readers are representative of the
black community in these respects. The results indicated that Ebony is
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succeeding in its editorial objective.

According to the Yankelovich study, each of the four major trends
occupying the black community can be found--manifested in the same manner
and to the same degree--among regular Ebony readers. Second, while the
black community watches television, listens to radio and reads mass publi-
cations, its closest ties and relationships are with its own black media.
The "empathy' the black community feels towards black media far out-
distances any of their feelings towards other media. Third, both Ebony
and black radio enjoy a somewhat better reputation in the black community
than local black newspapers. Fourth, Ebony's regular readers give it a
somewhat higher rating on the key empathy issue than they accord even the
other black media. And finally, the empathy that Ebony readers feel with
the magazine is based on a strong, confident feeling that the magazine is
relevant, talks . their language, deals with the things that are important,
and understands and represents black society.

Ebony's success at representing the black community may account for
its increasing circulation. The average total paid circulation for the
12 months ending December 31, 1955, was 434,336, according to Magazine
Circulation and Rate Trends 1940-1971. Subscriptions accounted for 13.5
per cent of the total and newsstand sales for 86,2 per cent. In 1965,
the total paid circulation was 820,892, Subscriptions acecounted for
71.3 per cent and newsstand sales for 28.5 per cent. This turn toward
subscription sales was probably a result of Johnson's decision in the mid-
50's to stop sensationalizing and create a general interest family maga-
zine with a heavy subscription rate. 1In 1973, the average total paid
eirculatian :ea:hed 1, 261 »351 with 20.4 per cent subscription and 79.6

Blagk Entérprise is pr&sently canducting a8 demographic survey accord-

ing to Imbriano, so it is impossible to give statistics on its audience
here. Generally speaking, readers of Black Enterprise include black
businessmen, blacks interested in gettiﬁg into business, and students.
They are self-motivated and usually have at least a high school education
and often a college degree. As of August 1, 1974 the circulation was
165,000.

Essence is directed to the young, urban, black female market, Accord-

ing to a study conducted for Essence by Erdos and Morgan in 1973, the maga-
zine is reaching the readers it desires. '"The Essence Woman,'".as defined
by Erdos and Morgan, is 'a young, black lady in her late twenties, with
college education. The head of the household is employed in business or
government; many are professionals., Her household income is higher than
the average for the country as a whole." Erdos and Morgan further describe
. "The Essénce Woman' as an avid consumer.  'She uses many kinds of beauty
and persvnal care aids and she is a frequent user of several of them,
usually buying the leading brands.'" ''She and/or her family own several
cars and appliances, they patronize department stores and she makes, or
helps to make most of the buying decisions." In addition, "She enjoys
such good things in life as travel and other leisure time activities."
Essence Magazine's Basic Demographics .

Age:
18-24 35.5%
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25-34 31.3%
35-49 217
50-64 7.9%

Median household income: $11,400

Marital scatus: 477% married, 357 single, 16% widowed, scparated
or divorced

887 high school graduates, 64% attended college

95% are employed

907 1live in top Nielsen -0 D.M.A.

85% skilled, clerical, professional, business occupations
85% of married have childzen under 11 in household

The favorite editorial pieces of Essence readers are: Fashion--
45 per cent, Essence Woman--45 per cent, Beauty--39 per cent, Civil
Rights==34 per cent, and Health--33 per cent, '"An advertiser is not
going to reach her in Cosmopolitan (read by 17.8 per cent of the
Essence subscribers) or Glamour (20.9 per cent) or Mademolselle ClD 5
per cent). Her address--and her heart--are here, In Egggggg.

Although it has a guaranteed circulation of 450,000 (up from
250,000 in 1973), Essence claims a readership of more than 2,000,000.
Its newsstand sales increased from 68,000 monthly to 100,000 (up 47
per cent) for 1974, According to Audit Bureau of Circulation's
‘"Fas Fax,'" Essence is the fastest growing women's magazine in the U.S.,
and the third fastest growing magazine in all categories,

It is difficult to compare Ebony and Essence to similar white
magazines because there really are none. Since the demise of Life
and Look, there are no general interest, pictorial magazines like
Ebaﬂz among the white media. According to Hayes, the closest compari-
son would be Time and Newsweek, which also carry stories about the
Black middle class. Aside from the obvious differences in size and
layout, Ebony primarily differs from Time and Newsweek in its edi-
torial approach. When Ebony covers a “Black-oriented news avent, it
does it from a positive, Black perspective, whereas Time and Newsweek
approach the story with the built-in prejudices (and objectivity, upon
occasion) of the white media. Therefore, the emphasis in each story
can be quite different. ’

Although Essence resembles white women's magazines in format,
Rivers said it has no real white counterpart. Essence is a combina=-
tion of the sex in Cosmopolitan, the beauty in Glamour and the practi-
cality in Family Circle with a strong political emphasis. It is the
only existing msgazine for Black women and therefore has te perform
the functions of all the women's magazines in the white media, The
primary difference, however, is [ssence's stt@ng social conscience
and almost militant editorial position. Women's magazines, with the
exception of Ms., seldom invade the area of social injustice with such
a well-defined editorial policy.

Black Enterprise can probably best be compared to Business Week as
both are general business magazines. However, this focus was by cholice
for Business Week and by necessity for Black Enterprise. Because it is
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the only business magazine for Blacks, Black Enterprise editors must try
and please evaryone. Black Enterprise is also more of a business feature
magazine, according to Imbriano. 'We deal in personalities more than
other business magazines," he said.

This is in the process of changing, as are quite a few things at
Black Enterprise. The magazine has experienced a major staff turnover
in the last year, and it is still trying to establish directions for the
future. Imbriano said a definite format for the next few years is still
being discussed although whatever the ocutcome, '"We want to retain our own
image.'" As of December 1974, the staff was trying to figure out the
budget.

Imbriano sald one of the magazine's major problems is lack of
sufficient staff members to do the job right. The editorial staff
presently consists of nine persons, said Imbriano, two of whom are
writers., He added that it is difficult to come up with data for many
stories and the staff is too small to permit much original research.
Imbriano said that he needs four or five writers to do a good job.

He cited several changes for Black Enterprise in the near future,
primarily in its visual concept. First of all, the magazine will use a
larger body type than its present eight-on-ten Vega, Imbriano thinks
switching to a nine-on-eleven Times Roman will make the magazine easier
to read. The magazine will also begin to use concept photography, ex-
pressing abstract ideas through photographs. Imbriano said none of the
other Black magazines currently use it. He also hopes to use more and
better color pictures,

In the editorial department, Imbriano said he plans to use more short,
crisp, concise artiecles, 'A lot of our storles read like they were written
for a school paper," he said. He hopes that this and more colorful writing
will pick up the tempo of the magazine. And finally, he wants to abandon

much of the general, overview type stories the magazine has featuved in the
past, in favor of in-depth, investigative writing. '"Before, we were trying
to tell people what to do because they needed the information,' he said.

The reader has ;hanged somewhat now, and Black Enterprise must change with
him.

Imbriano sees advertising and personnel as the greatest problems of
Black magazines today. He said that Black magazines only recently were
able to publish and that there are not enough good, qualified Black writers,
reporters and editors to serve the needs of the Black population.

Hayes also labeled advertising as a grave problem., He said that maga-
zines rest on a threé-legged stool of advertising, ecirculation and editorial
policy and "something always needs adjusting." So far, Ebony has been able
to sustain its position as a viable advertising vehicle, but Hayes com-
plained that Ebony 18 not self-sufficient -- its finaneial position depends
too much on advertising. .

Hayes said that Black magazines are more vulnerable to economic trends.
than the white media, that Black magazines are unable to sustain economic
shocks over a long period of time. Like most magazines, Ebony is feeling
the current economic crunch, Hayes said that when he sends latters to
former subscribers asking why they didn't renew this year, 75 per cent
reply that they wanted to but just didn't have the money. Nevertheless,
Ebony 14 still in a sound financial position, according to Hayes, and has re-
covered from a 1973 slump.
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As far as the future is cencerned, Hayes said Ebony will pursue
its ceditorial goal "to mirror the Blaak experience." Over the last ten
vears, the magazine has put a let of emphasis on Black identity, history,
and heritage. Hayes predicted the magazine will move away from this as
the concerns of the Black population are changing. He cited declining
enrollment in Black studies at the nation's universities as evidence of
this trend. '"The pendulum swings both ways,'" said Hayes. 'We've gone
through integration, liberation and separatism...I think the next move
for Blacks in America is CO“SDlidatiDn, Someone has to sit down now
and assess our position.'" Whatever that position may be, the editors
are determined to reflect it in the pages of Ebony.

No major changes are in the near future for Essence, according to
Rivers, although the number of pages will probably increase. The average
right now is 96 pages and the editors would like to increase it to 123.
Rivers predicted that while Essence will remain the same, the czompany
will launch other magazines - a Black Seventeen for instance, -

"Things are working, but things aren't working the way we'd like
for them to be working," said Rivers. 'We still have to bang on too
many doors,'" referring to advertising. He too, cited personnel and ad-
vertising as the greatest problems in Black publishing. Said Rivers,
"The money's the whole thing."

Although the world of minority publishing has changed considerably
since the day when John H. Johnson borrowed a few hundred dollars from
his mother to launch Ebony, all of the needs of the Black population are
not being met. And how can they, when there are approximately 20 maga-
zines for some 20 million people? The audiences of Black magazines like
Ebony, Essence and Black Enterprise are too diverse, creating great
problems in establishing editorial goals. As Rivers said of Essence,
"We think we have a pretty captive audience." Rivers added :
can't possibly satisfy all of its readers' needs; the editors have to
decide what they want to do and hope enough readers are satisfied,

The need for Black magazines is greater today than ever before,
said Rivers; because the Black population is more educated, and as
people acquire more education, they read more and watch less television,

Rivers also said the white media seems to have become more responsive

and objective in its treatment of Blacks; he attributed this to the Black

press, When the white media was confronted with the success of Black

magazines like Essence, it started featuring Blacks on covers, in ads

and in articles in an attempt to regain some of the ad revenue it lost )
to the Black press.

Hayes also feels the need for Black magazines still exists, and
will continue to exist for some time. '"The white press doesn't have the
guts to write about Black people,'" he said. "Their readers don't want to
show examples of Black achievement in all areas of life. We had to do
this because the white-oriented media consistently refused to do this."

He added, '"We've often said that if Ebony didn't exist, someone would
have to publish 1t,"

If the establishment press 1is beginning to cover the interests of
Black people and treat them more objectively, one wonders if there will
always be a need for Black-oriented magazines like Ebony, Essence, and

--Black Enterprise, 1Is it possible that they would cease publication or
evolve a non-racially oriented editorial focus? Reginald Hayas ansvers
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the question this way: 'When Time magazine becomes a magazine which deals
with Black people...

o
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Avoiding the Image of '"House Organs'':
Elks Magazine, Kiwanis Magazine, The Ratarian
by Arline L. Datu

Publications such as Elks Magazine, Kiwanis Magazine, and Rﬁtarlaﬁ
are not to be mistaken as ordinary house organs providing news pertinent
only to their respective organizations. Each one was first published
between 1910 and 1925, The first issue of Elks Magazine stated that it
was not to be "a mere bulletin or calendar of events, but a vigorous,
high eclass, literary and fraternal journal the contents of which will
render it worthy of a place upon any library table."l The other two
publications, in their first fey years, served primarily to convey
association news to members. But gradually the function of each was ex-
panded and more broadly defined. The original editor of The Rotarian,
Chesley Perry, early realized "that a publication devoted entirely to
Rotary matters would lead to a narrowing point of view in the members )
of an organization with the avowed purpose of striving for a broader :
outlook."2 During the 1918 annual Kiwanis convention, one member noted
to the assembly that their magazine "must be a journal of high standard.

It must -be professionally edited, and must not be political, personal,
narrow, or sectional."3

So it is, these magazines today balance association news with

- articles and features appealing to the general public. Among them there
are many similarities. Like other magazine publications, they all carry
advertising. Essentially, each has a controlled circulation composed
primarily of- its particular organization's members. 1In their development,

_ they all went through several-physical changes, each working toward the.
same goal--to provide a more attractive and up=-to-date publication. But
whatever similarities they may share, each has established a distinct
concept and personality in serving and catering to the interests of its
own particular audience,

--Elks Magazine was.established.in 1922 as.the official_ publicatlﬂn_,”v“gwmwﬁ
Qf Ehe Benevolent and Protective Order of Elks.. Its concept then and
now is "to refleect the great community services of the lodges as well as
the national scope of the order" 4 and to provide thought-provoking, en-
tertaining general interest articles, 1Its very first-issue carried a
general interest feature. Issues throughout the 1930's and 40's carried
as many as 80 to 90 pages of feature articles and association news. Color

. was introduced in the mid 1940's but used sparingly. By the 1950's, the
cee- - magazine-had-dropped - to-an-average of- 55 -pages—Advertising-accounted-- -
for 40 per cent of content., Twenty per cent was devoted to departments '
and columms. The remaining pages were almost equally split between
association news and general interest features, Feature Erticlés ran
2500 to 3000 words,
The scope of general intérest material ffom 1950 to 1970 has been

Ern SR

e

Hall of Fame"; "Nﬂrthwest Téfritnry and the Yukon' Land Df Mystery",
"Basketball's Storybook Champs''; '"Small Stake in Elg Busiﬁess" "Turmoil
in the Near East."

Today, Elks Magazine runs from 52 to 68 pages Forty-five to fifty
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per cuent of thia (s advertising. Departments and columms represent 14
per cent, These include letters to the editor, columms on sports,
business, and gardening, and an editorial page. Association news and
general interest features receive a little less than 20 per cent each.
Articles cover a range of interests, usually on what is most current or
entertaining.
Some of these are: "ERTS: Earth Resource Technology Satellite';
"Wanted: Veterinarians'; '"Beefalo'"; '"The General and the Pirate' -
Andrew Jackson and Jean Lafitte; Indonesia -- '"Land of the Never Ending
Summer.' Other articles have dealt with conversion to the metric system,
taxes for shoplifting, continuing education for the elderly, fighting
forest fires, patents for new inventions, Short-story fiction:.also
appears quite frequently on editorial feature pages.
Elks Magazine uses four=color photographs as well as illustrations
for its covers. Four-color is not used in the body; one-color illustra-
tions appear occasionally., Feature layouts are attractive but use very
few photographs and are set in three columns, There is no distinct
section of editorial feature material because articles are not groupe’
together. Space is alternately given over to departments and ecolumns or
association news., Pages devoted to the .association very often include
a large number of black and white photographs showing groups of people.
Layouts for these pages aren't as attractive as feature pages and look
more cluttered., Columns and departments use the same distinctive head-
line type, but type size for body copy is smaller than that ‘used for the
rest of the magazine. Copy looks cramped and is not as easy to read.
Advertising runs throughout the magazine, both in columns and on full
pages. A multi-page spread of advertising occurs near the middle of the
book.
‘General Manager William Magrath, who joined the magazine's staff in
i 1927 and moved to his present positian in 1952, feels that the Elks
publication is a '""leader in the fraternal fiel& " Magrath's job is to
--oversee-the-entire -editorial-and-advertising-operation.,-—The-magazine-has. ... .
no editor as such. Artiecles editor, D. J. Herda, functions in that
capacity, It is his job to coordinate lavout and editorial centent of
the magazine. He and Magrath together decide on the kinds of featufe
articles that will go into each issue.
After serving 23 years on the magazine, Magrath has very definite
ideas about its character and approach. He feels it should publish ar- -
ticles which look ahead and anticipate trends, He maintains Elks Magazine
‘has consistently kept readers well informed on upcoming ‘issues and~events, -
An important consideration iz the readability of the magazine., Magrath
believes that most of the readers do not want articles that are too in=
tellectual or high brow. ''They read the magazine for relaxation.and en-
tertainment.'" Editorial content should therefore be "easily assimilated.
Positive reader response through letters has convinced HSgrath that he 13
right. R
Another point Magrath makes is that because the magazine was es-
tablished as "a common line of communication for members,'" each of them
has a right to some exposure in the magazine., Thus, pictures whiech are
sent in by local Elks lodges are often published.
Magrath explains that editorial content has changed its facgs in re-
cent years. The trend now is not only to entertain but to educate the
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reader through more informative and in-depth articlea., But the magazine
still avoids controversisl issues as well as politics and religion.
Herda notes other recent changes in the magazine, specifically in layout
and design, He feels they're "unified and more pleasing.'" Magrath says
he would like to see more color in the magazine, but there isn't enough
money presently.

The magazine has a Publication Commission, somewhat-like-a-board..
of directors, made up of Elks members. But the commission screens none
of the editorial material, and the organization exerts no direct control
over magazine content. According to Magrath, that is left entirely to
the discretion of the magazine staff. He says there has never been any
conflict since the goals of the staff coincide with the goals of the
organization.

Besides Magrath and Herda, the magazine staff includes a fraternal
news editor, .an art director, and two assistants. Most of the feature
articles are written by regular outside contributors, Fraternal news is
staff-written.

According to a 1974 Starch Primary Magazine Audience Report for
Elks Magazine, median income of readers is $14,085 with 17 per cent mak-
ing $25,000 and over. Median age is 52.8. Eighty-one per cent are
married. A little over 45 per cent are college educated. Professionals
and executives comprise 45.9 per cent of the readers. Distribution of.
readership is almost evenly split between those living in the metropoli-
tan and non-metropolitan ,areas,

In the areas of greatest consumer expenditures: 77.2 per cent are
homeowners; 69.2 per cent own power lawn mowers; 93,2 per cent have cars;
63.9 per cent have credit cards; 57.6 per cent iﬂdulge in vacation travel;
64.7 per cent own a color televisiaﬂ' 40.4 per cent like to fish; 80.8
per cent drink alcoholic. beverages; 44 per cent are cigarette smokers,

Average total paid circulation for 1973 was 1,522, 604° which in-
cluded membership as well as 163 individual subscriptinns. Circalaticn

-~ has-shown-no-significant-increases-in-the-past—-four-years.——Basic—-sub=-————

seription price for one year is $2,00.  Members pay $1.00 which is in-
cluded in their dues,

The magazine is supported through organization funds as well as
through subscriptions and advertising. According to advertising manager
Jack Ryan, ad revenues have risen steadily since 1939. In 1973, total
advertising revenue reached $900,000; this year's figures are around -
$1,000,000. . Greateat amount of revenue comes. from direct . response ad=. .. ..
'“vertisers, ‘insurance companies;,” busineas™ équipmént”companies“‘and ‘ad==
vertisers for business gppartunities and ventures. ' o

paper ‘and praduﬁtiaﬂ costs. ‘Present cos’. for one pagg blgck and ,
white is- $4,050: four-color is $4,650. S lit runs and regional editions
for the western, central, and eastern geetars are also available., " A
separate rate card for the mail order or "Elks Family Shopper" section
is also sent to advertisers. Promotian iﬂzludes EthE four-page bro-
aﬁd small Eﬁéiﬁgss market. Ad féprésencatives Ere igcated in New York
and Los Angeles,

Kiwanls Hagazine first appeared in 1918 as a Zé-page neyslett
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for the Kiwanis organization. 1Its first editor, up until 1949, was Roe
Fulkerson. The publication went through a gradual evolution beginning
in the 1920's when it printed an article from its first non-staff con-
tributor. He was a Kiwanis member. By the 1940's, the magazine was
accepting articles from people who were not Kiwanis members but were in
related service-oriented fields. It wasn't until 10 years later that
the first general interest features, written by free-lance writers, be-
gan to appear.

The magazine, at the time, was 48 pages. A little more than 40 per
cent was devoted to general interest features, 20 per cent to advertis-
ing, and the rest went to assoclation news. Length of features varied
from 2500 to 3000 words. Today the magazine is still 48 pages. It is
published monthly except for the December-January and July-August com-
bined issues. It is edited for business and professional men in com-
munity affairs and for their families. From the time it first appeared,
the underlying concept of the magazine has been service to the community.
Articles published in the magazine fall into two categories: ''serious"
and "light'" nonfiction. Those appearing through the 1950's and 60's dealt
with hospital mental wards, air pollution, crime in prison, jury duty and
on the lighter side, the game of marbles, parlor games, how to cope with
a bore. Some of the more recent articles have been concerned with noise
pollution, business arbitration, diplomatic kidnappings, methadone
maintenance treatment, the 4-day, 40-hour workweek and new trénds in
health care,

) Advertising now takes up 35-40 per cent of the magasine, association
news is limited to 20 per cent, and 40 per cent is still devoted to feature
articles, The magazine, today, is quite attractive and sophisticated in
appearance, Four=color is used on the cover and inside the magazine.
Cover subjects are interesting and attention-getting, and usually tie in
to one of the features, Cover logo as well as inside column loges are
bold and strong in character, Pages are attractively laid out with im-

~—---gginative—illustrations-and-good-black-and-white-photography.—Color—
illustrations are used for features which are set in three columms. Well-
balanced use of white space contributes to a clean, uncluttered look.
Advertising is carried in the front and back of the book, leaving the
midsection for purely editorial feature material, The only flaw in
appearance, 1f it can be called that, is the small amount of leading be-
tween lines of print, making copy difficult to read. :

Pave Williams iz editor of Kiwanis Magazine. He originally came to

work Ffor the publication in 1970 as assistant editor; assuming his present -

dutiecs in February 1974, Williams directs much of his energy and talent

- toward creating "strictly a reader's magazine.'" Each issue carries approx-
imately five feature articles, but Williams would like to have at least one
more. The major problem is page limitation he saysa—the mﬂgazine should
be expanded to 56-64 pages,

Although the publication has :ommitments to promoting Kiwanis' pro=
grams and activities, Williams_feels there should be ''something that makes
the reader open the magazine." The general interest articles, he says,
are vital in marshaling readership for Kiwanis issues.® But rising costs
prevent any such changes in the near future.

In determining what kind of articles will go into the magazine,
Williams says he has no problem with grganizatiunal control. 'We want to
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preserve what we have. We hlVE the same goal, gnd we're not going to
run anything they don't want.”" R, P, Merridew, who holds the title of

" executive editor and is a Kiwanis member, serves as an advisor to the
magazine staff. As the organization's representative, he has final say
on what articles will go into the magazine.

As an indication of the magazine's success among readers, Williams
notes it has a high pass-on rate. He receives letters from members'
wives and schoolchildren, commenting on feature material. He says
Kiwanis also urges members to promote the magazine through gift sub-
scriptions for schools and libraries.

Williama and two assistant editors make up the editorial staff:
three people are in art and production. Feature articles are written
by a dozen regular outside contributors., The preferred length for
articles is 2000 to 2500 words. Payment ranges from $200 to $500 de-
pending on quality, length, and demand for the material. Writer
specifications atate:

In all cases, treatment must be objective and in-depth, and
each major point should be substantiated by illustrative ex-
amples and quotes from persons involved in the subject or
qualified to speak on it both pro Eﬂd con, The quegtian
analysis and balsnced treatment are strnngly valued. Serious
articles should avoid intrusions of the writer's perSQnal
opinions.

Elling the reade:s of Kiwaﬁis Hagazine 87 per cent af the respondents
are married; 21 per cent are professionals; 25.8 per cent are manager/
proprietors; 24.8 per cent have incomes between $15,000-524,999; 75.6
per cent own their own homes; 27.8 per cent have homes valued between

;—“’“’””$15 '000=524,999;" 50,5 per-cent read magazines more~often—than they use "

other media. 7
In the area of consumer expenditures: 24.5 per cent own two cars;
31 per cent travel fur businéss/pérsongl rESSﬂﬂs 67 6 pér cent have

per Eent use credit cardg, 18 9 per gent are members in cauntry clubs.
Average total paid circulation for Kiwanis Magazine as of June

1974 is 268,562.% This includes membership subscriptions, 12,349 from - - - -

Canadian members, as well as 14,037 bulk and 70 individual” subscrip-u
tions. ‘Cost for one year is $2.50, members pay 52.00 which is in
addition to club dues, Increases in circulation over the past three
years have been insignificaut.

Kiwanis includes the magazine in its annual budget .Other sources
of income for the magazine are subscriptions and advertising revenue.
It is not published for profit. 1In 1973, a total of 150 pages of ad-
vertising were run with gross revenue amounting to $244,000, .
According to advertising manager, Burt Harris, ad revenues have gone
up consistently in the past 10 years. One reason for this, he explains,
ig a '"realighment of sales objectives and a more aggressive knock=-on-

doors approach.”
It also appears, however, that advertising rates have gone up. In

-~
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1972, total ad pages run was 167 with gross revenues at $210,000, The
present rates for a one-page black and white ad is $l,459-—for four~
color, the cost is $2,400. Regional editions, asplit runs and inserts
are also available, Tobacco, liquor, and pharmaceutical advertising is
not accepted. .Advertisers using the greatest number of pages are
business equipment/services, insurance investment, Eravel, goverﬁment/
civic, household and wearing apparel.

Promotions include subscription to TGI, a demographie survey made
available to advertising agenciea, and ads run in the Standard Rate and
Data Service catalogs. Five advertising representatives are located in
New York, Florida, and Califernia.

The Rotarian was firat published in January 1911 as a 12-page news-
paper, then called The National Rotarian. At the time, editor Chesley
Perry noted, "This little journal is an experiment,..it was rather
hurriedly thrown together and 18 susceptible of many improvements 1f

.we are encouraged to get out another issue."ll Two issues later, the

publication adopted a magazine format, The following year, Perry
approached Rotary's founder, Paul Harris, with the question "of de-
voting considerable space to matters of general interest." His purpose
was to "enlighten members" on subjects "pertaining to public affairs or
the welfare of the community and the nation."

Chesley felt this was vital to the furtherance of Rotary goals which
were then and still are today (1) the advancement of international under-
standing; (2) better vocational relationships; (3) better community life
and (4) better human relationships. These four areas are inherent to the

' magazine's editorial concept.

The magazine progressed rapidly under subsequent editors., The first
four-color cover appeared in 1924, regular use of full color came in the
late 1930's, and in 1933 the Spanish edition Revista Rotaria was es-
tablished.

his guidance, the magazine underwent several physical changes to become
eggsentially the magazine it is today. He retired as editor in 1973.

Through the 1950's-1960's, the magazine was 64-78 pages. Association
news represented 40 per cent of editorial content. Advertising's share
was 10 per cent. Fifty per cent was devoted to general interest features
which were 2000 to 2500 words. Articlea were predominatly international
in scope, several slanted toward the theme of ''service." -These- dealt
with: peaceful uses of atomic energy (after Hiroshima), helping the
blind, orphans in Korea, the European common market, ecology/conservation,
the World-Health Organization. There were also several- special issues
highlighting different countries, peoples, and cultures., Other features
concerned mountain climbing, new uses for closed circuit television,
community theatre, preparing children for college. Some contributors were
well-kﬁnwn personalitiea such as actress Helen Hsyes Pulitzer Prise
Everest Expedition.

Today The Rotarian runs an average of 56 pages. Twentyafive to 35
per cent of that is advertising. Close to 30 per cent is association
news, and 40 per cent 18 general interest features, In keeping with the
concept to promote international understanding and brotherhood, some of



-business-and-professional-members—of--Rotary-and-their-families+'
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the magazine's recent articles were: 'War, Peace, and the U,N,";
"Journey Between Two Chinas'; "Humanizing the Earth.,"

Special issues have been devoted to four or five features on:
"This Hungry World'; "Alcoholism: Problem and Progress'"; "Earth:
Toward Ruin or Renaissance'; "The Handicapped: Who's Helping?'"; '"0ld
Age: The Age of Individualism." Features have also dealt with career
counseling for young people, vocational education for high-school drop-
outs, city planning, crime prevention, pollution control and new ed-
ucational methods. The roster of recent contributors includes Arnold
Toynbee, Ray Bradbury, Kurt Vonnegut on ''The Power cto Die''; Alvin
Toffler on "Future Shock"; S, I. Hayakawa on "The Lost Art of Listen-
ing'"; and Arthur Schlesinger, Jr.

Editorial content also includes poetry but no fiction, cartoons,
a humor page and letters to the edizar.

It is prinied on gond paper stock Fauragnlar 15 usad extensively
throughout the magazine in photographs--several of them are used, in-
cluding black and white; there are few illustrations. Covers are
usually photographs in four-color, and are related to an article or
theme in the magazine. Layouts are unconventional and striking--
headlines appear in several different type faces and sizes, white
space is generously spread throughout the editorial feature section,
photographs are interesting and imaginative., Feature articles appear
in two-column formats; the rest of the magazine in three. A bulk of
the advertising appears in the front and back of the book, Occasionally,
an ad will appear on the center page spread, but otherwise the mid-
section contains' only feature articles.

The Rotarian is published monthly as the official publication of
Rotary International a vorld fellowship organization, Its subscribers
are from all over the globe in 155 countries and geographical regions.
"It is edited to the personal and business interests and activities of

Editor Willmon White started with the magazine in April 1973 as an
assoclate editor, then moved to his present position when Karl Krueger
retired, White says he and his staff have complete freedom in editing
the magazine. 'Rotary is a fairly conservative organization, but it
leaves us alone ... very independent.'" He has, however, received some
minor static from readers concerning articles dealing with controversial
subjecta. His personal opinion is that the magazine ''ought to be able
to deal with subjects and issues that are going to upset people (con-
troversies) for purposes of discussion and debate ... the magazine ought
to be a forum for many views.,"

The Rotarian is unique in sending out promotional pieces to en=
courage Rotary members to read the magazine. Each local club has a
magazine chairman whose responsibility is to coordinate dctivities and
discussions related to the magazine. White's attitude.toward the
magazine is that "it can be an agent--a catalyst--to move Rotariars
to do things."

With a 56~page limitation, White feels, the magazine can little
afford to be just entertainment. ''You have to narrow your sights on
what you can be to your reader ... you can't be everything." In The
Rotarian, "Every article we carry has to do some kind of job."

77




76 .

thite talks about making additional improvements in the magazine.
"I'm very interested in integrating and madernising the design. 1t needs
a more integrated, unified, clean look.'" The most recent improvement was
what White ealls "the detrashing of the magazine'--association news which
previously had been scattered throughout the magazine is now concentrated
" in one section. Editorially, White is also concerned with gettiﬂg into
"{ssues with more depth, relating them in a tighter way to Rotary.”" He
refers to The Rotarian as a highly specialized magazine which needs to
concentrate more specifically on its audience. The present editorial
approach, he feels, leans more toward a ''shotgun technique,” kut he would
like it to have the "accuracy of a rifle shot,'" He also believes the
magazine has done a professional job up to now in presenting general
interest articles,
White relies on a staff of 11, including five assistant editors,
one of whom speaks Spanish and is assigned to Revista Rotaria. Accord-
ing to White, each assistant editor is assigned a "beat.'" If the maga-
zine were just a house organ, White feels it would be hard to keep good
editorial people. Ideas for articles are-generated and sometimes written
by the staff. :
According to a 1969 market gtudyIB of The Rotarian's U.S. audience:
78 per cent live in towns with populations under 100,000; 96 per cent are
married; 52 years is the median age; 80 per cent attended college and
59 per cent graduated; 90 per cent own their own home with median value
$32,193; median income is $20,083 (70 per cent over $15,000 and 49 per
cent over $20,000); 66 per cent are in business; 50 per cent hold one or
more community offices; 47 per cent are company owners or officers; 15
per cent are managers; 21 per cent are professional men.
Seventy per cent own two or more cars. An average of $369 per
reader was spent on sports equipment in 1968, Heaviest expenditures were
for golf clubs, fishing gear, shotguns, rifles, and boats. Seventy-five
per cent average 13 airline flights in a year (including family membprs),
=———=54~per—cent—take-two-or-more—vacations- -a-year;—40-per-cent-belong-to- .
country club; and 44 per cent have one or more general credit cards
(American Express, Carte Blanche or Diners).
Ninety-four per cent read The Rotarian at home, Median reading time
is AD minuzes Sixtyatwa per Eénﬁ of ‘the wives are regular readers.

l‘
!
|

Ehe leading business magazines (anlgding Nggioﬁ g Busipess, Bugigegg
Week, and Fortune). - S

Average total paid circulation as of" June 1974 is- 449 296,14 -This
includes 586 individual and 31,091 bulk subscriptions. Of the associa-
_tion subscriptions, 70,292 represent members in foreign countries where
it is not compulsory to subscribe. There have been no significant in-
creases in circulation in the past four years. Subscription cost for
members and individuals is $2.50 per year; foreign subscriptions are $3.00.

According to advertising manager Larry Klepfer, The Rotarian 'tries
to pay for itself" through subs:riptiana and advertising. But in 1974,
advertising revenues dropped five per cent from the previous year, and
Klepfer says, the budget went into the red.

In order to balance the budget next year, he speculates that sub-
scription as well as advertising rates may have to go up. He says, with
the present page limitations, The Rotarian doesn't carry enough general

£
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interest articlea, Advertisers find it diffieult to relate to Rotary-
oriented articles, ha adds,

A related problem Klepfer sees is the magazine's low priority among
advertisers. '"The Rotarian isn't the basic medium for selling advertis-
ing. Advertisers go to mass media magazines or television. We're last
on their list " The advertigers they da get use The Rotariaﬁ tn :each

@Vércaming advertiaers preccneeptions Qf Rozarian as an unagtraetive
house organ. '"We've broken through many times, but it's a tough fight."

According to Klepfer, because of the necessity to economize, The
Rotarian has not only had to maintain a 48-page limit, but also has had
to change its printing process and switch to a lighﬁer-weight paper,

General advertising policy states, '"The magazine shall actively
solicit high=grade advertising from féputablé advertisers of worthy
goods and services, Advertising copy must be censistent with the
editorial policy of the magazine.,”" The Rotarian's largest advertisers
are in the business equipment and services field and in the field of
travel and transportation. Advertising is solicited through representa-
tives in New York, Atlanta, Miami, Houston, Los Angeles, Minnesota, and
Tokyo.

Promotional pieces are one=-page foldout brochures directed to the
business and travel markets, A special ad promotion campaign is con=-
ducted -yearly before Rotary's convention week., In addition to its par-
ticipation in TGI, The Rotarian authorized a survey of its readers by
Erdos and Morgan, Inc., media researchers. Their findings have been
compiled for the advertiser's use.

Present advertising rates are: one page, black and white--52,180;
one page, four-color--53,190, The Rotarian also runs two ad classifi-
cation sections--a '"Where To Stay" directory and "Sale By Mail."

Split rumns, inserts, and special space units (multi-spreads, gatefolds,
etc.) are also available.

T " Thése three publications pool togetlier a sampling of “some of the T
aspects of fraternal/ecivic news journals. There are several similari-
ties as there are differences among them. Perhaps the greatest simi-
larity is in the attitude toward the general interest artiecle, Each
editor feels it is an important and necessary aspect to his own maga-
zine. Yet in each case, the editor's view of what its function should
be is different. William Magrath feels the general interest -article
should be thought-provoking yet-entertaining,—aveiding-direct or in- -~ ~ - -
direct ties to the Order of Elks. For Dave Williams, the underlying o
concept is to provide the general interest article, not for ita sake
alone, but as a means to draw the Kiwanis member inte the magazine
to read association news as well. To Willmon White, the general
interest artigle is a vehicle fa: pramnﬁing Rotary ideals. _

Ma'asine carries a gamp;rae

gagazine or Thefgntaggan, Althcugh it d@es carry pure" fea;gre ar=
ticles, it appears overall to be edited for Elks members alone. This
is not to say that the other two magazines don't edit for their
respective reader/members. But Elks Magazine, in general appearance,
is not as attractive. as either of the other two in layout or photo-
graphy. Despite its feature articles, its appeal to the general public
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is doubtful, But this is not of major councern to its editors, and per=
haps, that should be the case. ,

Both Kiwanis Magazine and The Rotarian Ec:ively geek a general
public audience. Gift subscriptions are sent to hospitals, schools,
librarics, ete. Vlks Magazine does not do this. It has in the past,

however, consistently improved its layout and photography, and may yet

compete graphically with The Rotarian and Kiwanis Magazine.
Financially, the story is quite different, Elks Magazine has the

largest advertising revenues as well as the largest "average paid cir-
culation." The Rotarian appears to be faring the worst, Alth@ugh it

is the most attractive and creative of the three, this year's advertis-
ing revenues have put its budget in the rad, Kiwanies Magazine has had

no problem staying within its budget. TIts advertiaing revenues have
been steadily rising, although they are somewhat lpwer than Elks
Magazine revenues. Overall, Kiwanis Magaszine represents a "happy

medium'" by virtue of achieving an attractive format. without overstepping

its budget.

All three magazines carry virtually the same kinds of advertising.
However, Elks Magazine carries a greater percentage of ‘mall-order/direct
response ads., The more reputable advertisers tend to dominate the ad
pages of The Rotarian and Kiwanis Magazine. This perhapa indicates that
Elks Magazine is less selective in the kinds of advertising it solicits,

and perhaps this is necessary for survival,

Ad revenues, however, do not have to be a magazine's only source of
income. 1In the case of the fraternal/civic publications, each might look
to its subscribers for additional revenue by raising subscription rates.
As long as each of them strives toward editorial and graphic excellence,
this is only justified, It is in achieving excellence as magazinas and
not as house organs that they can garner for themselves a greater number
of the reputable advertisers, thus increasing their prestige as well as
their ad revenues,

——In general, the fraternal/civic publications—have-recognized-and-des————"
fined their function as going beyond that of a house organ. Editorially
and graphically, they have come a long way in their histories as maga-
zines. They do have a place in the magazine field as specialized publi-
cations directed to unique audiences. That each magazine has maintained
a commitment to its particular organization as well as pursued a standard
of excellence in editorial content and graphies ia to he commended.
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Reglional Lifestyles: Better Homes and
Gardens. Southern Living. Sunset

Susan Allen

For almost 40 years, only one magazine stood as a serious challenge
to the idea that people interested in improving their homes all lived
the same way. Sunset's finmancial success was the.exception which proved _.
the rule, based as it was on the eccentricities of Americans on the West
Coast. But as 1974 draws to a close, Southern Living begins its tenth
year of publication. The idea that a smaller number of readers bound
together only by geography can support a publication which devotes {tself
to their differing interests has taken hold.

The trend in publishing toward special interest groups and the
problems of mass circulation magazines no doubt support the success of
this idea. But something else is necessary; the combination of fulfill-
ing readers’ needs and attracting advertisers to those readers. By com-
paring .hese two regional publications and their similarity to Better
Homes and Gardens, a long established and successful national magazine,
some of the reasons for their success may emerge. )

The three have interesting historical links. When the Meredith s
Publishing Company first published Better Homes in 1921, a man named 1
Larry Lane was & member of its advertising staff. Seven years later he
left the main office in Des Moines for San Franciseco where, as advertising
director, he planned to open the regional sales office of the magazine.

Ag the story goes, Lane thought the lifestyle of westerners was so
different that the region needed its own magazine. He hit upon the idea
of combining the editorial concepts of two magazines: Better Homes'
focus on home activities and the regional focus of Successful Fsrmi_g a

magazine for the rural ‘Midwest,
"Lane tried to aell Mérédith on a western Editiﬂn Gf Better HDmes

=

ary magaziﬁe Sunset IE was the failing descendaﬂt of the Southérn ?acifiz
Railroad's puEIIéétion (named after the western train, Sunset Limited)
.designed to lure tourists and settlers to the West.

Seven years after the first Lane edition was published in February
1929, the count.; had climbed out of the depression and Sunset was a
financial success. It stood as the first and only successful regional
publication when in 1963, the publishers of Erogressive Farmer thought
of creating a magazine for the urban South,

The 1960 census indicated to the Progressive Farmer Company the be-
ginning of-a large scale migration of southerners from farms to urban
centers. And while one section of the magazine focused on the home life
of southerners, the remainder eovered rural cencerns which failed to serve
the new city dwellers.

According to Southern Living advertising representative Bill Peterson,
"They figured there were 100,000 people buying the magazine strietly for

that section." Looking to gggget as a prototype, the southerners met with
the vesterners. The result was Southern Living, "the magazine of the
modern South." The basic similarity between the two rests on the area of

editorial coverage, divided-into four sections by both magazines: food,
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home, travel, and garden. While some articles apply to two categories,
such as outdoor landscaping which entails both home and garden, these cate-
gories embrace all articles published in the two regional magazines.

How much of their editorial content is actually regional? 1In recent
issues of both, the proportion of articles directly related to the South
and West is almost exactly 60 per cent. The remainder, those equally suit-
able for publication in Better Homes, are recipes and remodeling ideas for
the most part, having no direct connection with a region. Because articles
in these categories are either contributed by readers or focused on readers'
accomplishments, they maintain some link with the region's lifestyle.

Although the majority of the naticnal magazine's articles fall into
the same four categories, splinter sections have developed over the years.
Regular departments covering family-money, education, health, automotive
care, and other problems encountered by people raising families, fall under-
the heading "family management."

Occasionally, articles in the two regionals cover like subjects, such
as how to safely dispose of flourescent light tubes and tips for the fire-
place season, but in Better Homes they carry more weight, The factor which
the national magazine has added is children. While Southern Living runs
plans for a child's playhouse and Sunset shows how to make a soap box racer
from plastic trash cans, these are Christmas-issue features which diverge
from the usual. Better Homes regularly publishes articles ranging from
"Handcrafted gifts your child will cherish" to a monthly department spot-

what does your family need?"

In the November 1974 issue, having classified skiing under ''Leisure
products," Better Homes concentrated on needed equipment for family members,
its cost and how to choose it. The author's approach indicated readers'
concern with their children: 'Cross-country skiing is a fine family sport
as varying levels of experience or physical co-ordination won't separate the
rovicas from the experts.'

In contrast, Sunset's "What about a snow holiday in Canada's Rockies?'
focused on the travel and recreation aspect. Rather than a family's equip-
ment and its purchase, the November article covered the appeal of skiing,
ice skating, etc. and ways to reach the picturesque slopes. The travel
plans fail to mention accommodating or entertaining children. .

Demographics of readers may explain the essential difference in the
magazines' approach. Im 1971, for example, 69 per cent of the households
Better Homes reached consisted of three or more persansgz Only 50.1 per
cent of Sunset's households were equally large.” 1In 1972, the national's
readers had more children of every age group than Southern Living readers --
5 per cent more children under 6, 7 per cent more aged 6 to 11, and 6.6 per
cent more with children ages 12 to 17.

Another statistic supporting the promise that more Better Homes readers
are concerned with children is that its proportion of female readers is
large. Only 25.9 per cent of Better Homes readers are male, while males
constitute 47.5 per cent of the U.S. population. According to Southern
Living surveys, 41 per cent of its readers are male. : -

Occupation statistics measuring the number of adult readers not em-
ployed may be considered an indication of the number of readers whose time
is employed rearing éhildreq_ In the entire country, 47.2 per cent of
adults are not employed. Among Better Homes readers, 45.3 per cent fall

83



83

into this classification, and Southern Living readers total 39.8 per cent
not émplayed.h

Sunset's '"Western Market Almanac,' a 96-page report to advertisers
interested in reaching westerners, carefully skirts this information.

Not only does its report of "The Sunset Audience' omit the proportion of
male and female readers, it omits the proportion of readers who are
parents,

Rather than reporting occupational statisties for all adult readers,
it characterizes 'occupations of heads of households.'" Almost 3 per cent
of the heads of households are housewives, but far more readers must be
housewives whose husbands head the household, The detailed demographic
stactistics fail to provide any information about these women and the women
who work as well, the very readers who rear children.

Perhaps this hole in Sunset's otherwise thorough market report is the
best proof of the magazine's inattention to the interests and problems of
their readers as parents. Dave Allen explained, "Sunset's forte is that
they can talk about the West, They can't talk about children any better
than anyone else." Since national wmagazines concern themselves especially
with family interests, he continued, Sunset would only duplicate otth
material.

What Sunset can and does cover best Allen said, is the West. The
magazine is "distinctively different because westerners have a more common
lifestyle. The mild climate gives people the opportunity to do more things
outaside, The westerner lives within his lot line rather than his house
line. People are more adventuresome, more nomadic, and interested in new
things, more willing to pull up stakes,'" he said. '"More than half the re-
gion's population increase has been through migration." Because more

people chose to live in this region, he reasons, they all have something
in common: something drew them to the West. Lane saw that western living
was different '"when no ore talked about 'lifestyles' and there was no such
things as 'psychographic groups.'"

Thus the magazine's editorial concept was based on the idea of the
"Western Empire'" before the empire had arisen. The uniqueness of the West
is specified as the reason behind many Sunset policies. The use of a pre-
ponderance of black and white pictures 1s one exa::le,

According to Allen, Sunset uses few four-col v editorial pages be-
cause the westerner is already convinced the weste 1 life style is the
best. The drawing. power of-color, then, is not necessary to attract
readers, Sunset's use of color 18 low compared to Southern Living and
Better Homes. Editorial pages with at least two colors average at approx-
imately 10 per cent in Sunset, 25 per cent in Southern Living, and 45 per
cent in Better Homes. ‘

All three scatter two-color throughout the shorter articles, notably
to clarify instructions for making projects. From remodeling a house to
biking around Hawaii to harvesting beets, these magazines are full of
projects, They take the practical, "how-to' approach to every article,.
Sunset Publisher L. W. Lane, Jr. has even claimed, "You know, we think we
coined the phrase, 'how to do it.'" :

No matter where the spark came from, the "how-to''s are the basis of
the three magazines. Sunset articles are packed .itl: direct phrases like,
"you can read," "you check your bike,'" "once you get to Ceylon,'" and "to

make one table you'll need." 1In the words of Editor Proctor Mellquist,
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"Everything we publish has to be something on which a reader can take

action.

While Southern Living also ewmphasizes the '"Dozens of places to see
and things to do across the South," some of its articles are directed
toward the less action-oriented reader! Both regionals recently covered
local theater, each from its own characteristic angle.

"The Show CGoes On" spotlighted a professional drama company in
Louisville, Kentucky, The development of the company, its trials and
triumphs, and recent productions made up the bulk of the piece. An 1830
landmark, the old Bank of Louisville where the cast performs, added the
histnricsl touch typical of every Southern Living article. By inviting

them to visit Louisville and see a play, the author included his readers
in the action.

Sunset did not stop there. "Should you get inte Community Theater?"
answered its own question in a six-page pictorial depiecting westerners
from Eugene to Thousand Oaks rehearsing, performing, and painting scenery,
The adjacent copy was introduced this way:

A theatrical experience -- an opportunity to be 'theater
people' -- is available to anyone who joins & community
theater.

'0.K. But what's involved?' you ask. 'And what's
in it for me?'

What followed was a detailed description of how to join, how much time to
déycte aﬁd how to chgase a Eask The westerﬂer Uﬁinterested in jaiﬁiﬁg

be in the penple in thc picﬁures or in Ehe speﬂtatgr spnft of play gning.

Better Homes' national audience rules out such features on local
phenomenon which would exclude readers from distant parts of the country.
Even travel articles can be '"nationalized" by focusing on motels around the
country of changing money for a foreignm trip. The "Family Travel" depart-
ment carries artic .es on specifie places, and encourages families anywhere
in the country to vacation there. Gardening articles ecan discuss house
plants and terrariums and thereby avoid the problems of changing climate.
Three travel sections, however, aimed at the East, the West and the Great
Lakes, change along with appropriate regional advertising.

Other editorial matstial printed with regional advertising remains the
same from region to regiun. Remodeling and recipes make up the bulk of
these articles, DBoth editorial content and printing quality indicate less
cure is taken with reglonal sections. Copy is sliced off in the trimming

-process, In one issue, the same page, its article and advertisement, were

repeated identically 20 pages later. "How to make beef jerky," a recipe
with illustrations ran in a regional section of the June 1973 issue and
appeared again without change or explanation in November 1974, As few as -
16 pages.or as many as 44 are identified by a letter and are numbered
separately from the paging of the full run. This system means as much as
20 per -cent of an issue's pages may not appear in the table of contents, a
problem which poses the question, "Are these articles read?"
Better Homes advertisers choose from 59 regional editions and 58 metro
markets in any combination. Sunset advertisers choose from three advertis-

ing editions =-- northwest, southwest, and central, For editorial purposes,
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the Southwest edition is further specialized into the Desert edition and
Southern California and Hawail editions. The purpose of the fourth is
to answer the needs of readers in southern Nevada, Arizona, and south-
east California as they differ from the remainder of the southwest.
Gardeners in Phoenix, for example, have different problems than Honolulu
gardeners due to their dissimilar climate,

Dave Allen estimated 40 per cent of Sunset's edi:orial content
changes for the four editions and further explained its needs. ''Take
the first travel section, designed to suggest weekend trips. You just
can't gend people too far for a weekend.,'" Accordingly, in November the
Central edition covered Dungeness crab fishing in northern California,
the Desert offered biking at Saguaro National Monument east of Tuscon,
and the Pacific NDrEhwest editioﬁ explared Seattle‘s UﬁﬂEfngund
to their editnrial edition ranges from LE to 22 per cent. Pages of the
Northwcst edition totaled eight less than the others, suggesting that
since advertising pages made the difference, the Northwest is not con-
sidered as desirable an advertising market.

Some specialized articles reflected individual aspects of the re-
gion covered, while others would have been equally appropriate in a
national publication. How to use excess railnwater was the subject of a
Northwest edition article which would be lost on the desert reader. But
the article on growing the desert bush, manzanita, would earn as little
attention from northwest readers. Other articles special to the North-
west edition included "All with a can of pumpkin," a colleetion of
recipzs from Californians with no special application to the edition's
region. '"The next best thing to showering in the garden" offered
nothing to desert readers. -

A fev articles ran in two of the four editions. "You nibble these
sweets with coffee," for example, is more attractive to central and
northwest readers as fall settles in. An article covering a conserva-
tion referendum in California wran in the three regions affected by its
outcome, But in the same 1ssues, desert ard northwest readers were
treated to recipes for granola cakes, while for no apparent reason
central readers were not.

Nevertheless, the theory behind specialized editorial editions is
to offer the reader a service which the advertiser has long enjoyed,
variations to suit his individual needs,

Southern Living offers advertisers the choice of reaching any one
of 16 southern states or combination of s:ates, but as Bill Peterson
estimates, less than 10 per cent take advantage of the opportunity.
Editorial content, he explained, changes slightly in copies sent west
of the Mississippi.

Eight pages of each of the :‘0st recent issues, for example, carried
features focusing on Texas. 'Quite frankly, we have trouble maintaining
cirenlation in Texas," Peterson said, Publishing articles on an Austin
cruits fair, a new owner of:the Texas Rangers, and the first female
basketball referee is part of the drive to build readership there. A
ma jor feature on unusual shopping centers in the South led the November
issue,.and a Dallas crafts center was chosen for the cover.

Southern Livir-~ has half as many subscribers in Texas as Better
Homes, although at 1 093,735, its total circulation is appraxim&tely 14




per cent of the national m&gszinE'$ monthly average of 7,860,582, C(Circu-
latian growth in Sauthern Living s nearly 10 year histcry has been steadyé

,dverﬁlsiﬁg pagee and revenue have ingréased a:cordingly, Thé
Publishers' Information Bureau reports that advertising pages increased
16 per cent from 1972 to 1973 and revenue increased 26 per cent. During
the same period, Better Homes' revenue increased 2 per cent and advertis-

ing pages decreased 3 per cent. Sunset carried one more page of advertis-

ing in 1973 than 1972, while revenue increased 7 per cent.~ Both regionals
raﬁ more advertising pages in 1973 than Better Hames, but due to hlgth

Peterson attrlbutes Saq;gern leing 8 lncreasing sales and ;irgulatlcn
during a period of national economic recession to its "booming' market. His
approach to advertisers is based on growth figures for the South: 44 per
cent of housing starts, more than one-third of all births, over 66 million
people, 31 per cent of U.S5. households, 31 per cent of retail sales, and 15
of the 30 fastest growing metro markets are in the South.

He explained the boom with a bit of history. During reconstruction,
the federal government placed a tariff on goods manufactured in the South
and marketed elsewhere, according to Peterson, as a means of preventing the
industrialization of the region. This tariff added 33 per cent to the cost
of southern goods. Ninety years later, the tax was removed, and that same
year, 1956, was the first year the South led the nation in housing starts.

It marked the beginning of the region's transition from a rural to an urban
market, Peterson said, the same transition which prompted the publication of
Southern Living.

"~ "The key to this magazine's success has been that it fulfills the edi-
torial need of southerners," he concluded. "If the South is written into the
marketing plan, then so is Southern Living."

What he sees as a trend away from basing media buys on syndicated re-
search has helped the magazine. Advertisers are going back to editorial con-
tent to make the .choice, he said.

"We don't have the big numbers of subseribers,” he said, "but we have
quality." According to Southern Living surveys, 46 per cent af readers read
Avery issue over a 12 month period.

Convineing the advertiser he wants and needs to reach the:southern
reader is a large portion of Peterson's job. Overcoming the stereotypes of
the South and southerners is often the first hurdle. For example, '"The Le
Sueur pea is the most expensive damn pea on the market. They say southerners
haven't got any bread, that they're always on relief. But 80 per cent of all
Le Sueur peas are sold in the South. They love that damn pea."

Advertisers have also discovered the Smuth as a better than average market
for crystal glassware and sterling and stainless silverware. According to PIB,
Southern Living carried 15.8 pages of such advertisements, compared to six
pages in Sunset and five in Better Homes.

In almost every other category the two larger magazines topped the
youngest one in volume and revenue. In 1972 -- in number of pages advertising
aporting goods and toys, for example, Sunset led with 21.6, Better Homes
carried 9.75, and Southern Living followed with 8.2. The next year, however,
Better Homes sank to 8 pages, Sunset maintained its lead with 29,8, and
Southern Living increased to 19.1 pages.

~ The category of alcoholic beverages provides another example, Sunset
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carried 19.6 pages of wine advertising, Southern Living 7.6, and Better

Homes .75. But in liquor advertising, the southern magazine ran 95.4

pages and Better Homes 8.8.

"Southerners are homebodies," explained Peterson. "They have
larger lots, and they entertain at home more. Bourbon has declined in
sales gll ovaer the country except the South, where they consume 50 per
cent of all bourbon seld in the U.5." The region is alse leading the
country in increased consumption of rum, vedka, and gin. In the last
two issues of 1974, Southern Living carried 56 pages of alcoholice
beverages advertising.

Sunset, on the other hand, refuses to advertise liquor and tobacco.
As Publisher L, W. Lane Jr. has explained, 'We don't feel hard liquor
or beer advertisements complement our publishing objectives. We do
accept and carry a great deal of table wine advertising. We sirsaly
like to have the advertising we carry complement what we are do. ig edi-
torially."’ _

Dave Allen commented, "In California, because of the influence of
the wine industry, wine is accepted as a staple food, iike in Europe.

Now I know you're going to ask, 'Why not beer?' It's just that it's
based on an old-fashioned concept. In 1928 a man had to go to a bar =--
had to leave his family -- to drink beer."

Other advertising not accepted includes feminine hygiene products
in order to "protect men,'" in Allen'# words. 'We have always kept the
atmosphere so that it won't turn men off," he added. The travel column
opening every issue i3 "a vehicle to bring men into the book and on
through to the back'" where food articles reign.

"We're building on common interests of both sexes,'" Allen said.
Since the West inspired '"the 'do your own thing' idea, men can get in-
volved with coéking without being 'sissy.'" In fact, '"It's open season
for burning steaks."

Sunset's monthly feature, '"Chefs of the West," recognizes men who
have progressed far beyond steak burning. Subtitled "The Art of Cooking .

. by men .. . for men,'" the handful of recipes are linked by ink draw-
ings and imaginative, witty.paragraphs written in a light, conversational
style. A few words of explanation from the chef usually introduces each
recipe, and his signature concludes it, Sunset's - . unaging editor, in his
early years, handled the feature, according to ALL.-.

In his opinion, "Our food section is so far ahead of everyone else's,
it's not even funny." He cited the reader=-contributed recipes, careful
testing by home economists and their insistence on easily followed direc-
tions.

Though with less flourish, Southern Living also recognizes the
talents of men in the kitchen. Recipes from male readers receive the
same treatment as their feminine counterparts, two or three sentences of
introduction and credits for the culinary creator. Such beginnings as
"1f you don't think men are good cooks, we predict these recipes will
make you a believer," {ndicate the magazine's defersive tonme in approach-

_ing males cooking. The Southern Living staff seems to be writing to the

prevailing attitude that men in kitchens are unusual, that they are in
geaneral too "masculine" to cook,

' The word "chef'" emphasized in Sunset's feature connotes the male-
cooking expert who quite naturally makes his living in the kitchen.
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Betrer Homes' approach to the subject is titled "He Cooks," a column
as regular as "Win money for your recipes." The readers who win money
for their recipes are invariably female. The man starring in "He Cooks'
i{s awarded the same 550, but he also receives almost a page for photo-
graphs of his kitchen, his creation, and himself. The female winner
shares her page with runners-up, and nobody gets a picture. The factor
distinguishing the southern and national magazines' coverage is that men
are considered a curiosity in the food section. ''The Chefs of the West"
achieves a camaraderie of men speaking to men which the other two do not.

What the two regionals' food sections have in common is their pre-
ponderar-c of recipes from readers. Their contributions provide a special
appeal iur southern or western cooks, male or female. Southern delights
such as Stuffed Chicken Breasts Savannah, Company Corn Pudding, and Sweet
Potato Cobbler add another dimension to the food section. Although the 4
"tvpica'ly western' recipe 1s harder to identify, Catalina Seviche, Sloppy
Chinese Hamburgers and Zucchini-Pineapple Marmalade all have a western
flavor. Soliciting recipes from readers is a convenient way to localize
editorial content but neither magazine uses the method to limit coverage.

Ways to serve Norwegian tortilla or Dutch mashed potatoes might
casily be found on the pages of Better Homes, but Sunset published them.
Southern Living is more likely to localize a food feature in some creative
way. In November ideas for dressing game birds bagged by southern hunters
appeared. Quail with Wild Rice photographed in full color beside an antique
musket filled one page.

The same month, Sunset explored new parts of the Thanksgiving turkey
to cook. 1In the largest black and white picture were the various uncooked
turkey parts labelled with white letters,

Full-page color portraits of food in elegant settings are the rule
rather than the exception in Better Homes. Money-saving recipes have re-
ceived much attention recently, echoing the inflation-fighting spirit im-
portant in every department. ‘

An automotive column tells how to "stretch mileage,'" decorating must
be "inexpensive,'" purchasing equipment can "help cut food costs." Com-
bining a Better Homes cooking approach with home economics was '""Elegant
entrees from everyday beginnings." The fighting spirit goes wild under
the "Family Money Management" heading.

By contrast, neither regional Emphasiges the money saving gppfosch

aﬁfers the ”haw to"s of building a cguch Know;ng hﬁw ta make g:eeting
cards at home or use beef hearts in a soup entree help a reader save money
without the publicity.

Southern Living follows the Sunset example in this respect. The do—
it-yourself angle was part of the pattern used in the younger magazine's
creation. The two regionals look alike as well, thick books with plenti-
ful advertising and numerous, relatively short articles. Typography and
paper stock is identical, with different headline type for Southern Living,
but the same consistent use of that type for every headline. Unlike Better
Homes, the two use a profusion of black and white pictures in ordinary lay-
outs., Southern Living has recently decreased the amount of trapped white
space in its layouts,’a characteristie of Sunset.

Better Homes' visual design is consistently more atriking, with un-

usual layouts and imaginative photography. The magazine's display format
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relegates the direction to back pages where the design loses control,.
The larger page size, which opens up more possibilities on the display
pages, presents a problem for advertisements planned for standard,
8%" x 11" publications. Copy is wrapped around advertisements ob-
viously designed to completely fill a smaller page. ,

In the regional magazines, "how-to'"s for handicrafts, remodeling
projects or foods are always part of the article itself. Diagrams
and directions run the risk of being shortened to fit the page, but
the reader is saved from seeking instructions 100 pages from illus-
trations. Better Homes' policy of featuring projects for which in-
structions must be purchased separately lends a sense of incomple:e
ness to these articles,

Sunset articles are slanted to answer the needs of readers who
approach every article with the same sentiment expressed in "Should
you get into community theater": '"0.K. But what's involved. And
what's in it for me?" The magazine is for acting, making, doing, and
only peripherally for reading. But over the years, it has proven it-
gself a success as an instruction manual.

Southern Living's variation on the regional lifestyle theme
places less emphasis on action. The reader is entertained just as
frequently with stories about handicraft museums to visit as he is
entertained by articles telling how to make handicrafts himself. The
historical perspective, such as in a museum piece, i3 seldom omitted,
adding depth and meaning to the subtitle, "The Magazinaz of the Modern
South."

These two regional magazines have shown that the how- :0, lifestyle
publication with a geographically bound readership can compete with a
firmly entrenched, mass circulation publication in the same fleld, al-
though on a smaller scale. Such a magazine's success depends on its
specialization to meet readers' needs not served by a larger scale
enterprise.
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Four Consumer Photography Magazines:
Camera 35, Modern Photography,
sen's Phgtagraphic Popular Photography
- Thomas ! :rack

"U

INTRODUCTION

This report will be a discussion of four consumer photography
msgaziﬂes Popular Photography, Modern Photography, Camera 35 and
Petersen's Photographic. A section of the report will be devoted to
each msgazine followed by a summary of this particular area of special
interest magaglnes B

While certain areas of concern involving the publication of photo-
graphic magazines are undoubtedly common to the production of any con-
sumer magazine, photography publications are special in two ways. First,
since they are all aimed at the same special interest group generally,
each must incorporate an at-least-somewhat specific editorial concept
if it is to survive. There will, naturally, be considerable overlap in
the material which each magazine includes in its issues, and this dupli-
cation by necessity will be manifest in the report. ,

Second, virtually all of the advertising which appears in the maga-
zinea is for photographic equipment or services, to the point where the
magazines resemble business publications in that respect. To a greater
or lesser degree, the editorial concept of each publication includes the
mention of such products, whether the material only mentions the equip-
ment peripherally or is actually abcut the products. One might expect
that this would occasion a certain amount of dissatisfaction on the part
of advertisers as regards the way their products have been treated (or
not treated) editorially. Indeed, this turns out to be the case, again
to varying degrees. )

A brief, but essential statistical echaracterization of each of the
four magazines will appear at the beginning of each section. This will
include material received from the Audit Bureau of Circulation in
Chicago, and statements of editorial profile from Standard Rate and Data

Service's Index of Farm and Consumer Publications. Also included will be

readership information obtafned from the publishers, mostly in the form
of profiles of the average reader's particular interest in photography
and his corresponding interest in the magazines. Often, this informa-
tion will sound a lot like propaganda, probably because it 1s. The sur=
veys are generally presented to potential advertisers to induce them to
buy space in the given publication. Although this natural slant may be
evident, it is assumed that any information which the advertising sales-
man would present to an advertiser would be an accurate enough reflec-
tion of the situation. Any other attempt would be self-defeating. At
any rate, the factors which the publisher chocses to emphasize in the
readership survey often tell something about the way in which he sees his
editorial concept as 1t relates to the market gsnerally,

Editerial trends and changes within recent years will be meati@ned
vhere applicable, for each publication. However, most changes in the
editorial content of the magazines seem to have been due more to the
general increase in leisure time, and the consequent increased interest
and sophistication in auch leisure time activities as photography; not
to any preconceived effort on the part of the editor to consciously
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manipulate his audience or his magazine's place in the market.

Throughout the sections on the individual magazines, an attempt will
he made Lo emphasize the characteristics of each which set it apart from
the other three. Also considered will be how closely the magazine itself
conforms to the editor's statement of editorial concept.

POPULAR PHOTOGRAPHY. Published monthly by Ziff-Davis Publishing Co., New

york. Single copy $1.00, one year $7.98.
brnm Standard REEE and Da e Pagglar Ehotvgraphy serves EVEEYGHE

Aft;cl&s help the phoEg enEhus;EsE iﬁprave his art by showing him new ways
to seek and capture exciting photographs; by demonstrating these approaches
through the work of well-known photographers; and by reporting on technical
advar-es that make it easier to take satisfying pictures. Regular columns
repor: on color, darkroom operation, movie-making, sound reproduction and
travel; answer readers' technical questions; report late news of the phofo
industry; and offer buying advice on photographie products.

As might be expected, judging from the broad appeal of this editorial
profile, Popular Photography has the largest circulation of any of the four
magazines in question. The June 30, 1974, ABC statement reports an average
paid circulation of 666,614, The June 30, 1970, ABC figure for paid circu-
lation was 525,637, so it is evident that the publicatian has experienced
substantial growth in circulation.

During the six months ending June 30, 1974, Popular Photography sold
(new and renewal) 212,186 subscriptions. Of these, 186,013 were sold at
lower than basic prices. This sometimes indicates a push for increased
girculation. However, this may be misleading, since 191 276 of the sub-
scriptions sold were for one to three years, which more often than not en-

tails & reduced subscription rate.

Sample issues of the magazine contained a roughly 65/35 per cent ad-
vertising/editorial ratio. The majority of the editorial content is staff-
written, although some of it is furnished by contributing editors and re-
gional correspondents, of which there are 13 listed on the masthead.
Naturally, many of the photographs are prgvided by outside contributors.

Departments and features indeed include the widest range of informa-
tion pertaining to photography. These include travel and photography, a
review of new pieces of photographic and even sound equipment, & review of
current photography shows, and a section about photography on campus, as
well as a good deal of "how to' wmaterial. Suffice it to say that Popular
Photography's coverage of photography-related subjects appears as diverse
as its statement of editorial content claims.

Visually, the magdzine is attractively laid out, and includes con-
siderable use of color. The color advertisements, which many times in=
clude striking color pictures taken with the equipment they extoll, add to
the bright appearance of the magazine, 1In past years, mail order adver-
tisements (drab by comparison) have appeared much more frequently toward
the front of the book. They are now more clnsely grouped toward the rear.
Individual issues average about 250 pages.

In the monthly issues, the magazine's review of camera equipment
usually focuses on a particular type of equipment (e.g., compact 35mm
cameras). Generally, the specifications for the equipment are provided,
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with a brief comment on ease of handling, general performance, ete..
The treatment may seem more sparse than Modern Phﬂﬁagraphy s, for in-

stance, However, Papular Ehptaﬂraphy also publishes an annual photo~-
graphy directory and buying guide, which provides somewhat more de-

railed information on a more comp1PLE range of photographic hardware.
Also published by Ziff-Davis are: Popular Photography's Photography
Annual, a collection of the year's best photographs; Popular Photo-
gfaphyrs Color Photography (annually), a selection of photographs and

technical articles specifically for color enthusiasts; Popular Photo-

graphy's Invitation to Photography (semiannually), to provide an in-

troduction to the beginner of photography as a hobby; and Popular
Photography's 35mm Photo;raphy (three times a year), a collection of

~ advanced technical articles and photogrsphs dealing with 35mm photo-

graphy. Popular Photography thereby provi- °: supplementary material
for readers who have a particular realm of interest, ability, or
technical expertise, while keeping its monthly issues geared toward
the largest possible number of photographic enthusiasts,

Popular Phntagggghy s editor, Ken Poli, said, "We trvy to give the
broadest possible coverage that we have available to photography,
really. At least in my opinion, it's not an art (contrast this with
the general view of Camera 35 later on), but it's a medium sometimes
used by artists, sometimes merely by craftsmen, and sometimes by
butchers. We have a certain amount of equipment coverage, but we try
to give as broad coverage to photography as a medium as pussible,"

Popular Photography's readership survey seems indeed to suggest
that a variety of photography enthusiasts read the magazine. Some
figures:

--0ut of an estimated $1.2 billion retail market for photographic
hardware, Popular Photography buyers spent some $436 million alone --
or 36 per cent of all consumer photographic equipment sales last year.

--During a 12-month period, 11 different people will ask the
Popular Photography buyer for his advice on photographic equipment.
Seven of the 11 will purchase equipment, and six of the seven will buy
the brand specifically recommended.

It is possible to go on for a long time citing readership statis-
tics, But two essential points compose the thrust of Popular Photo-
graphy's appeal to advertisers. First, the survey 5Eresses the wide

spectrum of equipment which is owned by the magazine's readers, as well

as that which they plan to buy within the next year. Although single
lens reflex cameras are easily the most often owned or plan-to-buy
items, the survey also mentions movie cameras, tape recorders,; Polaroid
Lznd cameras, instamatics -- In short, pieces of equipment on every
level of photographic sophistication.

Second, the conclusion of Popular Phatograpvy report is that:
"No matter hcw long a man has been interested in photography, or how
much equipment he already owns ... as long as he reads a photographic
magazine, he remains a big and active buyer of photographic products."”
This argument presumably is to negate the assumption which might k=

made on the part of the advertiser that a photographic enthus o 1d
have to be a devout and experienced aficionade to purchase e
consistently.

Another interesting promotional idea of Popular Photograyiiy - their
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recent ""Photography as the fourth 'R'." (Behind rvading, writing, and
'rithmetic’, that is.) The plan is to eventually include photography
instruction in schools as early as the elementary years, in an attempt
to demonstrate and utilize the creative and educational benefits of
photography as a learning tool. Without going into the details of
this camy tign, the magazine's editorial staff has rone to considerable
lengths 1 organizing a symposium on the efficacy of s h a program,

Popular Photography's policy concerning the revicws it :ives photo-
gyraphic equipment is, as Poli d-scribes it, one of making every attempt
at fairness, if not leniency. . recent past issue describes the maza-
zire's testing procedure as '"the roughest, toughest test lab,"” and the
testing process described therein does appear thorough. In the case of
a complaint by an advertiser, Poli says the material usually is reviewed,.
[f it is determined that the review of some equipment is unfair, it is
ordinarily suggested: that the advertiser write a letter which will be
printed in the next available issue. Indeed, several of these letters
have appeared from time to time. This might seem like little compensa-
tion, but a really scathing review of a pradu:t is difficult to find.

The camplalnts which appear in the "lTetters" section more often mention
the exclusion of a particular bLrand of equipment rather than the unfair
treatment thereof.

"We're not in the business to put anyone out of business,” Poli
says., "If something's really bad, we might just quietly just say
nothing about it, just not publish it at all, But if we're right, we're
right, This is a luxury that the biggest of the books can enjoy."

MODERN PHOTOGRAPHY. Published monthly by Photography Publishing Division,
ABC Leisure Magezines, Inc., New York. Single copy $!.00, one year $7.95,
two years 514,90, three years $20.00.

From Standard Rate and Data: A magazine for the serious amateur

and professional photographer, features articles on buying and testing
equipment, pictures from readers, film and material comparisons, picture
taking and color printing made easy, darkroom techniques, the correct use
of photographic equipment, It runs portfolios on both new outstanding
photographers and known classicists, offers motion picture and readers'
service departments and has monthly columns on single lens reflex photo-
graphy, color, camera collecting, seeing pictures, equipment photography,
darkroom and photo ecucation for students. .

The second largest of the four magazines, both in the size of the
book and in eirculation, is Modern Photography. Paid circulation has
better than doubled, from 237,302 for the six months ending June 30, 1965,
to 492,831 for the same period ending June 30, 1974. The number of pages
of advertising included in the publication annually has also increased sub-
stantially, according to Modern's figures, from 858 pages-in 1965 to 1337
pages in 1973, Of the 120,805 total subscriptions sold for the period end-
ing June 30, 1974, roughly half were at basic prices, and half at lower
than basic prices. The vast majority (93,840) were for one to three years, '

In the same way that the name Pnpular Photography reflects the edi-
torial concept of that magazine, Mcdern Photography is also aptly named.
That is, the state of photographic technology has, in recent years, been
in such a state of flux (it still is) that, from the standpoint of equip-
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ment and its nomenclature, one cannot tell the players without a score-
card. And, at the risk of caricature, Modern Photography ("modern" in
the sense that the run- away pace nof the photographic hardward market
is a relatively recent development) is the equipment-oriemted magazine.
This does not mean that the only things Modern Photography concerns

iﬁself viih are Equipment Its varleﬁy of features is almgst as w;de

equlpmantg
Perhaps by necessity, many of the technical articles are oriented
toward the photographer who knows plenty technically -- enough to be

able to understand what is being said. A January 1971 letter to the
editor complained:

One could wish that you would teke a stand, plainly, as a market-
place for photo materials and articles on their use. Within this con=
cept, you do a commendable job. But, you seem bent on giving Modern
a veneer of artistiec purpose. You offer to educate readers and lead
them in the culture of photography when, in fact, you are only attempt-
ing to computerize them in its technology, pouring scientific minutise
down their throats, without nourishing their spirits or judgments for
the task of taking great photographs.

: You may manage to make mechanical marvels of your readers; but
in your present editorial concept you will never help to create artists
or art.

While this may be an exaggerated complaint against the editorial
concept as a whole, it nonetheless does appear that Modern Photography
prides itself on being the most honest and complete tester of equip-
ment. Past covers of the magazine have included blurbs like, '"Modern
tests vs, Nat'l, Bureau of Standards," Modern dares compare telecon-
VEfterS," and "How accurately do nine major color films reproduce these
critical colors?" Mode-n has several times explained and updated its
extensive testing procedures. Also included in each issue is a depart-
ment called "Too Hot to Handle," wherein the readers are free to write
in to praise or complain (the latter more often prompts a letter) abowur
a plece of equipment. These inquiries are answered frankly by the
magazine.

Also unique to Modern Ehotograghz is the sectlon devoted to mail
order equipment sales. It used to be that mail order advertisements
appeared scattered throughout the book. Now, all equipment advertise-
ments are in the back of the book, in a section of ''selected and
appraved" ads, Aﬂy advefciserg buying spaﬁe in this sectimn must have

risk Df being excluded from the magazine. Mcdergﬁprcvides che adVEf-
tiser with a list of standards which must be adhered to; all of which
is to further the idea that any information which appears in Modern
pertaining to equipment is reliable. -
Modern's portfolio of material directed at potential advertisers
clearly reflects this premise., Interestingly enough, the magazine's
SRDS statement of editorial profile includes the word "buying" in its
first sentence. And that constitutes its appeal te advertisers.
Modern's figures from a survey of Modern Photography and Popular Photo-
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graphy's duplicate readers (it is clear that Modern sees Popular as its
main competition) show that 48.7 per cent of the readers felt that Modern
"has the most useful, accurate products reports;' 33.8 per cent felt that
Popular Photography did while 11.5 per cent felt they were the same. To
the question, "Which one magazine most influences your selecting and buy-
ing photo products?'" 45 per cent of the duplicate readers answered Modern
Photography, 33.8 per cent answered Popular Photography. Add to this
Modern's figures that, "in deciding about cameras or other photographic
equipment, 76.6 per cent refer to ads in photo magazines and 64.2 per
cent refer to photo magazine test reports.

Modern Photography also emphasizes that 43.5 per cent of its readers
are "advanced amateurs;" its readers have been interested in photography
an average of 10.8 years; and in the next 12 months, each Modern reader
plans to spend an average of $486 on photographic equipment (about
$233,000,000). Thus, as Len Levine, Modern's Chicago area advertising
representative explained, although the circulation is not as great as
Popular's, Modern's readers tend to be somewhat more advanced (presuma-
bly buying more equipment), as well as dependent on test reports.

Like Popular Photography, Modern decides which pieces of equipment
will be reviewed, Herbert Keppler, editorial director and publisher,
said Modern observes certain rules concerning product reviews. For in-
stance, they will not run an advertisement for a product in the same
issue it is reviewed, 1f the product is not ordimarily advertised in the
magazine, Also, advertisers are not allowed to gsee test reports prior
to publication.

Keppler said that as early as 1955 or 1956, advertisers have occa-
sionally withdrawn ads from the magazine due to disputes over editorial
treatment of their products. He named one example where the advertiser
did not renew his advertisements for 12 years. However, he noted that
this is definitely the exception rather than a common occurrence. More
common a&re complaints about placement of an ad (not far enough forward
in the book, ete.).

Modern Photography alsc publishes a Photo Buying Guide, a compila-
tion of the most recent test reports which have appeared in previous
monthly issues; and Photo Information Almanac, a collection of "facts,

formulas, charts, tables and tips for making better pictures."

CAMERA 35;1 Published monthly (except Aug./Sept. and Feb./Mar. issues
combined) by American Express Publishing Co., New York. 75¢ single
copy, 1 Year $6.00, 2 years $10,00, 3 years 515.00.

In its way, Camera 35 1s the most distinct magazine of the four
being considered. It is the oldest, and has the smallest and most con-
stant circulation. It deals only with 35mm photography, and not with
larger format photography or motion picture photography, ete., 1t is
the least expensive. For the six month period ending June 30, 1970,
it had an average circulation of 87,047, and has fluctuated around the
100,000 mark since. 1Its most recent ABC listing is 102,770.

Camera 35's SRDS statement of editorial concept is a quite accur-
ate synopsis of what appears in the book., In Editor Jim Hughes' own
words, much more of the material deals with the "intellectual, contro-
versial and more eclectic' subjecta. A letter in the November, 1974,
issue states:
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You have been dealing more effectively with the problems of imagin-
ation and metaphysics in photography than I thought any magazine could.

One can only make photos as well as one understands his experience
in the world and one needs the powers of the imagination to do this,
Knowing the difference between D-76 and Microdol-X isn't going to help
anyone understand anyone else or himself better.

Generally, Camera 35 concentrates much more heavily on the showing
of photographs and discussion thereof than do any of the other three
publications. The reproduction and layout of these portfolios is superb,
and the discussion of them usually provocative, even if you don't care
for the pictures. Also typical of the editorial content: In the
December 1974 issue, there appears a critique of present trends in ar-
tistic photography and the museum officials, etc., who encourage or dis-
courage certain modes of expression; and an in-depth interview with Ron
Galella (the photographer sued by Jackie Onassis). Both of these
features would seem out-of-place in the other books. In addition, the
advertising/editorial ratio is about 40/60 per cent, very little of
which is mail order. Most of the material is staff-written.

Although no readership survey was available for this report, Hughes
said this about advertiser/editorial disputes: 'We definitely get com-
plaints, but we still do whatever we want to =- not whatever we want,
because everybody's trying to survive, and this isn't a good time to be
trying to survive. But you have to try to keep it straight-ahead, be-
cause 40 per cent of our readers are professionals. We have to try to
be honest. We don't depend on a turn-over of readers, as other magazines
do."”

Hughes characterized Camera 35's place in the market as follows:
"Camera 35 is oriented more toward the photograph itself. It is actually
oriented toward the mincrity, and a rapid increase in circulation is not
necessarily the specific goal of the publisher and the editor.

Camera 35 also publishes the U.S. Camera/Camera 35 ‘annual.

PETERSEN'S PHOTOGRAPHIC. Published monthly by Petersen Publishing
Company, Los Angeles, California. Single copy $1.00, one year $9.00,
two years $15.00, three years 521,00,

From Scandard Rate and Data Service: Petersen's Phncqgraphic

Magazine is edited for photographers who are interested in improving
their photographic abilities, This includes the still and movie camera
enthusiasts. Each issue contains informative How=To features on
techniques, equipment, lenses, films, darkroom and other facets of the
photographic experience. How-to articles are written by leading photo-
graphic authorities, with graphic examples in color and black-and-white.
Monthly columns provide information about camera collecting, tips from
professionals, travel, new equipment and products, photo books and in-
formation about photo education.

With the advent of Petersen's Photographic, the photographic
gsziné has seen some innovative ideas. One is an emphasis on the
"how to" aspect, typical of Petersen publications generally, The other
is a new approach to advertiser/publisher relationships,
The average circulation for the six months ending June 30, 1974,




according to ABC, was 159,667, 100,596 of which were single copy sales,
During that period, 33,832 subscriptions were sold, 21,037 at basic
prices. Editor Paul Farber said that since that ABC statement, circula-
tion has risen to a figure in excess of 225,000, 80,000 of which are sub-
scription. All this, Farber said, has been done without the aid of a
formal subscription drive.

As is the case with the other magazines, the majority of the material
in Photographic is staff-written. Similarly, they include portfolios of
various noted photographers, including some by accomplished amateurs.
Since its inception two-and-one-half years ago, little change has been
made in the format, with the exception of the addition or alteration of a
few columns. In sample issues of the book (usually 80 to 100 pages),
between 40 and 50 per cent was advertising. None of the ads were for mail
order equipment outlets. Farber said that this is a deliberate attempt to
encourage distribution through retailers of photographic hardware. He said
that 1300 photo dealers sell Petersen's exclusively, because there are no
mail order advertisements which would be competitive with their own equip-
ment sales.

The obvious emphasis of the editorial content in Petersen's is on
"how to' features. This actually is typical of most of Petersen Publica-
tion's special interest magazines. While the magazine includes a section
on new equipment, the material covers mostly the specifications -- size,
weight, price, features, etc. -- and makes very little comment on anything
but a very general assessment of quality and ease of use. Farber elabor-
ates:

1 have done my fair share of test reports, but the simple
truth is that anyone who is qualified to test a piece of equip-
‘ment -- camera, lens, whatever =- should also be qualified to
design one. And I frankly find that none of us are qualified to
test anything on any basis whatsoever, except on the basis of re-
sults. And even then, results are a purely subjective situation.
“For example, I can také one lens and send it to all the other -
periodicals to test it, and I know damn well I'm going to get
back four different opinions.... BSo test reports per se in my
opinion serve no useful function. Readers now view test reports,
I would say, with a high amount of suspicion. They relate test
reports to continued advertising.

Our particular purpose with regard to photographic magazines
is simply an instructional how-to magazine., We like to think
that we deliver a short photo course to your door every month,
And we feel that the best report that you .can give any piece of
equipment is to do a feature article using that piece of equip-
ment (hence, the Petersen's advertising slogan, "eonaider us

equipment"). You buy a camera because it feels good and you can

afford it. Once you have it, you pose the question of, 'O.M.,

what the devil do I take pictures of?' That's the function we

try to perform. How to get pure enjoyment from their cameras,

And that's what has endeared us to our audience; and the manu- o
facturers, by the way. : S

Predictably, Petersen's readership survey figures lend support to
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the viability of the editorial eoncept. Of the subscribers to Photo-
graphic who responded to the questionnaire: o

==66 per cent of the subscribers named "How To'" articles in photo
magazines as helpful. 62 per cent named advertisements in photo maga-
zines as helpful, and 55 per cent named editorial reviews in photo
magazines as helpful in deciding about purchasing cameras or other
photographic equipment.

--23 per cent of them named "How To" articles in photo magazines
as the most helpful source, 22 per cent named editorial reviews as the
most helpful source, 18 per cent named friends, and 15 per cent named
advertisements. P

==0f all respondents, 93 per cent of them rate Peters
graphic's editorial content as good or better compared to :.r cent
of them rating Modern Photography's.editorial content as go.® or better,
and 49 per cent of them rating Popular Photography good or better, and
33 per cent of them rating Camera 35 good or better.

--0f all respondents, 84 per cent of them said they considered
Petersen's Photographic the most informative of the magazines. Of only
those who subscribe to each of the magazines, 84 per cent of Petersen's
subscribers named it as being moat informative; 78 per cent of Modern
Photography's subscribers named Petersen's as being most informative,
compared to 10 per cent of them who rated their own magazine as most in-
formative; and 72 per cent of the Camera 35 subscribers named Petersen's
as most informative compared to 15 per cent of them who named Camera 35
as most informative.

All these figures pertaining to reader interest and how it ultimate-
ly relates to advertising are open to debate. However, all of the editors
with whom I spoke appeared to feel that Petersen's embodies a valid edi-
torial content. And according to Farber's recollection, "We are the only
successful photo magazine to begin, I believe, in the last 20 years."
Indeed, the magazine's growth has been impressive. It is a matter of
speculation how much the publication was helped by the fact that it was
one of Petersen's, "the world's largest publisher of special interest .
magazines.'" From the standpoint of the potential reader, this probably
would not help at all, since the name was unknown in the photography
field. However, it may have had an impact on such areas of distribution,
since the mechanism for eirculating the book was already well known to
the Petersen organization.

Petersen's has already begun to publish a variety of sepafste in-
strumental bos%s as an adjunct to the magazine. These include: Basic
Guide to Photugraphy, Blueprint Series, Darkroom Techniques, éighting

) HDEQ-

Téch@iqggg Architectural Phnﬁag_gphy, Pocket Camera Phgtagrgphy, Movie

Making, 16mm Movie Making, Video Tape Recording, Photo Equipment, Buyer's
Guide, and Phgtagggph;_g Ghllﬂfen.

SUMMARY

’ Questions a3 to the editorial treatment of their products which ad-
vertisera might raise with the publisher (or editor) of a photography
magazine are endemic to this particular field of consumer magazines.
This aspect of photo magazine publishing has been highlighted in the
report only because it i{s of special importance to the photo magazine
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field as a whole; and virtually unique to photo magazines within the
realm of consumer magazines in general. Although I have no hard statis-
tics concerning the number or magnitude of objections which advertiscrs
raisc with the magazines, it seems to me reasonable to suppose they dre
relatively few, for three reasons.

First, through the use of equipment in their magszines' feature
material, equipment manufacturers receive a tremendous amount of free
advertising. Even in portfolios, where a number of pictures are repro-
duced, it is common to include information explaining the type of camera
and lens which was used, as well as shutter speed, aperture setting, etc.,
In test reports or comparisons of products, the material being considered
is devoted even more free exposure. Often, if the feature is considered
a significant one in a given issue, the equipment will appear on the
cover. For example, Modern Photography's December 1974 issue includes on
the cover, "47 Top Modéls Described, Tested and Analyzed,' and displays
many of the cameras which are reported on within. In advertising copy,
an advertiser will often quote what a test report from one of the maga-
zines has said about his product. And each of the magazines has a de-
partment which explains new photographic products and their uses, so con-

" sumers are constantly being shown, at no charge to the manufacturer,

innovative pieces of equipment.

Second, while it does indeed seem that the magazines attempt to be
honest about what they print about equipment, it is seldom that one will
read a totally unfavorable review of a product. Perhaps this is at least
in part due to the screening process of the magazines as regards what
they will or will not include in their consumer reports. On the other
hand, because of the abundance of good quality equipment available to
photographers, there seems to be less and less really inferior equipment
on the market today. Several camera equipment dealers have told me that
the gap between the best quality equipment and the others is narrowing
all the time.

Third, the market for photographic equipment being what it is, it is
difficult to see how a major manufacturer of photographic products could
get along without some advertising in these magazines. More often than
not, one will encounter the same advertisements in each of the four maga-
zines when the ads are from one of the larger producers:. Nikon, Canon,
Minolta, Vivitar, Kodak, etc.. Since the rate of duplicate readership is
generally high among photography magazines, this suggests that each maga-
zine has managed to develop its own editorial concept, distinct enough
that advertisers recognize the need to spread their copy around.

What I'm saying is that one might guess that, to a certain extent,
advertising space "sells itself" in photographic magazines =-- at least
much more so than has formerly been the case. Modern Photography's
Keppler characterized the prevailing trend in the phuto magazine publish-
ing field in the last quarter-century:

The emphasis used to be on the "how to make enlargers out
of cigar boxes, how to develop and print film, etc.."” They were
very simple articles, devoted to very simple problems. In terms
of product reviews: Basically, if a guy came in with an ad, he
got a good product review; and if he didn't come in, he didn't
get a product review at all, 1In other words, a magazine was
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pretty much at the mercy of the advertising department.
Like the general practitioner, photography has gotten

more complex today. And the editorials of all the maga-

zines have become much more independent than they used to

be, admittedly some being more independent than others,

And the sophistication of the audience and their knowledge

is much greater today than it was then. In 1950, most of

the famous photographers were commercial photographers who

had big studios. And people would write articles and say,

'Wow, look at the unbelievable amount of equipment these

people have.' And you would find photographs that the

average photographer had no ability to take himself.

Today what we have 1s the photographer reading the
magazine and demanding that the pictures he sees be the

kind he can take. He no longer cares about & commercial

photographer with a studio. He's interested maybe in a

documentary photographer or a travel photographer who will

basically have the same equipment he has. Therefore he can
look at the person's work and say, 'Look, I could do exactly
the same thing, basically wirh the same equipment.' And
basically, if he was in the same place, he could.

So, as a function of the general increase in leisure time and an
accelerated interest in photography, consumer photo magazines have
changed, How do the editors of the four magazines see the future of
the field? Keppler, who was with Modern's staff since 1950 and has
seen the field during leaner times, said simply, "There's plenty of
room for everybody."

Camera 35's Hughes noted that the eirculation of his magazine
was dented slightly by the appearance of Petersen's Photographic on
the market, but has since fully recovered and, in fact, increased.
Based on the loyal character of his readership and the distinct
quality of the editorial concepts of the four magazines, he is opti-
mistic about the field as a whole,

Ken Poli of Popular Photography predicts that the larger publi-
cations may try to match Petersen's Photographic, to an extent, in

the amount of material devoted to '"how to" subjects. "But I also

think that this is simply good for photography in general, if it makes

a little competition among the magazines," Poli concluded.
In response to the question, "Is there room for all four maga-
zines? Petersen's Photographic's Paul Farber was most optimistic:

I hope so. I hope there's not only room for all four,
I hope there are many more of them out there, I'm a firm
believer in the idea that 1f any one of these magazines
hurts and goes by the boards, it's going tc hurt us all,
it's going to hurt photography. 1 feel that anything that
helps photography is going to help all of us. I personally
would like to see many more magazines out there, Special
interest groups. We carved out our own little audience.
Pop has theirs, Modern has theirs, Camera 35 has theirs.
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There are so many other areas that haven't been touched yet.
So it all complements what we're doing. When I say we, it's
the ed: orial we, all of us, everybody in: photo publishing.

As a personal note, I might add that I regularly read or at least
browse through all four magazines whenever time allows. Putting myself
in the "advanced amateur" category, it indeed seems true that omne can
read the different magazines for different reasons. Although I some-
times feel hampered by a gap in technical expertise in certain areas, I
find that I nonetheless profit from the major part of the editorial con-
tent. The argument concerning the importance -- or lack of importance --
of one's equipment in the enjoyment of photography and the production of
quality photographs is one which I would rather not get into. It makes
some difference, although it is unclear how much. For what it's worth,
I find all four magazines to be educational and enjoyable, as well as
thoughtfully and attractively put together.
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NOTES
1Ffam Standard Rate and Date Service, Index of Form and

Consumer Publications: Camera 35 is designed and _dited
for the photographer working with the 35mm format. Edi-
torial emphasis: Photography as a medium of visual com-
munication. Using images: How the photographer sees and
relates to people, places and things. Picture essays and
portfolios explored in-depth to provide a sense of the
photographer's vision. Regular columns report on innova-
tions in equipment, techniques to improve results, round-
up of late news in the Arts and Industry, and darkroom
work with emphasis on color printing. Book reviews and
critiques are regular features,
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The Dream Books vs. The Action Books:
American Home, Better Homes and Gardens. House and Gardens,
House Beautiful ) ) i
Karen Larson

The four home magazines separate into two groups: the dream books,
House & Garden and House Beautiful, and the action books, Better Homes

and Gardens and American Home. The dream books display sumptuous homes
and elaborate interiors. The practical realities, such as costs and
creation instructions, often are disregarded., The action books generally
present lower-to-middle-priced homes. Often the interiors, and sometimes
the houses themselves, can be created by readers with little or mno pro-
fessional assistance. Attention is given to costs, materials and instruc-
tions,

"Better Homes and Gardens is closer to reallty and more action-

oriented than House Beautiful and House & Garden,' says Edward Fox, head

of the Chicago advertising office for Better Homes and Gardens. "ng

many people can afford a quarter to a half a million dollar house?"
According to a written statement of the Better Homes and Gardens

editorial concept, the magazine strives to provide service to husbands

and wives "in the form of ideas, help, information and inspiration to

achieve a better home and family, Inherent in this philesophy is the edi-

torial responsibility to move these husbands and wives to action.”

"At least half of the ads in Better Homes and Gardens," said Fox,

"call a reader to action. They ask the reader to do something, such as
gend for a decorating booklet or tear out & coupon to taks to a dealer.’

The issues of Better Homes and Gardens are packed with practical,
action-oriented articles such as "How to Glamorize a Bathroom' (January
1974), "How to Make a Good House Better'" (March 1974) and "How to Make
a Small Kitchen Measure Up" (May 1974).

Better Homes and Gardens also is concerned with stretching the
dollar. A series of articles answering the question, "Where Does Your
Food Dollar Go?" ran in the January to May 1974 issues. The February
1974 issue also included '"Tax Tips to Save You Money" and "How to Save
Gas When You Drive." The May 1974 issue focused on "Small Scale Re-
modeling: Great Effects at Low Cost" and the August issue on how to .
"Personalize a Room for a Pittance.' The November issue included "Sleep-
Cheap Motels: Why Pay for Unused Frills?" and "New Ways to Pay Less for
the Things You Buy." ,

American Home also i3 practical and action-oriented. The magazine
1s "functional as oppused to escape" and "do-it-yourself as opposed to~
have-it-done," says Joseph Bayard, head of the Chicago advertising
office.

"American Home deals with the real world, not the dream world,"
sald Bayard and caters to the reader who finds "inate fulfillment and
self-satisfaction from doing a job himself." '

A special eight-page section, '"Know-How," introduced in April 1973,
was devoted entirely to how-tos ranging from how to make slipsovers
(April 1973) to how to make great one-of-a-kind homes out of 'Bargain
buildings (November 1973). But how~to projects and instructioms: were
not limited to the special section. The November 1973 issue &Iso in-
cluded such articles as "Ten Homeowner Emergencies You Can Handle Your-
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self,"” "How One Man Built This Spectacular Home," "25 Delicious Ways to
Dress Up Vegetables,'" and "How to Get Around Today's Mortgage Drought.”

Both American Home and Better Homes and Gardens offer house plans,
craft kits and project instructions that action-oriented readers can
send for at reasonable prices. Included in the November 1974 issue of
Better Homes and Gardens were coupons offering kits for wall plaques,
Christmas decorations, aquariums, wooden toys, chairs, needlepoints,
and girls' holiday dress patterns. Also, instructions for other holiday
gift items were scattered throughout the magazine.

Similarly, the November 1974 issue of American Home offered eight
crewel kits, a catalog of needlework projects, and a Christmas cookie
house kit.

Both magazines offer an array of special books. Better Homes and
Gardens has a line of hard-cover cookbooks and instruction manuals,

The Creative Home Library is published in association with Better Homes
and Gardens and offers such selections as Early Amériean Gfafts and the
Cgmplete Guide to Quilting.

~ American Home offers Spring/Summer and Fall/Winter editions of a
soft-cover American Home Crafts and a hard-cover cookbook.

House Beautiful and House & Garden, however, move away from the do-
it-yourself-for-less concept. ''House Beautiful and House & Garden are
dream magazines that cater to a higher-income, more affluent audience
than Better Homes and Gardens or American Home," says John H. Reock,
head of House & Gardens' Chicago advertising office. "Better homes and
Gardens snd Améficaﬁrﬂame are pragtical Théy might nffer an article

Under SL,ODD.'"

Mr. Reock also labels the dream books ''snob magazines' because
their circulations are smaller and audience demographics higher. Accord-
ing to the 1973 Simmons Update, the average audience for House Beautiful
is 3,847,000, for House & Garden 5,873,000, for American Home 6,169,000
and far Better Homes and Gardens 22 655, ﬁGD

House Beautiful, with the lowest circulatian, attracts the greatest
percentage of adults owning homes valued at $50,000 or more. House &
Garden, with the next lowest circulation attracts the next greatest nar-
centage (HB 10%, H&G 8%, AM 6%, BH&G 5%).

Also, House Beautiful has the h: highest percentage of adults who
graduated from ﬁgllege ‘House & Garden having the next highest (HB 20%,
H&G 17%, AH 15%, BH&G 137%). 3
T House Beautiful and House & Garden tied when it came to the percent-
age of managers, professionals, affizialg and proprietors in the audience
(HB 22%, H&G 22%, AM 15%, BHSG 117%).

House Beautiful and House & Garden are concerned with what's new in
elegant decorating -and building. '"House Beautiful is an idea magazine,'
says Tom M. Welch, head of House Beautiful's Chicago advertising office.
“"The houses in the magazine hre architecturs: 211y interesting and spark
the interest of our readers,

And House Beautiful editors have always Wanted to display architec=-
turally interesting homes. 1In the March 1959 issue, Editor Elizabeth
Gordon stated her conception of what the House Beautiful house should be:

The houses we plck may be either expensive or inexpensive, but
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regardless of cost they must be Significa8nt. They must "say
Something" - as fine design, as good fuynction, as low main-
tenapc®, as skillful use of gite, or a5 2 Parsonal expression.
In shoft, we tend to choose not the typic2l but rather the
uptypical and the unique. We show you the upper limits of
what i8 possible for people to aspire to - since Americans,
and esPecially House Beautifyl] readerg, are "always on the
grovw," o S

In accOrdance with the dream concept, rhe October 1974 issue of
use pegytiful focused on sumptuous rooms cre@ted by well-known de-
~i8nerg, (Osts and instructions were not jpcluded. Ideas were
offered, put the ways and means to carry out those ideas were ig-
a0red.  In the same issue, a spread was deyoted to the different
ngES a hom@owner could buy, but the priceg of the desks were not in-
.judeq
¢ The october issue of House & garden epnceNtrated on elaborate de=-
51808 by america's top decorators, Costs yere disregarded. 1In the
£6M¢ igsue, eight pages were devoted to @ galtbPox house which could be
con8trycted from pre-fabricated panels. 1In this case, the price was
given! $74,°00, but the house still belongs in the dream category for

05t Aperic®us. Also, four pages yere devoted to finely-crafted Baker
fgfﬂitufe, one of the most expensive furnituyré lines in the world.
Neithelr House & Garden nor House %gautiﬁg; concentrates on how-
c08* Héusgéﬁéaugifuliin the October issue pmade two special offers to
jt5 Teaders but, significantly, unlike in égggicanlﬁgmg,and Better
HoMeS and GArdens, the offers were not for kit8 but for finished
—roducrs inc¢luding a8 set of lithographs and basket wall-hangings.
Also, Ynlike the action magazines, the NoVember issues of House
 Garden and House Beautiful did not concentrate on Christmas gifts to
—pke. House Beautiful only displayed store-bought gifts and devoted
éightrpages to items from such prestige stores @s Cartier, Gucci, Henri
Egﬂdels AbeTcrombie and Fitch, Bargdérf Goodmant and Hamma;ber Schlemmer,
HouSe & Garden devoted two pages to making needlepoint pillows, but
éight pages to gifts to buy. ’
) The dréam magazines consider themselveg not only the reporters of
ae? ideas iN elegance but also the directo:, Sﬁd leaders of taste and
fgshiﬁn_ BY appearing in House Beautiful apd House & Garden, specific
oloers deslgns; and furnishings-become—fagnionable. '
Signifiggntly, houses displayed in Epugg,ﬁéautiful are labeled
npdce~getrer" homes. They set the pace; they Shape the buyer's tastes,
nfhe upeconveéntional," says Welch, "becomes the &cceptable by appearing
in Houge peButiful." g :
Mporeover, every year since 1947, House & G3rden has introduced a
¢¥ €olor pAlette of about 35 colors to itg redders and advertisers,
A;ﬁﬁtﬂing t0 the House & Garden color program r®port, 'House & Garden
44 8 Solor leader, not a follower," Each year Colors that have reached
g¥imug gaturation (old colors) are eliminated, colors showing a rise
i POpylar 8cceptance are featured and new foreécast colors are added.
+he COlorg 8re shown to manufacturers 8nd depsCtment stores in January,
allawiﬁg thém to advertise products in thoge cOlors: Then the palette
19 intyodyced to readers in September, ard the March jissue shows how to

c
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use the colors in new and varied combinations. House & Garden not only
reflects consumer tastaa, but it shapes them as well

acted differently ED Lhe housing "depression. In 1972, the h@uaing
industry started 2.4 million units and by August 1974, the annual rate
“was down to 1.1 million.” Since January 1972, the average price of a
new house in the United States has jumped from $24,700 to $37,100.6 A
house that would have cost $16,000 right after World War II now costs
$40,000;7 Also, 1if a buyer is lucky enough to obtain a mortgage, the
interest rates have inereased to an average 9 per cent or about two-
thirds higher than the mid-1960s rates.S ‘

Examination of 1974 issues of House & Garden and House Beautiful
shows the dream magazines have ignored the housing slowdown. House &
Garden's forecast statement in the January 1974 issue mentions the
energy dilemma and the environment crisis, but not the housing recession.

The reason for this, Reock said, is that "For the homes we get in-
volved with, theré is no slowdown. $100,000 houses are not affected."
And Weleh said, "People who ean afford %90, 000 homes are still going to
buy them and can still arrange to get money.'

According to a Time report, Reock and Welzh are correct in their
assumption that high=-income families are relatively unaffected by the
slowdown:

Upper-income home owners have not been severely affected by

the collapse of the mortgage market. The wealthy still trade
5100,000 houses and co-op apartments among themselves = though
sellers sometimes have to accept paper payment in the form of
private mortgages from buyers who ecannot get bank finangingsig

However, Reock said more remodeling and home improvement articles
have been included in House & Garden due to the housing recession and
the subsequent preoccupation with the home one has. But he emphasizes,
"The people most affected are those with the more limited incomes.”

Similarly, there have been no drastiec changes in the content of
House Beautiful, though Welch said, "The emphasis has been altered. We're
not showing as many exteriors as before, but displaying more interiors and
remodelings." But the change has been so subtle that "A normal reader
would probably not notice the difference." A

Weleh did say, however, that a seven-to eight-page focus on town- ,
houses was being planned for a House Beautiful issue. Townhouses, condo-
miniums and mobile homes are what more and more- buyers will have to settle
for as the detached-single family dwellings become more expensive and ES
land prices increase (land prices have risen 59% in the past 50 years).l

However, the action magazines, American Home and Better Homes and
Gardens, have dealt more openly with the housing recession. Though both
magazines always have emphasized remodeling and home improvement, they
have increased such coverage as more of their readers pnatpane nev hnme
purchases.

Also, in various columns and edit@rials, the action magaginés have
discussed the facts behind the housing recession and the ways to. cope
with this recession. Their approach is action-oriented., 'We urge readers
to make their moves now because housing won't get less expensive," said
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Fox of Better Homes and Gardens, The Better Homes and Gardens money
management column has dealt with such tgpics as "Sécond-mgrtgages is it
a good way to get money?'' (March 1974), "How to finance a small home im-
provement job" (May 1974) and '"Ten ways to help you get mortgage money
today" (August 1974). o :
Moreover, in February 1974, eight pagas of Bettér Homes and Gardens

were devoted to-"How to get your first personalized house. " The article
offered encouragement and support:

In spite of the many challenges facing you, it's still possible
to build a home that's personalized to your family's needs,
habits and budget. The formula: large amounts of planning,
shopping, sacrificing, comparing and persevering.

‘ M .

And appafently readars have not been daunted by talk of a housing
"deprgsaian. They still are intereated in hame constructiaﬁ. The

:nnstructibn and sold nﬁly on newsstands ia "selling at a rate that in-
dicates interest in custom-building," said Fox. Also according ‘to Fox,
the Better Homes and Garden house plans have declined only slightly in
sales.

Ameriﬂaﬁ ‘Home, too, has déalt BpEﬁly with the housing recession
and encourages its readers to buy soon. ‘A June 1974 article claimed,
"Amid gloomy trends and the vagaries of an uncertain economy, .one- posai—

_ble note can be heard: Now is a very good time for home buying."

Other 1974 American Home articles that encouraged home-buying in-
clude "20 ways to sell your house for the best-price'" (April), ‘'Should-. . e
you use a broker when buying a house?" (February) and '"How ta get around
today's mﬂrtgaga drought“ (NGVEmber)

timistic view. In 1969, when land was up “more than
since 195611 and home building had dropped off 25%,% ,
atated there is "A brighter aside to the housing pictgre.» Skyrocketing
land values have obliged architégts and builders to come up with more
fruitful ideas far land use." Included in the same issue-was an article
advising readers td cope with high land prices by huilding on- 1235 ex-
pensive hillside land. : .
Though the home magazines easily are divisible inta dfeam vs.
action categories, they are not as easily separable. when . c@nsidering
general editorial content. WNevertheless, House Beautiful and House &
Garden can be considered '"'shelter" magazines, dealing primslily with;a
family's physical environment such as their ‘house, -their- furniture;” ™
their table settings, their garden, ete. Alsn, some ;ansiderztinn is
given to food, travel and health.. ‘
American Home is a "home service" ﬁggazine,_agcording Eﬁ Bayard
and deals with building, interior decorating, food and crafts. . Bet

- broad range of home. and family subjects. . -

Homes and Gardens, said Fox, is-a "family maggsine,“ encampas

Examinatinn of the Lloyd H. Hall editorial ,,f“'i :
September 1974 shows American Home: is:as much a shelter magazina ‘as is

House Beautiful and House & Garden. Home furnishings and building com-

prise 72 67 af House: Besutiful'i editofiai cﬁntent 66.17% af American
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Home's, EZ 7% of House & Garden's end only 40.1% of Better Homes and
GerdEne """"

But whez makes American Home '""home service' 1instead of "ehelter"
is its emphasis on crafts and feod, said Bayard. Food comprises a
sizable portion of American Home's editorial (19.0%), a large share
of Better Homes and Gardens' (23.9%) but only 11.3% of House & Garden's

and 7.5% of Houee Beautiful's.,** Interestingly enough, Better Hnmee end
Gardens eerniee about as much food editorial as the recognized food
books, Woman's Day (24. 17%) and Family Circle (23, 17%) -

According to the Hall report, Better Homes and Gardens covers a
broader range of subjects in more depth than the other three magazines.
Home furnishings,-building, and. food comprise only 64% of Better Homes
and Gardens editorial but 85.1% of American Home's, 80.1% of House

Beautiful's and 747 of House & Garden' e.IE" Better Homes and Gardens

has a large percentage of travel, health and general interest (insur-
ance, savings, pets, humor, etc,) compared with the other home magazines. -
Travel is 9.6% of Better Homes and Gardens' editorial, 0.9% of American

Home's, 1.8% of House Beeutiful s and 1.1%7 of House & Garden's, Health

1s 3.4% of Better Homes and d Gardens' editorial, 0.3% of American Home's,
0.1% of House Beautiful's and 1.5% of House & Garden's. General interest
cempeeee 4.9% of Better Homes snd Gardens' content, 2. 6% of American
Home's, 1.9% of House Beautiful's and 1.4% of House & Garden 8.
Better Homes and Gardens, said Fox, is devoted to helping previde
its readers with a "better home and a healthier, happier family. We
have a clear cut editorial philosophy and we faithfully adhere to it.
We direct our magazine to husbands and wives, to men in their roles as
husbands and fathers, to women in their folee as housewives and mothers."
Besides building, furnishing and food editorial, Better Homes and

Gardens includes articles on family health, money menegement, 1egel
guidance, automobile maintenance, low-cost trevel and social relation-
ships. .

Over the years, Better Homes and Gardens has changed little in its
editorial concept, although it it has experienced nine editors since its
formation in 1922, the Meredith Publishing Company has owned it since
then.

Features in the most recent issues of Better Homes and Gardens can
be traced back many years. Recipes to clip and save in the Better Homes
and Garden Cookbook have appeared since 1937 and '"Cook-of-the-Month"
priees have long been awarded. Items showing men in the kitchen always
have appeared and today a special column entitled "He Cooks" is devoted
to the male chef. Even past article subjects have reappeared in recent
issues, such as planning a co-op nursery which was titled "A Blueprint
for a Co-op Nursery'" in October 1955, and 'How to Start a Co-op Nursery

. School" in May 1974.

But though Better Homes and Gardens' editorial concept has re-

mained almost the same, its circulation has not. The May 1950 issue

m-had—SaaepeEee, cost 25 Cents, and had a circulation of 3, 400,000
families.l® Today the magazine is about half thet size, costs 60 eence,
but has a circulation of close to 8 million.’

-Over the years, House Beautiful has also adhered .to its preeent
editorial concept. Even in 1953 'House Beautiful was dealing with the
non-practical side of housing. The e October 1953 issue included a




statement by Frank Lloyd Wright entitled "For a Democratic Architecture'
and an editorial by Editor Elizabeth Gordon on '"Does Design have Social
Significance?" Gordon's editorial dealt with whether or not '"we choose
the srchiteztufe that wiil encoursgg the deveioment @f industry or we

cant:ol."

Gordon was editor from 1941 to 1964. During Eha: time, the circu- -

lation rose from about 200,000 to over 900,000. In 1965 Sarah Tomerlin
Lee became editor and in 1970 Wallace Guenther took over. House

Beautiful, owned by Hearst Enterprises since 1934, reached its circu-

Tation peak in 1968 when 981,168 copies were sold.20 Today the maga-
zine has a circulation of 891,224 and sells for one dollar.

Like House Beautiful, House & Garden followed its present, editor-
ial policy in the early 50s, Elegance and grandeur were emphasized.

The December 1950 issue devoted six pages to a Renaissance theater
built by Palladio and six pages to a display of Italian handicrafts
touring American museums. The October 1950 issue, focusing on the
theme "Live as well as you look," displayed the homes of wealthy, ele-
gant personages.

But by 1955, House & Garden had taken an interest in '"do-it-your-
self." The May 1955 i{ssue was dedicated to 'over 1,600,000 young
couples who will marry, decorate their first home, give their firat
big party and look forward to their first baby." That issue was packed
with "how-tos" - "How to make any room an extra guest room,'" "How to
choose and use the new fabrics," "How to plan a good small house," etc,
The June 1955 issue had 25 pages of do-it-yourself ideas including
"How to plan a home workshop," "How to install a kitchen,'" and 'How to
build a room-divider."

However, in the 60s, House & Garden again concentrated on the non-
practical side of housing. Twelve pages in the January 1965 issue were
given to the remodelin& of President Johnson's magnificent guest house
in Washington, D.C., In the same issue, eight pages were devoted to a

. one-of-a-kind cliff house which looks like "a gargantuan abstract

sculpture hewn from a sheer escarpment."

Also, House & Garden's editorials in the 60s, just as they are now,
were more idealistic than realistic. 1In April 1965 the editors wrote,
"In any house worthy of being labeled’ architecture, not only the ex-
terior form, but the interior spaces, the colors, textures, light,
acoustics have a poetic quality that exerts an emotional appeal? 1In
March of the same year, they argued, 'The only legitimate reason for
buying a painting is because it does something for you (father than
for your room), because it says something to you,"

During the 60's, Harriet Burket was editor, Burket took William
M. Lowe's place in 1960 and remained until 1972 when Mary Jane Panl
took over, 1Im 1967, House and Garden, ggged by Conde” Nast since 1915,
reached a circulation peak of 1,253, 330.4¢ Today, the magazine has a

circulation of 1,136,444 and costs one dollar.

Of the four home magazines, American Home has veered the mﬂst
from its present editorial concept, perhaps because the magasine has
switched owners and editors several times, In the past 25 years, the
editorship has changed hands five times and the ownership four times.
In 1949, the editor was Mrs. J. Austin; in 1959, John Mack Earter, in
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1961, Hubbard H. Cobb; in 1959, Fred R, Smith and in 1974, John Mack
Carter,

American llome was owned by the American Home Corporation in 1949,
by Curtis Publications in 1958, by Downe Communications in 1968 and by
American Home Publishing in 1974,

John Mack Carter, besides being editor of the magazine at two
different times, was president of the publishing company, Dowme Communi-
cations, when it gwned Ameri:gn Home and is now the owner of American

Eesides changing editgrs and owners, American Home has changed in
size, price, and yearly number of issues, 1In September 1969, the maga-
zine was reduced from a 680<line to & 429~line page size. It also was
cut in price from 50 cents to 35 cents, and increased to 12 issues from
10 issues a year. In September 1973 the magazine was raised to its
1969 price of 50 cents, and in November 1974 the price w%z 60 cents,

American Home today has a eirculation of 3,740,646, ‘It reached
its circulation peak of 3,773,803 in 1963.°

During the 40's and SD'E American Home was. a how-to-do-it maga-
zine. Articles,!such as "Gustnm-bﬁild your own storage walls" (December
1949), ""How to launder two tons of clothes with ease'" (March 1950): and
"How to use paint and varnish removers" (March 1959) dominated eﬂch
issue,

American Home also catered to the varied interests .of the fsmilyi
The February 1950 issue had articles for the retired gouple .and- for the
young family including "Ry for Retirement" (how a-grandmother remodeled
her retirement home) and "Play Yard Today --.Garden Tomorrow" (how tn
plan a children's play. yard that .will eventually. became a_garden) ., :

By the early 1960's, the magazine was losing its practical, huw=ta
flavor. The December 1961 issue had no Christmas gifts to make -and.
featured a flaming wild duck for Christmas dinner. Americah” Home ' was
beginning to acquire facets of the dream: magazines as it mﬁVEd awsy from
do-it-yourself projects and started to include .elegant design, ie

some of which were owned by famous persons. The September 196 1ssue
included a feature titled "At Home with . Huntley-and Brinkley.“, The -
White House flower arrangements, with their "Jacqueline Kennedy Laok "
were displayed in the October 1961 issue. .. < ——
Also in the 60's, American Home : .geemed tu be aiming at ‘a yaunggr,
more "with-it" erowd. The summer 1968.issue was & "Special on Love"
and the October 1969 issue was devoted to "Light and:Sound," an:
phasis cn futuristic interior decorating and entertniuing._-’ﬁ
However, in the 1970's, the magazine again took on.a.ho
In the April 1973 issue, an eightﬁpage,héﬁétu sectiﬂn, "Kng
intfuduced The Qctﬂber 1974 "Knnw-ﬂnw" titléd "The Hhﬁey—

Ehem.

adhere to -the same editarial cgneegt.
in Amerigan Hgme 8 1ayout anﬂ cantent

superimpnsedi The 1@3@ :hanged fram streamline letters
tional characters. The table of :autentg was " divided
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columns and dotted with pictures.

With changes in the layout came changes in the editorial policy.
Artieles on beauty, clothing and travel were eliminated. The columns
"Lifestyle," focusing on a different family each month and 'Woman
Driver," supplying tips on car maintenance, were removed.

In June 1974, Ameriean Home concentrated on building, decorating,
crafts and food. It had moved away from the modern in home design
and focused on the traditional, 1In early 1970 issues, the traditional
- and. the modern were shown side by side. The April 1971 issue showed
space-age homes made of polyurethane foam and, immediately afterwards,

- traditional pewter tea sets. The March 1971 issue focused on a modern
geometric house and a traditionally-decorated brownstone.

Since June 1974, the traditional has been emphasized. ''We stress
the traditional rather than the modEfn," said Bayard "We don't show
way-out houses or modular homes anymnre.

Articles on antiques appear in every issue, Craft features con-
centrate on traditional projects such as making country-style collages |
from cloth and ricrac (October 1974), or nostalgic Christmas decora- ‘ :
tions from red and white checked gingham (December 1974). '

The July 1974 issue showed a country church converted into a home.
The June 1974 issue displayed a traditional Saltbox house and early
American furniture reproductions. In September 1974, American Home
concentrated on country-style decorating and traditional Pennsylvania
Dutech designa.

All four home magazines devote about half of their total’ pages to
'editgrial In 1973 Better Homes Eﬂd Gardens carried 49.6% editor‘ialé

Df Ehe fgur magazines, Better Homes and Gsrdens has the Iargest
number of advertising pages. and the gfeatest ‘amount-of - advertising
revenue. In 1973, Better Home§_§q§_§ardens ran 1, 185.42 ad pages and

made $57,760,064 in advertising revenues. . House & Garden:’ ran 984,28
pages .and t@ok in $10;204,754. House Beautiful ran 928.34 gages for

$8,006,775 and American Home 718.35 pages for $12, 077 475
In 1972, American Home ran-889.44 ad pages, or. 192 more than in
1973, The ad revenue was $16;632,680, or: 27% more, than.in 1973, 28.

This discfépaﬁcy between the 1972 End the- 1973 figufgs resulte@ when'

in Jaﬁuary ‘1973, Ta campensate far the 1955 in ad fevenue
~zine's price of 35 cents was raised tg SO cents in Septembé: 1973 and ‘

to ED cents iﬁ Navember 1973

Gardens had o :iga:ette advertisements in 197 and ﬂnl
’ sﬁéﬁiﬂg material. ads: in;1972 hg,
L - Foar- Ame 2 77'_ i 3 e
-:category was @151, 58 pﬂgeg in fetaii and/arj,ﬂ
American Home ‘ran. 32 74 pageg of haugehald.

vméterials
aled 51.50

gquipment andrfixtureg.: ‘The number nf fead ad"réi eme:l’
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pagesijo

Compared with Better Homes and Gardens, American Home carried more€
publishing and media ad pages (AM 40,51, BH&G 35.40), more drugs and
remedies ?sges (AH 26,78, BHAG" .33) and more gmaking materials (AH 78.62,
BHSG 0).3

0f the four home magazines, House Beautiful carried the greatest
number of retail and/or direat-by-mail ad pages -- 341,03 pages. (House
& Garden came in second with 295.39 pages.) House Beautiful carried
284,29 pages of household furnishings, 68.65 pages of household equip=
ment and supplies and 104.30 pages of building materials, equipment and
fixtures. Food and food products accounted for only 5.91 ad pages.~”“

In House & Garden, Household furnishing ad accounted for 277.10
pages, household equipment and supplies for 90.68 pages and building
materials, equipment and fixtures for 131.31 pages, It carried 25.06
gardening ad pages, or about 10 gardening ad pages more than House
Beautiful, and only 9.32 pages of food and food products advertise-
ments,”-

According to the 1973 Simmons Update, House & Garden costs only
$1.51 to reach one thousand members of its average audience with a
black and white page ad. Better Homes and Gardens costs $1.69, American
Home $1.87, and House Eeautifu14§1797: But Better Homes and ¢ GardEﬂs
nnly costs $2.07 to reach one thousand members of its audience with a -

Euur-calor _page. sd ‘House & Garden costs $2 20, American Hame ¥2 41,

_ible advercising plan. It states in its advertising m&:erial "Téll

‘us what -you.want. and we.will see if it's possible." . Better. Hnmes.sné” :

Gardens offers about 50 state editions and 56 top metro markets. The

metro markets may-be -purchased.singly, in _combination with each other or _

in combination with state markets or segments of state markets. The T e e
total eirculation in the 56 metro markets is 5,637,000. 2 ' :
Special "less-than-full-scate' market areas are Evailsble Ancluding

New Yafk 1&55 Metfg, New Jersey less Hew York Hgtra, Eastern Eennsylvania

Califcrnia and S:ml:hern Califarnia.
Also, special test marketing areas are ﬂffared sueh as Eria, Pa.,
Peoria, Ill. or Western Wisconsin.  These test markets may be used -in
combination with top metro markets or state markets.;z.
Better Hgmes and Gatdéns Elsu
circulation
Says Better
tisers of high-tizkétmptnducts ‘or services;".
A “Super A" eﬂ;tian alan 15 avsilsbie,’f

D;C;f

ngeuver, EthE different fegignal EW
~+ “"Travel East," with a“airculation,tate“bgse



appeafs eagh manch in Baltimgra, Baston, Hartfard New Hgven, Naw
York, Philadelphia, Providence and Washingteon D.C. '"Travel West,"
with a cireculation rate base of 1,022,000, appears nine times a

year in Los Angeles, Phoenix, Portland, Sacramento, San Diego, San
Francisco-0Oakland, Seattle~Tacoma and Spokane. 'Travel Great Lakes"
combines travel editorial and travel advertising of interest to mid-
western readers and has a circulation rate base of 1,615,000, It
appears six times a year in the states of Indiana, Michigan, Northern
Illinois, Dhio and Wisconsin. Combinations of the three regional
sections are available,

Besides regional flexibility, Better Homes and Gardens offers
page-size flexibility., Along with the standard options -- the 632-
line page, the 429-line page and the exclusive digest page -- Better
Homes and Gardens offers the non-exclusive digest page, which is
slightly smaller than the exclusive digest page and about $8,000
cheaper, and the three-fourths page with 474 lines. .

And finally, Better Homes and Gardens offers printing flexibility.
In September 1974, it gave national advertisers the chance to use
rotogravure printing instead of letterpress, Until then, only the .
main editorial section was printed rotogravure. Rotogravure is highly
desirable because it reproduces phatographs exdctly and duplicates
subtle color variations, .

American Home offers advertisers 14 regional editions. It also
introduced, in the June 1974 issue, a themed food-editorial section
designed to allow advertisers of food and food-related products to
gear their promotions to editorial content. According to the American
Home promotional material, "Editorial focus will be ‘on the kitchen.
Coverage will include food, menu suggestions, efficient appliance
utilization and new products." The theme of the July issue was "Easy,

‘Breezy-Summer.-Cooking' and November's focus was "Thsﬂksgiving Cﬁr-

nucopia.”

Neither House Beautiful nor House & Garden have regional editicns,

but they do offer split-runs to national 1 advertisers. Advertisers can
gear their copy and dealer listings to any or all of nine gpecified
geogfaphic reginms. o

contain liztings of bggklets prEpEfEd by leading manufa;turerg on v
their products. On an attached coupon, readers circle the booklets
they want and.send the coupon to the magazine. Some bonkléts are
free, others range in cost from 25 cents to $2.95. '
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Religious Magazines: A.D,, Catholie Digest,
Commentary, The Episcopalian,
The Lutheran Moody Monthly,
United Methodists Today
Pamclc K. Luecke

When the UNITED CHURCHMAN ceased publication in June, 1974, the

Associated Church Press' NEﬁ§pDG reported it in a blurb entitled
"Another Magazine Ceases.'" Such a headline reveals the commonplace-
ness of church magazine crises. One by one, in the past several

years, publications have been hit with a myriad of financial woes.

The year 1970 in particular was an '"apocalyptic time" for many
religious journals, according to an artiele in CHRISTIAN CENTURY.

"In the United States, Britain and Canada, a large number of them
simply died," it said, '"Some managed to merge before folding."l

Rcligious magazines have been subject to the same economic
fcctcrc which are hcrting all ccncumcr magagincc, rising pfcductioﬁ
pctiticn But fcligicus publicaticns have hccn ctrcck as wcll by an
"almost unbelievable combination of misfortunesg:"

(1) Circulations have dropped -- church members cftcn express
anger at a denominational action or stance by cancclling a subscrip-
tion to that church's magazine,.

(2) Ad revenue sources have dwindled == the religious ‘book and
ecclesiastical pcraphcruclia markets 'c ollcpccd" iﬁ 1970; and secular

(3) Budgcts ‘have bccn squccccd == chc gtcck mcfkcc 8 recent down-
swing has been particularly hard on church-invested fundc, and general
church giving has been significantly low.“

There are also internal reasons for religious journal crises.
Many magazines were unable to find a "solid identity in the face of a
communications revolution and the critically related generation gap in
reading habits," according to CHRISTIAN CEMTURY. Others have been un-
able :o cope with competition frcm the electronic media and a "growing
corps cf able religious writers for newsweeklies and metropolitan news-
papcrc. Scill cthcrg havc cuffcrcd bcccucc Ehcir fcpcrting was "toc =

fcr tcday 8 cccicty.. . §

- In this report, I will cxcminc seven "rcligicgs"f“
have in-some way survived thc turmoil of: 1970: -
GATPI)LIC DIGEST MOODY MONTHLY, 'UNITED- }ET}DDISTS TDDAY

and CDHMENIARY (in dccrcacing c:dcf cf circulccicn) o
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0f the seven magazines studied here, only three are audited by the
Audit Bureau of Circulations (ABC): A.D., CATHOLIC DIGEST, and THE
LUTHERAN THE EPISCDPALIAN was & member nf ABG until this yeer Othe:

A D is a menthly megaeine eeteblished in 1972 from a me:ger of the
UNITFD CHURCH HERALD (United Church of Christ) and PRESBYTERIAN LIFE.

The merger at least temporarily rescued each mEgeeiﬁe from a plummeting
circulation at the start of the seventies. Between Sept, 30, 1969, and
Sept. 30, 1972, PRESBYTERIAN LIFE's circulation dropped over 250, DDD
(about 32%) end the HERALD's dropped 20,000 (22%). Since June 30, 1973,
however, A.D. itself has also dropped in circulation nearly ED,DDO
(about 10%).

A.D. contains material primarily for the adult Christian, (YOUTH
megeeine is published by the United Church Press for high school young
people of the United Church of Christ and the Presbyterian Church, as
well as for those in the Episcopal and American Lutheran Churches.)

It is "for Christians, those considering becoming Christians, and for
those curious about the Christian faith."# The magazine 18 published in
New York and issued in two separate editions for each denomination, Ad
and news itemsa vary between editions, but about 50% of the editorial con-
tent is common to both. A.D.'s circulation is the largest of the seven
magazines being studied here: 554,915; 482,064 of these (877%) are
Presbyterian editions and 72,851 are United Church of Christ, An addi-
tional 27,740 are distributed free. Subscribers are most highly concen-
trated in the Middle Atlantic and East North Central States.

" _THE LUTHERAN is a bi-weekly magazine established in 1963 after a
four-part merger formed the Lutheran Church in America (LCA). - "Je ghall
need this means of bringing us together as members of a new ehurch " the
editors said in their first issue. Representing unions of many Lutheren
periodicals dating as far back as 1831, THE LUTHERAN can now count as
part of its ancestry about 40 different nublieeticne.

THE LUTHERAN is constitutionally re¢uired to be a megagine of
general intereat to all persons affiliated with the LCA, . But:its aim
editorially is primarily to the adult lay person. - Billed on its 1973

- advertising rate card as "America's fastest growing religious: magazine,'

THE LUTHERAN has the sgecond- higheet circulation of the seven magazines
being studied here. The magazine's circulation did, in fact, increase
144,000 (33%) between 1963 and 1969. Since.that time, however, it has
been mildly affected by the religious msgezine malaiee - deereaeiﬁg :
61,000 or 10 einee 1969. :
concentrated in the Middle Atisntie and East Hurth Gentgal Etetee‘ ;fﬂ"j:v.
16,669 magazines are distributed free,’ THE LUTHERAN is publiehed An-
Philedelphia o
The CATHOLIC DIGEST was established in 1936 end is published now

by the Ccllege of St; ‘Thomas in St Eeul Hinn. It 1is'a mﬂﬁthl' jOUfnal iu.

yeete. _ Smell feeder feseareh studies are- dene ee?era : imea a'year by S
the staff, and a larger examination is done Ennuslly by an outside’ firm. .
A recent survey shows CATHOLIC DIGEST readers are ‘similar to readers of
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g 667 are women, the average hOusehold income is
ﬂéﬁrly 68% have graduﬂtea from high gchepl at least, and 81.8%
o™ their oWn homes.
QATHDLIC DIGEST was, like the previous m#8azines, subject to the
197D eirgglﬁtian ‘slump, TIts own dipped 47, OOD (8%7%) between Dec. 31,
1959, and June 30, 1972, Since that time, hawéver, the magazine has re-
sineq 23 000 readers (4%). 1Its eurrent 531 879 paying readers are, as
ghe prgvigﬂs magazines' audiences, c@nC%ﬁtrgtEd most heavily in the
ﬂi ddle Atr18ntic and East North Central states. According to Fenton,
'ﬁifculgtigﬁ is heavy in urban and suburbap greads and light in fafm and
authern ré&ions,
MooDy MONTHLY is a magazine published py the Moody Bible Institute
40 Chicago Since 1900 for conservative evapgelical Protestants., It is
edlted for all members of Christian families of all denominations, and
£0f Shurch leaders, Non-denominational in gponsorship and allegiance,
MIODY MONTHLY attracts 39.1% of its readerg frmn the Baptist church and
gﬂﬂthér 16:8% who call themselveg fgligigugly 'independent." The sub-
gcflbers pedian family income is $11,600, and about half are above 45
e8T8 of gge, Equal numbers of men and women read the magazine.
geventy pef cent of the subscribers own their hbmes, 31.8% of the house-
hﬂld heads &re professional, technical or kindred workers, and 31.2%°
yist high 9¢hool or less as their maximum educdtional levels.5 Becausa
of the Moody Bible Institute's radio broadcasts around Chicago, many
I,;:)ODY MONTHLY readers are in the East North Central states; the South
ﬁﬁlaﬁtic states have the next largest coneentrdtion of readers,
4 Mooby MDNTHLY 8 circulation -. listed as 245 000 in the October
. 197 ~igsue == has mearly doubled gince 1972 as & rEEult of an’ éxtenSive
citculatjo? campaign. To accomplish this ggmpaign,_the mﬂgazine pur-
chased 11¢t8 from other evangelical nrgéniggtiﬁns, tested ‘several, and’
eV€ltually Sent a promotional mailing of 2% million.
UNITED METHODISTS TODAY was established it January 1974 and is
sbligheq in Park Ridge, Ill. It-is 8 combin8tion of the United S
ﬂgthadistg previous family magazjine --- zgggggig ‘== and- théirfpublica-'
¢lon for Méthodist ministers -- CHRISTIAN ADVGQATE DAY wi S
celved partly to change the Methodist magggiﬂe “image, and:
ésﬂﬂpe a dv¥indling circulation. ngerally TOGETHER‘E cir:u 1=
HgVErEd ardund 500,000, But its "175th annivéraaryfi . 3
je8ue jn November 1959, sold & record 1,213 000
Eifculgtigﬂ was- down to 200, 000,
» According to an introductory piecé in vnl ;
4 PeOple phRazine, edited for all kinds: of peoPle == pe ~
. gbOUt othel people, people who are in misginﬂdﬁhraugh their
jocal. churches, and in: prafeasiﬂnal eery, PeoOpl
(b8’ Chyfeh Of. Jesus Christ.. ‘ b
grated in . the East. North.Central an Wes'
hoUSand- gf these are. Hethndist ministera
. g?efial, 2 .
i Mgnaging editor Helen J@hﬂsnn ‘sugges
‘ﬂﬁTHDDIETS'TDDAY feader is a, middle—sged
- poYSehold
v8Y 1a"being tabulated by the staff now. - '
THE EFISGDPALIAN is a mnnthly tsblaid neWSpaper gervin
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official journal of contemporary Christianity for the lay famalies of the
Episcopal Church in America. THE EPISCOPALIAN began in 1960 as a continu-
ation of FORTH magazine, and is published in Philadelphia In June 1974,
the magazine changed to its present tabloid format, THE EPISCOPALIAN's
circulation is 112,204, 23% lower than what it was in the mid-sixties, but
still a rally from its lowpoint in 1971. The publication has recently
begun to encourage regional supplements in its issues as a circulation
stimulant, and hopes to be serving 13 dioceses in this way by January
1975. By this date the staff also expects circulation to be above 150,000.
Of its current circulation, 2,275 are not paid. A professional supplement
is inserted into each clergy's edition.

COMMENTARY aims to "meet the needs for a journal of significant
thought and opinion on Jewish affairs and contemporary issues."® The maga-
zine has been published monthly since 1945 as a public service by the
American Jewish Committee in New York. It is "for people with a belief
in the power of the critical intelligence to locate and comprehend the
issues playing beneath the surface of contemporary life."’ 1Its advertis-
ing rate card says the magazine is read by the leaders of the Jewish market
and by the world's leaders in government, business, industry and the pro-
fessions. '"'Overall," a demographic survey of subscribers reports,
"COMMENTARY's subscribers can be described as very affluent, leaders in
business, well-travelled, patrons of the arts and civic and socially
minded." More than 82% of COMMENTARY's readers are male, their median in-
come is $55,000, 68.5% have had post-graduate education, and nver 68% are
above the age of 45.8 COMMENTARY's current circulation of 61,367 is a 50%
increase over what it was in 1966, and only a 3% drop from what it was in
1969. A third of the magazine's subscribers are from the Middle Atlantic
states. Though the religious persuasion of subacribers was not mentioned
in the demographic survey, it is assumed a high proportion are Jewish.

II. EDITORIAL CONCEPT AND CONTENT

A.D. "interprets the Bible and offers devotion and inspirational ar-

ticles, It addresses itself to the hurt and hunger of the world, the mal-

functions of society, and the nature of the missfon of ' Church of the
World. Evangelical in content, it feiter&tes the off. -~ "¢ Christ's love
for all people everywhere."” A.D,'s editorial thrust-is both to the in-

dividual Christian and to the active church member in search of program
assistance. '"Our goal," writes editor J. Martin Bailey, "is to produce
a magazine that is fairly contemporary, whieh deals with the lssues facing

_the church and the society, but which does so from a deeply religious
point of view. To the extent that we draw upon the traditional elements

of the Christian faith -- and we do -- this can be seen to be esaentially
a congservative function with a progressive outlook." The magazine's cir-
culation promotions suggest A.D., be used for Bible study groups, group
discussion topics, new-member ¢l classes, officers and leadersa, ministers,

“stevardship programs, and sermon source material, - The product,-it is:-

~ its beginning in 1972, - Like the HERALD, it uses a large

suggested, {8 -evangelism in print ---2& means uf renching peapls whg may

or may not be affiliated with a church
A.D. has leaned heavily toward.the UNITED CHURCH HERALD® format gince

columns to convey news of churches and dgnominaﬁianal s;tivityi aﬂd it

153
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often uses a profile to introduce a contemporary issue. A.D. has in-
creased both previous publications' coverage of social affairs,
theology and faith. Articles are significantly longer than those
printed before the merger, no doubt because A.,D, has nearly twice the
number of pages either previous magazine had alone, A.D.'s writing
quality is generally high. -

THE LUTHERAN is proportionately more concerned with denominational
and general church news than features. Social issues are treated

broadly, and articles are limited in depth by the small number of pages
in this bi-weekly (36). The tone of many articles is '"folksy" ==
readable but not highly authoritative. The magazine's editorial policy,
first adopted by the United Lutheran Church in 1954 and later modified
and faaffifmed by the Ecmmittee on Church Papers af the LCA (1963) and

"In accordance with the comstitutional requirement that it

be a magazine of general interest to all persons affiliated
with the Lutheran Church in America, it shall be the policy
of THE LUTHERAN to address itself to the total constituency
by:

1) providing information of significance to the church
and its people;

2) relating the Christian faith to the life of the
people;

3) familiarizing the people of the chureh with church
personalities and inatitutions;

4) promoting the work of the Lutheran Church in America,
its affiliates and agencies; and

5) addressing the church with responsible expressions
about relevant problems, needs and purposes of the
common life."

CATHOLIC DIGEST is "*ointed towards the middle-of-the-road. family
audience," according to editor Bob Fenton, and features short positive
articles about 'the business of living'' It reprints condensed versions
of articles from magazines of all sorts, books, and newspapers. Though
only 20% of its editorial content is "religious'" and the other 80% is
.of broad general interest, its overall purpose is "to help Catholics
appreciate and understand their religiﬂn, and function better in a com=
plex world."

Subjects covered in the DIGEST include personalities, health,
sports, education, hobbies and travel. Articles are _very brief and "
easily read. A good number are written in first-person anecdotal style.
Reader participation with the magazine is encouraged through several
columns which pay for items submitted and used.

MOODY MONTHLY is "broad in its editorial scope -- :ombining E
articles on contemporary Christian issues with Bible teaching; theology, ~~=
and inspiration, Other themes covered are missions, family counsel,
spiritual growth,: evangelism, methods of Christian work, and church
‘music."10 MOoODY MONTHLY's editorial concentration has shifted Erom
personal faith and theology in the fifties to religion's relationship
to contemporary issues in the seventies. Recent articles have dealt

ceow
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with Appalachian poverty, ministry to homosexuals, a woman's view of the
ccumenical movement, and church tax deductions. There is less coverage

of missions, less concern with evangelism and personal testimony, and more
attention paid to problems of daily Christian living. Much space is de-
voted each month to religious book columns and reviews.

The family-oriented UNITED METHODISTS TODAY "is designed to explore
the problems of the indiyidual and of society and to relate these problems
to the Christian faith."1l The magazine's writing is generally personable
and crisp; humor is used when available and appropriate. TODAY tries to
find a happy medium between fundamental, intellectual and social issues.

In an attempt to serve the greatly diversified Methodist audience (as
Helen Johnson puts it: "the eggheads in Boston and the old-time religion-
ists in Oklahoma"), TODAY treats issues from the ""neople’ angle, and
presents features from the perspective of the local church. _

THE EPISCOPALIAN is edited now mainly to convey news of the Episcopal
Church to its members, from a non-partisan point of view. Since its
switch to newspaper format, its ability to treat issues in great depth has
been somewhat curtailed; long features are rare. Occasional photo essays
continue what had been a liberal use of photography for a church magazine,
but they are less effective now when reproduced on newaprint, Items are
almost exclusively concerned with the goings on of the Episcopal church
here and abroad. ' : : o

COMMENTARY's editorial thrust is toward "clarifying...issues (benéath
the surface of contemporary life) rather than at merely providing informa-. .. ...
tion; at encouraging original thought rather than reiterating known posi-
tions; at analyzing problems and discontents rather than engaging in plous
celebrations; at keeping alive a 'utopian' sense of human possibility
rather than settling for the world as giveni“lz Its focus was initially
on the Jew's situation as a minority, but recently it has treated minori-
ties in general., COMMENTARY is listed in the Standard Rate and Data
Service under "general interest" publications rather than under ''religious"
ones. Articles are literary and philosophic,-often written by well-known
scholars or persons of national prominence, and dealing with basic social
and political issues of interest to America, :

III. GRAPHIC PRESENTATION

A.D. is perhaps the most graphically sophisticated publication in the
religious field today. At the time of the PRESBYTERIAN LIFE/UNITED CHURCH
HERALD merger, the HERALD art director was retained, The new magazine,
therefore, took on the HERALD's bold and contemporary .look rather than: .
PRESBYTERIAN LIFE's drab "church magazine' image. -A.D. is a standard 8% x - -
11 inch size, has a two. or four-color cover, and is professional in appear-
ance. 1Its logo is always bold and prominent;:-its four-column-table. of - -
contents -- highlighted by bold page numbers and occasional smalligraphi
is quite striking. Heavy bars top all column pages and “the "£1; a
features, -Body type is an attractive sans serif; columm tit

headlines are set in a type with ultra-heavy vertical
szock;'Eypé’sige,~and?c§1umn_jus:ificatigﬁjgagfﬁél ,

and ghot@gfgphic‘effegts,ersulﬁ“iﬂ>ansexzellentrpré en
material.- TEEfgjLs_na use -of four-color within the maga

galnrﬁisj@ééi?vgry:erea:ivgly!ﬁsg;

-
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Editor J. Martin Bailey says the magazine's graphic display pro-
vokes many ccoments "all the way from a disappointment with the 'old
fashioned' pictures and gcaphic style to a rejection of the same be-
cause they appear to be 'avant garde.'" To Bailey, this illustrates
"the fact that, like religion, people's tastes in art differ radically
and that individuals feel very strongly about both."

THE LUTHERAN changed in 1973 from a 6% x 9 3/8 inch size to 2
36-page standard 8% x 11, At that time, its column logos were
brightened, greater use of two-color was introduced, and covers were
increased from two to four-color. Three dimensional initials now
pccasionally start articles, and bars are used for graphic accent.
THE LUTHERAN has steadily modernized its appearance since its start
in 1963, reflecting the current church magazine image rather than
blazing a trail for a new one. An art director has always been on
the staff.

The graphic approach of CATHOLIC DIGEST, just as its size and

content, is modelled after that of READER’S DIGEST. CATHOLIC DIGEST's
decorative lines above fillers and Eechnique for introducing éEiicles
are the most noticeable comparable characteristics. The magazine's
paper stock has gradually improved over the years from newsprint to
lightweight text. One or two features a month are now accompanied by
poorly-reproduced four-color photos. Four-color covers have been
standard since 1960 at least.

MOODY MONTHLY has had graphic changes every few years in the
past few decades, which seem to parallel indecision in the magazine's
editorial approach. The title logo has been redesigned four times
since 1952, and the staff is considering another magazine redesigning
now. When MDODY MONTHLY underwent & major graphic revamping in 1969,

an art director was added to the staff, Some four-color was then
aﬂﬂed to Ehe inside, an& a fnurﬁcalar cover was adopted The tablé
running the 1ength of the 8% x 11 page, article, dgpartment and teen
focus listings are at the right, MOODY MONTHLY's overall look now
is straightforward and attractive, but not bold. The magazine seems
to be in limbo between contemporary and traditional design == headline
styles appear outdated next to the MOODY MONTHLY logotype, and four-
color 'Biblical” paintings are used too frequently where color photo-
graphs might have been effective. ’
Though UNITED METHODISTS TODAY is an 8% x 5% magazine, it has a
great commitment to gfaphic excellence. "It was conceived when church
publications were stodgy,' according to managing editor Helen Johnson, _
"so TODAY really pioneered skills we take for-granted-in-other-communi- -~ -~
cative arts." The first issue of the magazine used high quality four- '
color photos throughout, reproduced on quality papter, The staff
promised subscribers in that first issue the new maga;ine would "aparkle
with color" and "fine photographs.,'" A clear and highly readable sans
serif body type set two-columns, and a simpie headline style'provide
appropriate balance to the text and grsphics. ' s
Though COMMENTARY's design has changed over tbe psat "'decarg, .
graphics are still ‘not a priority for the magagine. The CDHHENIARY
logotype was modernized most recently in 1969, and the four-color covers
are now done by an outside company. AdvertiEEments ﬂcessignally carry :

1_‘2.6




~direct mail campaign. Part of the DIGEST's revenue goes’ ‘to the” Eallegé
- of St. Thomas, and part goes to 'broaden, and strengthen its. Editﬂfial

“from circulatign. Individugl
;$5 00 a yegf.

four-colors within the magazine, but COMMENTARY has preserved gver&ll the
image of a scholarly journal.

FORTH, and the EPISCOPALIAN as a magazine, were both marked by straight-
forward la: layauts, high numbers of photographs, and occasional use of cclor.
The EPISCOPALIAN in tabloid form, however, is quite different. The tabloid
is folded to form an 8% x 11 inch pseudo-magazine with a cover, and opens
into the larpger newspaper format. Typographical decisions for the new
EPISCOPALIAN were made to counteract the disadvantages of newsprint, Mosc
headlines, for example, are set in a bold sans serif type. Column heads
are set in a variety of other attractive styles. The body type is large,
usually set in four-column widths and occasionally ragged right. The
EPISCOPALIAN logotype, redesigned several times in the past few years, is
nowv printed in a bright color on the tabloid's 'cover' and front page,

The publication's layout is as yet unpolished, probably because of the
staff's unfamiliarity with the newspaper medium. As one member of the
EPISCOPALIAN's Board of Directors assessed: "It still looks like a high

school paper."

IV, FINANCES

A.D. costs 60¢-per single copy or $5.00 per year. It is subsidized
by both of its sponsoring denominations. Of its 554,915 subscribers,
516,369 subscribe by the congregationwide plan: $2. 50 per year if 757 of
one congregation signs up, $4.00 if a smaller portion does. There are no
individual copy sales.

The bi-weekly LUTHERAN has a low cost of 1l5¢ an issue, or $3.00 a
year. According to its editor, Al Stauderman, prices may go up rext year.
"We have held the line since 1963," he says, "but cost increases have
created difficulties." More than 510,000 of its 522,949 subscribers are
on the cangregation-wide plan: $1.50 per family whEﬁ every family in a
congreation is served; $3.00 when ordered by a church for seiectad
families. There are no single copy sales. _

CATHOLIC DIGEST costs 60¢ an issue or $4.97 & year. The mﬂjarity of
the magazine's income comes from circulation, and that depends on its tra-
ditionally high subscription renewal rate, Of its 521,879 average circu-
lation, 453,0!" .re indicidual subscriptions, and 68,860 are single copies
sold from disp. .ys in the vestibules of churches, or distributed to
Catholic chaplains, recreational servies of the U,S, Armed Services, and
hospitals at 30¢ an issue, Twenty-eight per cent of the subscriptions sold
last year wvere ordered Ehrough various premium foera. Most sold. in the
last six months vere at rates lower than basic price. as .a. :esult of a

produet " ﬂgcording to the editar.

zine. it is making E Elight prafit;
mates a third of the magazine's: reA,A,,i,,f

The msgazing

UNITED HE?

'Eﬁgt Mg'kgrfPl,ﬁ;



$4.80. The magazine, as its predecessors TOGETHER and CHRISTIAN
ADVOCATE, 1s a money-losing operation. Its loss has always been
absorbed by the United Methodist Publishing House.

The EPISCOPALIAN costs 35¢ an issue or $4.00 a year. Parish
Plan subscriptions, diocesan plan subscriptions, and clergy plan
subscriptions are also offered. 1Income from circulation is about 61%
ef the EPISCDPALIAN‘e epereting eoets, edvertieiﬁg brings in about 147%

CQMHENIARY ] priee “has risen eteedily ‘since 1950. Ihen, an issue
cost 50¢; todey it costs $1.50. A year subscription now costs $9.00.

Th nagazine's also increasing ad perdentage suggests its finances
e doing fairly well compared to other religious publicationms.

V. ADVERTISING

The percentage of advertising in religious magazines has never
been on a par with the 45-70 ad percentages common in general consu=-
mer magazines. Advertising content in religious magazines dropped
overall around 1970, but has begun to pick up again. Still, adver-
tising plays novhere near the role in religious publishing that it
does in magagine publishing in general, and most religious editors
agree increased ad contents would improve their magazines' finamcial
plights,

A.D. is the only religious magazine which pays to he a member of
the Publisher's Information Bureau (PIB)., According to this, its
total number of ad pages in 1973 increased 67 over the previous (A.D.'s
first) year, but its ad revenue dropped 17%. Currently, A.D. carries
between 10% and 25% advertising. PIB shows about & quarter of the
magazine's total ad pages in 1973 were.devoted to book ads, Others
were (and are) for religious merchandise, projects and-schools; travel.
and financial services; and denomination affiliated activities. A few
classified ads appear each month. Rates vary with the denominational
issue and ads for alcoholic beverages and tobacco are not eeeepted
One b/w page ad in both editions runs $2,000; in the Presbyterian
edition alone (ecirculation 482,064) it costs $1,900; and in the United
Church of Christ edition alone (circulation 72,851) it costs $483.00.

THE LUTHERAN's eé percentage has generally increased einee 1963,
and is now about 24%. Like A.D.'s, much of the LUTHERAN's advertising
is for religious publieetioﬁs, s, merchandise or pfejeete, or: for LCA
services. A b/w full-page ad inserted once costs $1,800 and is based
on a guaranteed paid circulation of 500,000. Rates will: goeepezoz ,
Jan. 1, 1975, Ads .for. aleehelie bevetagee, tebeeee end peEent medieine ~ .

‘are net eeeepted S s ST g i
‘CATHOLIC DIGEST' s ad pereenteg hae been: inereesing and eQdey
7 emeun:a -to aboue 14% ef the msgeeiﬁe 8 eentene.; "Lerge edv ’Eieere

tieing, Almeee evefy iesee eerriee an ed f
Club, a division of ‘the megeeineir Reeanely,
few ade fer Gethelie eehoele and religio
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and tobacco ads are accepted. A full-page b/w ad inserted once costs
51766,

MOODY MONTHLY has a relatively high ad percentage of about 40%.
Many of its ads are less than 1/6 of a page in size and are for religious
products, books, schools or retifement plans. The staff is currently re-
vising its ad policy and will probably adopt a detailed standard which re-
fuses ads for patent medicines, health aids, tobacco, liquor, ‘make money'
schemes, and many other items. Ads which dramatize violence, deprecate
other Christian institutions, use any form of chance or lottery, etc.
probably will be excluded as well. All ads for institutions are screened
for Moody Bible Institute sanction. A full-page b/w ad inserted once
costs $1,987. Rates are based on 250,000 circulation monthly and are
lower for schools and missions,

Though UNITED METHODISTS TODAY's ad ratio has inereased from about

87 to 16% in its first year, it has still not yet reached the proportion
desired by the staff. Ads are mainly for religious books, merchandise,
projects and schools; a few travel and 'in-house are included too. One in-
sertion of a b/w full-page ad costs $1,105. Tobacco and alcoholic beverage

- ads, fund raising ads, and objectionable proprietary medicine or persnn&l

advertisements are not accepted.

As a magazine, the EPISCOPALIAN consistently carried between ZOZ
and 307 advertising. Now, about 3% of its 20 tabloid pages (17%) are ad-
vertisements. Many ads are for schools, books and ‘religious merchandise.
A 'full-X-page ad' costs $816,25, based on 120, 000 circulation.

COMMENTARY carries about 344 advertising, a marked increase from its
percentage “in the fifties and early sixties. The magazine is heavy.on .
literary ads, but also carries ads geared to Jewish.consumers, gseveral
for liquor, and a few for schools and travel. COMMENTARY, more than any
other "religious' publication studied here, has broken out of the tradi-
tional religious advertising dilemma. Its list of advertisers includes
most book clubs, major expensive car manufacturers, banks, fashion re-
tailers, major liqunf firms, record and music organizations, tobacco
dealers, travel firms, and kosher food producers. A one-page b/w ad in-
serted once costs $800; rates will be going up in January 1975.

VI. INTERRELATIONS

Because the religious publication field is glutted with hundreds of
magazines, newspapers and circulars, it is inevitable that audience
bnundafies averlap and publi:atign staffs in;errélste. The apirit 15 not
hnw the Dthef magasiﬁe 8 audience differa fram yauf own., UNITED METHQDISTS
TODAY, for example, -finds-its-major - 'competition'-within its own. denomina~--
tional publishing. The Methodists alone produce the weekly. NEWSEQEE for
church leaders, the devotional UPPER ROOM, RESPONSE for women, n, and the
Committee on Communication's INTERPRETER., The - TEXAS METHODIST, an indepen-
dent newspaper published in regional editions, is also becoming a rival
for subscribers. One hausehald will tulerate anly 80’ many religiaus :
magazines,. o

MOODY HDHTHLY'E ma jor cgmpetitgrs are gther gﬂﬁaafvative publicatians- o

60% of its aubseribera also receive DECISION, a ‘bulletin published by the _
Billy Graham ‘Evangelistic Association. HSny Blsa gaz the CHRISTIAN HERALD L
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though Bob Flood sees the HERALD's audience as older than MOODY
MONTHLY's. CHRISTIAN IIFE competes gsomewhat but tends to be more
chafismatic CHRISTIANITY TODAY and CAMPUS LIFE are competitors for

advertising. ETERNITY competes, but leans more toward contemporary
issues than MOODY MDNTHLY.

COMMENTARY measures its competitors within the general interest
field. 1In its demographic survey, COMMENTARY asserts 55.1% of its

readers don't read TIME, 65.3% don't read ISWEEK, 65.37% don't read

NEW _YORK, HARPERS, ATLANTIE PLAYBOY and U, ! S ~ NEWS.

'THE LUTHERAN is "loosely related" to many other Lutheran publica-
tions through the Lutheran Editors' Association, established in 1914,
The group meets annually and makes some effort to share articles and
ideas with other publications. But "this has been achieved on a very
limited basis," according to LUTHERAN editor Al Stauderman.

The situation within the Lutheran Editors' Assocéiation is repre-
sentative of one cbstacle A.D. editor J, Martin Bailey sees in religious
journalism cooperation. '"Editors are by nature individualists,” he notes.
"This resulis in both creativity and in a certain unwillingness Ei accept
another man's work even when the audiences are somewhat similar.’
Differences in formats, he says, prohibit intermagazine cooperation, too.
Still, Bailey feels the '"whole idea of A.D. -- representing as it does a
merger between two former publications, is that there are many things
which we can be doing better together than separately and that there are
economic advantages for this...We look forward to the time when one or
more additional denominations may be a part of this enterprise.”

One attempt at cooperation among religious publications has failed
for reasons other than editorial ones, however., '"The Interfaith Group"
was established several years ago by Catholie, Protestant and Jewish
magazines to solicit advertising from commercial firms which wanted to
avold any suggestion of religious favoritism, Advertisers' reactions
to the proposed combined advertising, though, still tends to be, "if I
advertise in your religious magazines, I'll have to-advertise in them all."

A more successful cooperative venture has been "Interchurch
Features" (ICF). This is an informal syndicate of nine Protestant
publications (including THE EPISCOPALIAN, THE LUTHERAN, A.D. and TODAY)
formed to jointly solicit and publish higher quality mﬂnuscfipts and
photographs. Side benefits such as personal friendships among the
member editors and their staffs, and calisbaration on finan:ial problems,
have developed from the ICF.

A longstanding Protestant cooperative group hss been making ecumeni-
cal headway in the past few years. The Aasociated Church Press (ACP),
established in 1916 and now based in Media, Penn., is an association of
160 Protestant and Orthodox publications having a combined’ readership
of 20 million. Since 1969, the ACP's annual cunfergnee has been held.
with the Catholic Press Association (CPA), an afgsnisatinn established
in 1911, located in New York, and supported by 335 member. publicatigng.,,_
The ACP also maintains a cnﬁpﬁfative relationship with the Evangelical.
Press Association (EPA), a Galifarnia—bsged slliaﬂee af 180 editﬁrs and
publishers of Christian periodicals.” = ,

An American Jewiah Press Assuciatian (AJPA) slae exia:s in St. Lauis,;;
Mo. It was founded in 1943 "to raise and maintaiﬂ thé standards of pra-u
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fessional Jewish journalism and to create instruments of information for
American Jevryi"l The AJPA provides a news service for its members and
holds a semi-annual meeting.

Similarly, the ACP sponsors editorial workshops, research in Christian
journalism, and national awards for excellence. TIts members receive syndi-
cated articles and interviews, share material with other member publica-
tions, and receive various other services and consultations. The CPA
issues the bimonthly Catholic Journalist and periodic bulletins to members.
The EPA provides the Evangelical Press News Service weekly and LIAISON
monthly to members, and also sponsors an annual convention. -

The World Council of Churches also issues a weekly Ecumenical Press
Association newsletter and a monthly news and photo summary for member
religious organizations. '"The aim of the EPS is to keep its readers in-
formed of trends of thought and opinion in and about the churches and
Christian movements,' the newsletter explains.

In a 1970 editorial, CHRISTIAN CENTURY endorsed a mEngr of the CPA
and the ACP under the name "Christian Press Association." "Not only the
field of religious publication itself but the whole movement of wider
ecumenism could be dramatically affected by such a development,” they
wrote, "That is, if people haven't quit reading entirely by that time
and if religious concern has not expired altogether."

Such a move has not come about, though. Religious magazines and
their editors seem vitally preoccupied with self-survival at the moment,
and lack the surplus energy necessary to tend to the field as a whole,

The consequent trend, therefore, is for individual religious publications
to be tossed and bounced by the general public's religious whims.

As the one publication in this report that is responding directly
to such religious whims, MOODY MONTHLY is understaﬂdably a success story.
Publicatisn manager Bob Flood observes his magazine's eirculation =-- and
those of other evangelical publications -~ has picked up with the momentum
of the evangelical movement. 'We have a message people are looking for,"
he says. '"Some of the other magasines have drifted. People taday hunger
for the basic spiritual message.'

In the religious field, those magazines attempting to lead theologi-
cal trends rather than follow them are usually left wanting for readers
and money. CHRISTIAN CENTURY's assessment of the fate of many religious
journals in 1971 still holds true today. "Unfortunately," they wrote,

“rhe life or death of a religious journal these days may bear little if
any relationship to editorial excellence -- else we could smugly say that
the good guys survive and the bad ones don't. In numerous cases, the most
professional ventures and the most prophetic volces have been fewafded
with tumbling circulation if not extinction. Some mediocre and reaction-
ary publications keep going “only because of the fat™ cats "who keep them
funded,'16 R

Somewhere, there is a balance to be reached. Somehaw, Ldeals csn
be maintained while more attention is given to 'the way things are.' )
Today's shaky religious publiestians might well take a lesson in mekEtiﬁg
from magazines such as MOODY MONTHLY and COMMENTARY, Unlike: many :religious

-magazines, these two have invested in a pfafessinnal outside: subseriber

survey to present to potential advertisers. .And these two have. had ad
percentages close to those necessary for independent fiﬁancing._
Religious magazines are involved in a basigally séculgf medium. No
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matter how good their contents, they have to rely on subseribers and
advertisers for support. With the current waning of church funding,
it may be an appropriate occasion for religious magazines to make con-
cessions to secular financing and marketing techniques,
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Chfﬁnigles of Ehe Sports Expiasianz

Wamensparts, Wafld Tennis
Alexander McNab

The interest in sports in America has increased considerably in
the 1970's. Television brings football into our living rooms at least
three days a week each autumn. New professiomal leagges are cropping
~up all over, providing team competition in sports ranging from boxing
to volleyball. And the paths of parks are jammed each weekend with
joggers and cyclists,

The sport experiencing the most astonishing growth during the
1970's is tennis, Professional tournaments are offering more prize
money than ever before. The women plavers have their own successful
pro tour., And even tennis has a new professional league, World Team
Tennis. ) roo

But the tennis boom goes way beyond the professional game. In
1970, the A, C. Nielsen Co. reported that 10.3 million Americans played
tennis periodically. By 1973, the figure was 20,2.million.- Nielsen's . .. .-
most recent study, conducted i{n the summer of l974, ghows that 33.9
million Americans play tennis."

Sales of tennis balls and racquets have increased dramatically,
too. 1Im 1970, their aalgs totaled 5$27.8 million. They surpassed the
5100 million mgrk in 1973.2 The U.S. Tennis Court and Track Builders
Association reports that approximately 5,000 new tennis courts are
being built each year, to add to the 220,000 already in existence,3

Because of this explosion tennis has experlenced both as a specta-
tor and a participant sport, I have chosen to examine tennis magazines
as examples of sports magazines., Those to be caﬂsidered are TENNIS
and WORLD TENNIS. -

A study of spots magasines, however, wauld be iﬁcamplete with@ut
looking at the leader in the field, SPORTS ILLUSTRATED. Also; the most
recent addition to the aports msgazine field, HQHEHSPDRTS merits con-

sideration.

TENNIS and WORLD TENNIS

TENNIS magazine is the official publicatian of the United States
Professional Tennis Association (USPTA). However, its subscriptions
are not limited to association members, - The first issue of TENNIS was
published in May 1965, It was founded by Asher Eirnbgum, wha’puf,the
_magazine together in.the_basement. of. his. Highland Park;:. -
"On Sept. 13 (1972), a general- agreement was -announ
Sulzberger, president and prineipal stazkhuld

:'awned subsidiary of_ The Hew Yark'
issue.wa;'thé fifstfpublishediﬁnd'
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‘canlearn by watching-him,--The- pnrtfnlia ‘18-~usually- enmpleted;b LA
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page publication grew to four printed pages called the HOUSTON TENNIS
NEWS, then to 8, 12 a- 16 pages, renamed THE ROUND UP. The June 1953
igéue was publlshed in Houston, but in July, the magazine moved to New
York City. Mrs. Heldman was the entire staff,

The magazine made its first profits in the summer of 1962.

WORLD TENNIS moved its editorial operations back to Houston in 1970,
Mrs. Heldman remained the editor, publisher and overseer of virtually
all operations of the magazine. She sold WORLD TENNIS to CBS Publica-
tions for $2,000,000 in 1973, and soon after, turned over the editor-
ship to Ron EOOkmaﬂ, who had been associate publisher. 1In the November
1974 issue, Bookman wrote, "For the first time since Gladys M. Heldman
founded the magazine. . . WT has a new publisher. He is John R. (Jack)
0'Connor, for the past five - years the director of national sales for CBS
Television, and prior to that, advertising director of McCALL's magazine,
Gladys will continue her association with WT in several capacities,"’
The editorial operations were moved back to New York the same month,

The editorial content of the two megazines i3 in many ways similar
in general terms. Both have feature articles on the major tournaments,
such as Wimbledon, as well as about players and other temnis persconsl/.-
ties. Also, they both carry instructional articles. Yet, despite
similarities, each magazine has its own specific pEfsonality and ang .-
of emphasis,

TENNIS is the more instructional-oriented magazine of the two.
"TENNIS is edited for the player who participates in the game as dis-
tinguished from the fan who follows professional players,"6

Since 1965, TENNIS has undergone gradual editorial changes. Columns
have been added or dropped, emphasis on certain aspects of the sport has -
developed, and depth of coverage has increased, The most important of 7~
these changes was the inclusion.of a monthly "Instruction Portfolio,"
starting in August 1972, Larry Battistello, TENNIS' Midwest advertis- - -
ing representative, says this feature really 18 most feapgnsible far o
making the magazine an editorial success,

The "Instruction Portfolio" is a series of articleﬂ in each issue
that deals with one stroke or phase of the game. The section starts with
an article by a well-known professional on general aspects of the port-
folio's subject, The pro is chosen because he is especially strong in-
the part of the game that is the subjecﬁ of the poftf@lin. This intra- )
ductory piece is followed by an article on the Strategy of the subject
considered, which is illustrated with diagrams. Next comes an-article-
by Australian touring pro John Alexander: on which of his féllaw=prgs ex— o
cels in that particular phase of the game, and what .the’ ‘average playé L

ticles on the paychology and conditioning required to ‘master the. éubject
of the portfolio, Each pilece of this thnraugh instructional:se
reviewed End sppraveﬂ by- TENNIS magasine 8 fiVE§man gnst:getii“

In addition to the "Instruction Partfnlio " ':ENNI
monthly pieces on instruetinn. For example, each issue
at ‘least two "Tennis Tips," one-page illustrations with:
strating a fundﬂmental of tennis. The tips gre,gubmit
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TENNIS has a large number of regular editorial departments, which
are best listed in tabular form.

DEPARTMENT TITLE ’ v DESCRIFTION

"Notes From the Publisher: Editorial comments or news about TENNIS

"Your Serve" Letters

"Pagsing Shots" Short news items about pros and games

"other Racquet Sports" News and instruction on table tennis,
platform tennis, badminton, etec,

"Senior Circuit" A column on senior tennis

"USPTA Round Up" A column of USPTA news

"Faces and Places" Black and white photo pictorial

"New Products" Black and white photos of new tennis
products

"College Round Up" A news column on collegiate tennis

"Scores and Schedules" Tournament results with schedules

""Cross-Court Puzzler" A word puzzle with a tennis angle

"Mystery Photo Contest" One black and white photo to be identi=-
fied by readers; winner gets prize

"Linesmen Ready?" One page of cartoons .

"Picture of the Month" Humorous black and white photo on the

last page of the magazine

In its feature section, TENNIS has articles on the professional
players and tournaments, travel, fashion, equipment and indoor courts.
Articles on major tournaments are usually less detailed than those in
WORLD TENNIS. For example, TENNIS had seven pages on the 1974 U.S. Open
TaurﬂamEﬁt, compared to 25 pages on the subjeect in WORLD TENNIS.

Often feature articles in TENNIS deal with controversial issues in
the tennis world. The December 1974 issue, for example, has articles
on why there are so few blacks in pro tennis, and how players are ranked
at the end of the season. TENNIS also has carried features on major.
celebrities who play tennis. Indeed, in 1972, Caroline Kennedy, Hugh
Hefner and Elke Sommer were featured on covers of TENNIS.  Because of
criticism received about such content, as well as a better developed
editorial concept, the magazine has decreased its coverage of the stars.

" " TENNIS also has numerous special features, A three-part series of

instruction by Billie Jean King appeared in the October, November and

December 1974 issues,. Also, in November 1974, TENNIS published the re=-
sults of a special contest they conducted to determiﬁé who ‘had ' the
fastest serve in the world. And eight issues each year 1n:1ude a

series uf articles on a gertain gubject. In January eazh year, fﬁr ex-

In Nbvember, “the ma gagine hag a guidé to wintér tennis resa:ts, and in
December, TENNIS PfEEEﬁtE its chaices for male and female rnakies af EhE‘
Iﬁ éﬁi, the - editarial content of TENNIS is quité divefse- . The em-
‘phasis on instruction and uthér aspects® 8 of te tennis that appeal to-the
readgf as a paftigipant, quglify TENHIS as a sérvice mggasine_fg;‘the
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its coverage of professional tournaments and players far surpasses that

of TENNIS. In the "Major Tournament Results' department at the back of
the book are listed scores from virtually every important tournament in
the world. Yet, WORLD TENNIS also has, regularly, instruction, fasliion

and Eravel artiglea. It daeg not, however, cover ather rﬂequet Eportsi

changes 1n éditurial concént In the 1960 s, the gaurﬁament cirecuit
overall was covered much more thoroughly than today. For example, in
1963, four-page articles appeared about the Australian circuit and the
U.S. Junior Championships. 1In 1974, the Australian circuit was covered
with a two-page pictorial, and the National Juniors by two black-and-
white photos., The change in coverage reflects a change in emphasis on
certain tournaments in the tennis world, The Australian circuit has
lost most of the prestige it held in the 1960's.

Many regular editorial features have been dropped in recent years.
In 1967, WORLD TENNIS began a monthly article entitled "Distinguished
Women gf Tennis," a profile on one of the top woman players. It was
dropped after the May 1970 issue. A monthly column on tennis history,
"25 Years Ago," which dated back on a monthly basis to at least 1963,
was ended in. 1974,

Other departments in WORLD TENNIS have continued, 'Decisions," a
question-answer column on tennis rules, is still a regular instfuccion
piece, as it was in 1963, The same is true of "Around. the World,"
back-of-the-book collection of photos and news shorts about all aspeczs
of the sport.

The editorial content of WORLD TENNIS is divided into three basic

parts: instruction, articles and departments. The instruction pieces

include the previously mentioned "Decisions'" column, a similar, but more

general question-answer calumn called "Question Box," an Erticlé, iﬁ
cf the gsme, a one- page pigturé—with-caption pieze on a tennis fundamen-
tal by Dennis Van der Meer, one of the game's best teaching pros, and a
long instruction article by Mrs. Heldman.

Regular departments include "Major Tournament ResglLs" and "Around
the World," as well as letters, an editorial page (''Comment'), book re-
views and a fashion pictorial. WORLD TENNIS has been criticized for
being too oriented towards the confused "politics" ‘of the sport. The
opinions expressed in the "Comment" column have often been very critical
of the amateur organizations which govern international tennis. WORLD
TENNIS has been a big influence behind the prufeggianalizatian of the
sport, most vividly illugtrated by Mrs, Heldman's 1eading the - nriginal
formation of the women's pro tour.

The articles section of the magazine usually contains pieces
written by the foremost tennis writers in the world, many of them being
regular columnists on English or American newspapers. - Some of ‘these
writers are listed on the masthead as contributing editors.’ TENHIS
uses much more staff written material from writers other than cnntfib,t
editors. The articles in WORLD TENNIS cover a wide range of subJects?
tournaments, player profiles, issues in the international game, major -
team competition, travel and humor. One and twa-page colur pict@rialg
of minor tournaments are also iﬂcludéd regularly. ‘
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trated by that of Ehe 1974 U 8. Open. The news articie on the men's
six pagea, and six of the 18 total pages “had fauracnlor phﬂth; three
with copy on the same page. Ruled off on four of the pages of the
men's article was an interview with the eventual champion, Jimmy
Connors. And in another part of the magazine, one of the regular
columnists wrote a seven-page piece on interssting people connected
with the tournament.

In sum, the editorial content of WORLD TENNIS is more geared to
the tennis fan than to the player seeking to improve his game, but the
player is not totally neglected., The October 1974 issue of ESQUIRE
included a piecé on what sports experts thought of sports magazines.
The article said the following about tennis magazines:

Every tennis expert we consulted began by saying that there
are twvo strong contenders for the sport's best magazine, and
every one ended up by voting for WORLD TENNIS as number one,
especially for the results-oriented fan. WORLD TENNIS

carries the scores of every match in every major tournament
anywhere in the world, and even covers collegiate tennis
reasonably well, TENNIS, on the other hand, presents superior
instructional articles...

Although some of these contentions are not entirely true, such as the
coverage of collegiate temnis, the statement fairly well sums up the
editorial differences between the two publications,

Graphically, the two magazines are quite different. - TENNIS ex-
periments much more with photos and artwork. The magazine “was rede-
signed in 1972, including a new, small-letter logo and a more modern,
streamlined design throughout. Columm logos are simple and clear.
TENNIS uses a lot of colored pages with black or white type. Some-
times pictures are bled over a two-page spread with white type used
for copy on top of the photo. Many pictures have round-cropped edges.

The "Instruction Portfolio" uses sans-serif type, unlike the rest
of the book. Often the instruction pleces are accompanied by stop- _ .
action photo sequences, or by '"double exposure" line drawings showing
different steps of the shot being explained. Two- and four-color art
(mostly drawings) is used often. Lots of experimental photo techniques
are used, Overall, the magazine has an innovative use of color photos
and drawings. The cover is four-color, featuring an “action shot" of
a player and lots of blurbs, 2

The graphics of WORLD TENNIS have changed many times., In 1963,
the cover featured a black and white photo surrounded by a one-color
border, upon which were cover blurbs. By 1967, the magazine had a
four=color bled cover, a redesigned contents page, more stylized head-
lines and a greater amount of line drawings. The magazine had.a new
look in 1970, with a new dogo aad-necw-headbine styles. Two-colow |
photos were used early in 1970, and then in August, the first" pages of.
four-color appeared, some of which also had copy on- them, The lnga was.
changed once more in October 1970. :

The current logo first appeared in 1972 but the cover photc was
surrounded by a white border. Columm heads were fedegigned close to
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what they look 1like in 1974, The magazine now has a fairly modern look,
though not as much so as TENNIS. The cover is now bled, The Dacember
1974 1ssue includes a redesigned contents page, Color photos are used
often, particularly with major feature articles. Color headlines,; color
pages with black type, bars, rules and two-color drawings all are used
regularly,

Advertising data on the two magazines is quite sparse, In both,
the majority of advertisements are for tennis products, such as racquets,
clothes, shoes and courts. Hotel, travel and resort ads also are quite
prevalent, Of non-tennis related items, liquor is- advertised most often,
and ads for such products often have a tennis angle,

In 1974, TENNIS carried almost 45 per cent advertising per issue,
The number of ad pages in TENNIS has increased from 250 in 1971 to an -
estimated 594 in 1974.8 From January through October 1974, TENNIS
carried a total of 512,7 ad pages, compared to 436.2 for the same period
in 1973.7 TENNIS ranked fourth in volume of hotel, travel and resort
page ads among all monthlies during the first six months of 19741

"TENNIS offers classified ads, special rates to camps, resorts,
hotels, chambers of commerce and tour and trave. agencies, Inserts and
reply cards, and a discount rate for advertisers buying space in a com-
bined package with GOLF DIGEST. A full page black and white ad run once
will cost $2,810 in January 1975, and a full page faurs;alar ad will cost
$4,075 for a one-time run starting in January 1975,

WORLD TENNIS' advertising to editorial ratio has steadily increased
since 1963. In October 1963, WORLD TENNIS carried only 18 per cent ad-
vertising. The figure 1ncreased to 24 per cent in October 1967, then to
38 per cent in October 1970. By October 1972, WORLD TENNIS had 40 per
cent advertising, The October 1974 1asue carried almast 43 per cent ad-
vertising.

From January through Octcber 1974, WORLD TENNIS cafried a tutal ff
593,9 ad pages, compared to 621.8 pages for: the .same: period in’ 1973,

It ranked fifth among monthlies in volume: of ad . Eaggs far:hotels, Eravel
and resorta during the first six months of 197412 ;

WORLD TENNIS also offers classified. A full-page. black . )
ad cost 51,875 for a one issue.run, and a full-page four-color.ad cost
$2,735 for a one issue run, starting in April 1974, = S

Subscriber surveys. conducted. by the twa magasines
readefs are . quite similar._:" ' 3

$ZD DDD TENNIS subsaf ers have a
WDRLD TEHNIS Subscribers;a Seven'

:ollege grﬂdugtea.;
af buth maggsines

1955 and 51 351 in 1§7a.14- The mggazine joined 'he udi




culations (ABC) in 1972. The initial audit of WORLD TENNIS by ABC for
the six months ending Dec., 31, 1972, showed a total paid circulation
of 69,692, of which 60,883 were subscriptions and 8,09 were single-
copy ~galesT No Edvertiaing rate base was recorded ot that time. The
average non-paid distribution was 10,038, 15
In 1968, TENNIS' circulation was 7,5@9. It had deubled by 1970,
and then jumped to 67,695 total (paid and free) in 1972,16 TENNIS
joined ABC in 1973. Its initial audit, for the six months ending Dec.
31, 1973, showed a total paid circulation of 136,045, of which 113,169
were subscriptions and 22,876 were single copy EElES- During that
period, TENNIS had an advertising rate base of 100,000. The initial
audit also showed a non-paid distribution of 10,563, 17 T e
The ABC statements for the tW6 magazines ending June 30, 1974,
show that TENNIS has overtaken WORLD TENNIS in circulation. TIENNIS'
average total paid circulation for the period was 181,804, compared
to 130,712 for WORLD TENNIS. TENNIS had 155,180 total subscriptions
and 26,624 single copy sales. In contrast, WORLD TENNIS had 108,306
total Subseriptians and 26,624 single copy sales. The average non-
paid distribution for TENNIS was 9,187, and 4,404 for WORLD TENNIS,
The geographical area with the highéat per cent of total paid
circulation -~ 19.64 for TENNIS and 18,74 for WORLD TENNIS == for
both magazines was the Middle Atlantic (New York, New Jersey and
Pennsylvania). The East North Central (Ohio, Indiana, Illinois,
Michigan and Wisconsin) is the next highest area of per cent geo-
graphical distribution for TENNIS at 18,38, followed by 16.33 per
cent in the South Atlantic (Delaware Maryland, District of Columbia,
Virginia, West Virginia, North Carolina, South Carolina, Georgie
and Florida). Next to the Middle Atlantic, the South Atlantic has
the highest per cent--16.66--total paid circulation for WORLD TENNIS.
This region is followed by the Pacific (Algska Washington, Dregnn,
California and Hawaii) with 16,54 per cent.-” .
In a media data sheet on circulation comparison, TENNIS claims e
it delivered a 20 per cent bonus in circulation (per cent over-ad-
vertising rate base) to advertisers during the 4ix month period of .
. the Junme 30, 1974 ABC statements, At the same.time, the sheet
" claims, WORLD TENNIS failed to reach its advertising rate base by

an average of 14 per cent,

WORLD TENNIS established an advertising rate base of 150 DGO
in April 1974, TENNIS set an advertising rate base of 180, DDGM
effective JUIY 1974, which will be raised to 225,000 effective
January 1975.19 Both magazines currently cgst_75¢ for a single copy
and $7 per year. . o

SPORTS ILLUSTRATED

When Henry Luce, head of Iime Inec., beggn investigating the .
success potentials of a weekly sports magazine in 1953, he. got. only,
negative reactions. "Publishing people all reacted prettyvmugh the
same way when they first heard-about SI. . ;Most agreed-that-it was
doomed. 20 - But Luce saw growing: suburbs a shorter: wark.'”
more vacatiaﬁ time for Amer cans, so althnugh he knew almo

about sports himself, he thought his staff- nauld succeasfully attract




the audience of the leisure class, : T

The first issue uf SPORTS ILLUSTRATED -was dated Aug, 16, 1954, The
magazine ‘purpose was' to: "repart and illustrate the wnnderful world of
sport,"“* -"They want to direct the magazine's appeal to the country
club set, the upper income people, "22 it was reported in 1954, The maga-
zine originally had a8 eirculation of 450,000 subscribera, At first, cir-
culation was carefully controlled, Two hundred advertisers were com-
mitted to pay $1.3 million between the first issue and Jan. 1, 1955,

Despite the: careful planning, SPORTS ILLUSTRATED was a financial
failure. By IQED; Time,. Inc. had lost $23 million on the magazine.23
Luce, however, stayed confident. 1In 1960, he moved managing editor
Sidney James to publisher, and replaced him at his old post with Andre
Laguerre, who turned the magazine around. Laguerre hired clever young
writers, changed the editorial emphasis from participant to spectator
sports and aimed. ét a wider audience than just the ''country club set."

" In order that the: magaziﬁe could match the color of television, he got
Luce to lease a $2.,5 million press that would produce fast-color pages.

By 1964, the magazine was in the black. Ten years earlier,

- * BUSINESS WEEK had predicted that SPGRTS ILLUSTRATED circulation would
’ probably never reaeh one millinn. In 1970 the circulatian topped two -
million.

An article in: NEW YORK magazine in January 1973 stated, "It is an
accepted fact that Laguerre will have his job as long as he likes and
will handpick his rePLagemenE. "24 Byt in October 1973, Laguerre was
forced out of his job, effective Feb. 1, 1974, Editﬂrsin-Chiéf Hedley
Donovan offered the following explanation for the move to NEWSWEEK.
"It's a general policy here to have a turnover from time to time,"

But, NEWSWEEK reported, the real reasons were that Laguerre's inde-
pendent control of the magagine and his old-fashioned life-style 1Ed to
his dismizsal, 25 ;

In 1972, SPORTS ILLUSTRATED earned an estimated $9 miuiun,z? and
it now ranks fifth:in both total ad revenue and ad pagés faf all con-
sumer publi:aticns. ‘ o

As ind;eaﬁed earlier, SPDRIS ILLUSTEAIED 8 editurial eaﬁtgnt

three basic parts:-
on the outdoor partiaipant spurts and a rear sectian
as fashicn, sport-in-art, travel and health. S : b

Snmé uf Ehe regulaf departmEnts in:lgded "Jimmy Jemﬂil's Hntbnx,"

E

letEEfs calumn ;
‘Even in. the early years, SPDRTS

" writing. Contributors ingluded Willigm
Catherine Drinker Bowen, Some of: thewe rly. !
to win high acclaim for their latéf writing about spgrt and othe:
subjec ts. These peuple include Ja;k Dlsén and Jim. Murray.s_‘;'=f
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Yet, the narly issues lacked focus. '"'Under James, SI was a bad
magazine,' says Richard W. Johnston, an assistant managing editor
under both James and Laguerre. 'He was unable to give it a format,
It seemed like &all the free-lance sportswriters in the country dug
into their closets and sent us manuscripts. Those early issues of SI
were cluttered with a ton of scattershot',"4 -

Under Laguerre, a clear editorial format was developed. The book

_is divided into four basic sections: major news stories, personality

features and pictorials, short news columsn and a long ''bonus" piece in
the back, There are also numerous regular departments in each issue.
They include: ''Scorecard," a series of short news items and editorials
in the front; "TV/Radio,'" a one-page review column in the center separa-
ting the features from the news columns; "People," a one-page collection
of gossip items (it alternates with "TV/Radio" in the center); "For the
Record,” a one-page round up of the week's major sports results in the
back; "Facés in the Crowd,” captioned pictures of successful but un-
heard of amateur athletes on the "For the Record" page, and the "19th
Hole" letters column at, the end of the book,

SPDRIS,ILLUSTRAng'hES a number of special features each year,

“such as the "Sportsman of the Year" at the end of each year, and the

issues which preview college and pro football and basketball, pro
hockey, the Masters golf tournament and baseball's new season. The
regular major feature articles are most often about major sporting
events, like a big college football game, a heavyweight boxing match
or an important golf tournament.

In a sense, SPORTS ILLUSTRATED is really a critic. "' The public
is naturally ificlined, once it has seen an event, to desire to read
what an expert thaughc of it,' Johnston said. 'Whereas television
presents a sports event as it occurs, SI describes it in depth and
with perspective',"29 —

However, not all coverage is on major sports events, Ihraugh the
first week of December 1974, SPORTS ILLUSTRATED had articles on 77

different subjects during the-year, compared to 62 for all of 1955.
Aud those subjects in 1974 included sports such as bodybuilding, earth
games, horse pulling and slingshooting, in addition to the staples
such as basketball, baseball 'and football.

The writing quality is quite good. Staff member Dan Jenkins has
won praise for his humorous news stories, and contributors include
journalists such as George Plimpton. SPORTS ILLUSTRATED's greatest
achievement editorially was being awarded the National Magazine Award
in 1973 for a three-part series on "Women in Sparts" by Bill Gilbert
and Nancy Williamson.

Finally, the magazine has covered tennis fairly well over the
years. It ran 22 tennis stories in 1955, compared to 15 through the
first week of December 1974. However, the 1955 pleces were news
features,

SPORTS ILLUSTRATED has excellent gf&phicsi By 1965, it had the
same basic-design as today. The format is highly regular, with one
type face, a few ruled lines and consistent heads. But the magazine
is anything but dull, due to its color photography.and artwork. Use
of color photos has expanded greatly since 1954. 1In the early years,

color photos were almost always used only in pictorials., Copy seldom
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appeared on the same page as color photography. Now, virtually every
feature article, as well as some news columnas, is illustrated with four-
color photos or art, and copy is mixed freely on the page with photos.

The amount of advertising in SPORTS ILLUSTRATED varies from about
54 to 60 per cert, This figure changes in accordance with regional
and metropolitan ads from week to week.

SPORTS ILLUSTRATED carried 2, 626 13 total ad pages in 1973, an in-
crease of 15 per cent over 1972. The total ad revenue gcr the magazine
.in 1973 was 558,875,481, a 23 per cent jump over 1972.- From January
through October 1924 the magazine carried 1,917.5 ad g%gea, down some=
what from 2,028,2 ad pages in the same period of 1973.

. SPORTS ILLUSTRATED'S main competition for advertisiﬂg comes from

TIME, NEWSWEEK and U.S. NEWS AND WORLD REPORT. 1In 1973, the magazine

passed U.S. NEWS in ad pages, ad revenue and. circulation. This develop-
ment was followed by a new campaign to attract advertisers, which re-
ferred to SPORTS ILLUSTRATED as 'the third newsweekly.' William Clark,
SPORTS. ILLUSTRATED s Midwest advertising director, said the campaign was
designed to get media planners in advertising agencles to see the maga-
'zine as a newsweekly instead of a specialized magazine. As a result,
Clark added, "We are getting campaigns now we prnbably wouldn't have
gotten befnre

A::o:ding to Glark, one category of advertisers that has responded
to the campaigns is that which represents corporations, businesses and
industries. "It's the single biggest growing category of ads we carry,"
Clark said. The largest category of advertising in 1973 was automo-~.
biles and accessories. SPORTS ILLUSTRATED carried 602.43 pages of auto
ads in 1973, which produced a revenue of . $14 486,792, The next highest
categories were smoking materials (349.6-pages-and-595422,010 in revenue)
and beer, wine and liquor (319.41 pages and $8,130,790 in revenue, )

These ad categories tend to correlate with the prédaminantly young,
rich male readership of SPORTS ILLUSTRATED.

The magazine offers split rums and special inserts to advgrtisers_
Also, SPORTS ILLUSTRATED has geographical editions (Eastern, Midwestern,
Western and Southern), metropolitan editions (New York, Chicago,

Northern California, Southern California, and California, which isa
combination of the Southern and Northern California editions), and a
Snow Belt edition (covering Conmn., Iowa, Maine, Mass,, Mich., Minn.,
N.H., N.J., N.Y., N.D., Pa., R,I,, S.F., Va.vand Wis.).

Starting with the Jan. 6, 1975 issue, a full page black and white ad -
run once in the national edition will cost $18,780, and a full page four-
color ad run once in the national edition Will cost $29 295 The elreu- .
lation base at that time will be 2,250, 000.3

The median age of SPORTS ILLUSTRATED 's adultaudience is. 32 6. The
audience's median household income is 515, 905 vwith 32.1 per cent of the
audience having a household income of $20,000 or more, 'Almost half of

SPORTS ' ILLUSTRATED's adult audience (49.2 per cent) attEnded and/or

graduated from college. Close to 45 per cent of 'the audienze h@lds

either professional-managerial-or sales-clerical nzcupgtians_‘i Nearly SO .
half of the audience (47.4 per cent) live in counties within the 25 :
largest metropolitan areas of the U.S5. Of the total adult gudiénzeg

78.9 per cent is male. The male audience aveggll is younger, poorer

and better educated than the female audience.- -




SPORTS ILLUSTRATED‘ initial circulation in 1954, as stated

earlier, was 450,000, It increased steadily, reaching 586,039 in
1956, 883,137 in 1960, 1,096,317 in 1965 and over 2,000,000 in
1970.37

The average paid circulation for six months ending June 30, 1974
was 2,331,510, Of that total, 2,245,922 were subscription EEIES and
85,588 were single copy galesg Ihe average total non-paid circulation
for the period was 73,346,

0f the total U,S, paid circulation, 42.76 per cent were in counties
within the 25 largest metropolitan areas. The U.S, geographic areas
with the largest per cent of total paid eirculation were the East North
Central (19.1), the Middle Atlantic (18.09), the Pacific (14.49) and the
South Atlantic (14.01) for the April 8, 1974 issue, The same issue had
a total paid circulation of 57,851 in Canada which was 2,46 per cent of
the total paid circulation for the entire issue 3

SPORTS ILLUSTRATED currently costs 75¢ for a single copy and $14
per year. o

WOMENSPORTS

WOMENSPORTS 1s the newest addition to the sports magazine field.
It was started by tennis star Billie Jean King and her husband Larry,
who are co-publishérs of the magdzine. ~The Kings recrilted an exper="""~""""
ienced staff, including Rosalie Wright, former managing editor of
PHILADELPHIA magazine, as editor of WOMENSPORTS. Contributors include
not only established writers like Judy Klemesrud, but also women
athletes such as swimmer Donna de Varona. - The first iaaue appearad in
June 1974.
The editorial content of WOMENSPORTS is quite broad, but it always
relates to women in sports. The magazine features persnnality profiles,
news stories, how-to articles, articles about health, fashian and equip-
ment, and pieces dealing with the major problems of women's athletics in

. general All spofta are covered, from football to backgammnn, from

written by diffarent msle Epurts writer each month; "Aces," pEfsan-.
ality prafiles on unknown but highly accomplished female athletes;
"Foremothers," a profile on a famous woman athlete of the past; "Equip-
ment;" "Technique," an instruction column; "Signals," a guide to things
like sports books, or sports associations, and "Sedentary Sparts " a
column on indoor games, S

Dther regular departments include "Results "a raund up of scores,
of wamen s sporting events in the U.S,, "Ealendar,“ a guide to upcoming -
vomen's sporting evgnts, ‘and "Lagt Ward " an opinion piece on the 1a§t
page of the book,

Feature storles in the first gseven issues have dealt wich EubJEEES
such as the controversy over girls playing Little League baseball, pro-
fessional football for women, golf pro Laura Baugh, how to defend:.your- -
" self against male attackers and the U.S.--East German. swim meet,: In
. September 1974, WOMENSPORTS ran a 24=page special section entitled

"The Revnlutian in Women's Sports.' It included articles on how to get

145




146

college scholarships, how sex discrimination laws apply to sports, and
how women must change their attitudes towards sports so they do not see
it as strictly a field for men. The section was a very thorough examin-
ation of the current status of women's athletics,

The graphies of WOMENSPORTS are very modern, Two- and four-color
photography and other graphic artwork are used extensively. Type faces
vary, layouts are innovative and colored pages are often used. The
graphics suffer sometimes from being too 'busy." The magazine does not
have a very ordered look. The cover is four-color, usually a bleed
photo, though one bordered photo and one four-color drawing have been
used. The logo is in lower case type, except for the middle "S" (i.e.
womenSports)., Cover blurbs vary in type face and placement. _

Advertising content varies, Among the ads in the December 1974
issue were ones for cosmetics, golf clubs, liquor, perfume, magazines,
shampoo, records, clothes, sports shoes, hair dryers and cigarettes.
The same issue carried five ads affiliated with WOMENSPORTS. The first
issue of the magazine was criticized because six of the 26 ads featured
Ms., King. She was featured in only two of 35 ads in the December issue,

The percentage of ad pages in the magazine has increased from 21.6
per cent in June to 32 per cent in December. Effective with the August
1974 issue, a full page black and white ad cost $2200, and a full page
four-color ad cost $SSDD The ad rates are based on a circulation of

"'200,000,39

WDMENSPDRTS conducted an audience survey in October 1974, The
survey shows that 97 per cent of the audience is female, and 74 per
cent of the audience is single. Exactly half (50 per cent) of the
audience is employed in profesaional-managerial or teaching occupations.
Age statistics show 73 per cent of the audience is within the age range
of 18 to 34, and 85 per cent are 18 or older. Almost 80 per cent of the
audience has had some college education. The median household income
is $16,538, 41 per cent of the audience lives in the suburban areas and
100 per cent participate in sports,40

A survey of WOMENSPORTS' eirculation has not yet been completed.
Estimated paid circulation is 200,000. The magazine costs 51,00 for a
single copy and $12.00 per year.

CONCLUSIONS

STANDARD RATE AND DATA CONSUMER MAGAZINE AND FARM PUBLICATIONS

lists 108 sports magazines, They range from weeklles to annuals, Some,
like THE SPORTING NEWS and GOLF WORLD NEWSWEEKLY are strictly for. the
die-hard fan of a particular sport (baseball for the former, golf for
the latter). Others, like MIDWEST SKIERS' GUIDE, are aimed exclusively

at the participant in a single sport, Spﬂrts “covered by the magazines
range from archery to yachting. Many sparts magasines are publicat;ans

but undoubtedly new mﬂgagineg on new Eubjects in the field will eme:ge

-as will magazines that try to improve coverage on subjects now covered

by other publications. ‘
The magazines considered here have illustrated the scope of sports
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magazines. TENNIS and WORLD TENNIS are monthlies concerned with one
sport, One is participant-oriented, the other spectator-oriented,
Together they cover the sport quite thoroughly. An argument could
be made, however, for the need of a tennis newsweekly to cover the
expanding pro game for the die-hard fan the way GOLF WORLD NEWSWEEKLY

covers pro golf, TENNIS and WORLD TENNIS get some competition from

TENNIS USA and TENNIS ILLUSTRATED. TENNIS USA has recently been pur-
chased by Chilton Publications. It is the official publication of the
United .States Lawn Tennis Association (USLTA), Previously, its circu-
lation had been limited to USLTA members, but subscriptions are now

being offered on a more open basis, It surely will provide some com-
petition to TENNIS aﬂd WDRLD TENNIS iﬁ the futuIE. TENNIS ILLUSTRATED

Bath TENNIS USA gnd TENNIS ILLUSTRATED have rates ates based on cirgulatian
of 50,000,

WOMENSPORTS 1s a monthly magazine aimed at a specific audience,
the women interested in sports both as a participant and a spectator,
with the emphasis leaning towards the former., Aside from the general
sports magazines and some women's magazines that cover women's sports
in a peripheral manner, WOMENSPORTS' only competition is a magazine
entitled THE SPORTSWOMAN, which is not listed inm SRDS.

SEDRTS ILLUSTRATED is the leader in the field, Probably its
greatest competition comes from THE SPORTING NEWS and SPORT, The fomer
covers the major spectator sports (baseball, basketball, football and
hockey) thoroughly, but in newspaper format. It does not offer the
graphics, nor the feature-style writing of SPORTS ILLUSTRATED. The
latter is also inferior graphically to SPORTS_ ILLUSTRATED and is a
monthly, unlike SPORTS ILLUSTRATED and THE SPORTING NEWS. Its edi-
torial content consists primarily of profiles of sports stars.

There are reports that Playboy Enterprises is planning to start
a sports magazine in the near future that will be a general partici-
pant-oriented publication, somewhat like the early SPORTS ILLUSTRATED.
William Clark said he does not think any magazine, including the
planned Playboy publication, will be able to compete successfully with
SPORTS ILLUSTRATED. Clark cites the head start SPORTS ILLUSTRATED
already has on any new publication, and the enormous costs that in-
evitably would be incurred in such a project, as reasons in support
of his contention. In sum, SPORTS ILLUSTRATED occupies a unique
position in the sports magazine field. It would take enormous effort
and expense to dislodge the magazine.

Finally, sports magazines must be considered an impcrtsnt part of -
the magazine field and communications in general. They provide a
service that is beyond the scope of newspapers, television, and
general interest magazines, ' The. sports magazines provide readers
with a great deal of specialised information that camnot be obtained
through other media, - They provide a sense of pEfEPE;tiVE on develop-
ments within the field of spectator sports as well as detailed service
information for people who participate in sports. As long as they
continue to fulfill these two important functions, the sports magazines
will continue to enjoy the success they have experienced up to now.
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Career-Oriented Women's Magazines
Gwen Miller

Approximately thirty-three million American women work, making up
over 40 per cent of the work force. They have all types of jobs, al-
though one-third are bookkeepers, secretaries, typists or file clerks.
About 17 per cent are service workers and_16 per cent have jobs that
require professional or technical skills.

Whether an executive secretary or chemical engineer, the career
woman is regarded as a prime consumer. As one Chicago advertising
representative said: "It is important to reach these peaple. it is
where the action is!

One means of feaching them has been the magagine, according to
Theodore Peterson in his book, '"Magazines in the Twentieth Century."

~+ 77'The emancipation of American women who began hold-

ing down positions which had once been the preroga-
tive of men, opened a market for magazines aimed at
the eareer girl."

Two of the earliest of these magazines were Mademoiselle in 1935
and Glamour in 1939. Cosmopolitan entered the career market in 1965

after a complete persanality change. Ms. magazine is a newcomer,.
having started in late 1971, ' : -

Mademoiselie

Madéﬁoiselle was begun by Street and Smith publishers, It re-
sembled Vogue, a fashion magazine, but assumed a lower economic and .
age range (17-30) on the part of its readers. Although essentially .
fashion oriented, the magazine also had a beauty accent. Mademoiselle
differed-from Glamour in that it was more of a trend-setter, more. .
avant garde. It was, and still is, one of the few publications thst
will actually design and produce its own fashions. Unique aisa, to-
Mademoiselle is that it has had only two editors since 1935.

The feminist movement, especially in the last. two years, has- had ,ﬁl,*

a definite effect on the magazine, ac:erding to western advertisiﬁg -
manager Richard Sheehan Jr, = o
“"There have been more and more opportunitigs npeuing up for w@menf
and we have been conscious of change. We have plgced heavier EEEEHE '
on a girl's total enviromment.' : : ;
In recent years Mademoiselle has had articlés on pgychotherapy,

consciousness raising groups, bisexuality’ and natural childbirth.
There have been srticles on women as lawy:rs, dﬁctars, palitizians

women.

Mademaiselle gditgr, Edith L@cke, says her publicatlnnmtékesi
amore abstract approach than does Glamour.  Althcugh they do some:''how"
to" material, there is greater accent on self-help,- Eelfamotivatinn.\ 

"Je do a lot of 'head' or interior type articlps," Locke said.

Mademoiselle uses more fiction than do the ‘other career- griented;;7
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magazines. It has encouraged and published such writers as Philip Roth,
Edward Albee, Lawrence Durrell, Truman Capote and Joyce Carol Oates. In
1972 it was awarded the National Magazine Award for Fiction with "par-
ticular admiration' for a November 1971 story by William Kotzwinkle.

Also featured in Mademoiselle are college and career columns. Twenty-
five per cent of its readership is in college, the highest percentage of
any of the magagiﬂes,3 and accordingly the Mademoiselle staff is young:

75 per cent are under 30. o

"This is where our readership is and we feel it is terribly important
to have a young staff," said Locke.

Both Sheehan and Locke question the premise that Cosmopolitan is a
competitor and don't feel ‘the two magazines share common ground.

"The 'hov to get your man, keep your man' approach in rather detailed
form we wouldn't touch with a ten-foot pole. The plunging necklins young
woman I don't think reflects their readership. Thelr readership is proba-
bly quite a bit older, Maybe read largely for thrills because they are out
of the plunging neckline business,” Locke said.

Sheehan views Cosmopolitan as replacing the True Confession, Young
Romance publications in terms of audience need. )

" During the mid-50's and early 60's, Mademoiselle was a composite of
articles on fashion, men, marriage and beauty. According to advertising
copy in the November 1963 the Mademoiselle reader ghould be "taunting and
haunting'" men. Or at least making it so "he ecan't forget you'" and remember-
ing that "if men fight to the end over you, you can always blame it on
Tweed perfume.’

The ultimate goal was marriage according to ad kickers during the 60's.

Some read:

What makes him think of rings and things? A Gorham girl
knows. It's so much more than the curve of your cheek
or candle glow on your hair. 1It's the endearing grace
you'll bring to every day, every happy moment of your
life together!

You get the licemse...I'll get the Lenox
How to turn a man's mind to marriage

When he gives you a Lane Sweetheart Chest to fill, you
know he's ready for marriage, for sharing a home, for
helping you pick out the tables, bedroom...

Editorial material then advised the reader what to do once she had her
man. The material discussed could still apply to many marriages.

The Life of Wife--How To Live With Your Husband's Career:

A good husband being traditionally hard to £ind, any woman
of sense will, once she's found one, exert every effort to
make him a good wife. While all occupations present a wife
with some unique conditions, some of the same problems, like
the hours any wife must spend alone...
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How Can A Wife Further Her Husband's Career? First
of all by creating a cheerful and relaxing place for
him to come home to. And secondly, by making him
proud of you and your home. Remember that the im=
pressions you create can affect the impression others
have of him. o

On Being A Faculty Wife: A faculty wife is a person
who is married to a faculty. 5he has frequently read
at least one good book lately, she has one nice black
dress to wear and she 1s always just the teeniest bit
in the way. It is probably that ten years ago or so
she had a face and personality of her own, but if she
has it still she is expected to keep it de:ently to
herself.

Beauty, getting it and maintaining it, was the subject of many
Mademoiselle pages. The December 1960 issue said:

Just as speedily as the physicists are shooting miracles
moonward, the cosmetic people are popping things into
jars and bottles. And, in.a quilet way, the results are
just as spectacular. Amefican women are quickly be-
coming a race of beauties whose faces defy time and
climate.

Beauty seemed to be the key to success, even in the business world,
A January 1959 article reported that because of the worse man-power
shortage in history, more and more college women may now hold jobs that
are considered men's, The key question according to the writer seemed
to be: ''How does the job affect my status as a woman? Working in a
man's world do I seem and feel more or less feminine?" The article
also said that the answer to success in the business world is, simply,
a beauty look that men like.

Sex is touched on lightly from 1955 to 1965. In January 1961 an
article appeared on birth control pills, their cost, availability and
side affects. A movie scene of a couple in bed asks: "Is it einematic
art or mere sensationalism?" Later an article takes on the arguments
for and against chastity.

Most college girls of today reject the idea that pre-
marital sex is categorically immoral for everyone. Most,

however, have not had premarital intercourse and do not
intend to.

Besides fashion and beauty products, other advertisers in Mademoiselle
during the 50's and 60's were silverware, furniture, wedding invitations
and other bridal needs.

Glamour was conceived by Conde’ Nast Publishing in April 1939,
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When Conde’ Nast bought Street & Smith in 1959, it merged Glamour with the
latter company's publication called Charm. This brought circulation to

more than a million. Today Conde” Nast owns both Glamour and Mademoiselle.

badly of the other' according to Sheehan. Glamour's circulation of
1,710,785 is double Mademoiselle's 807,352.

Glamour's major accent during the mid-50's and early 60's was fashion,
jobs and practical advice. The "how to" approach was prevalent in such
article titles as "How to Have a Colorful Personality,' 'How to Spend Your
Fashion Money" and even "How to Wash Your Face.”

Of interest during this time is the fact that Gloria Steinem, mow a
well-known spokesperson for the feminist movement and a founder of Ms.
magazine, was a contributing editor to Glamour. S5he was also free-lancing
for other publications but called Glamour the closest thing she had to an
office. She wrote articles such as "How To Put Up With or Put Down a
Difficult Man" and '"How to Leave Home Gracefully," for Glamour.

Glamour differed markedly from Mademoiselle during the 1950's and

early 1960's in that it had a definite accent on jobs, most of them secre-

tarial. A January 1950 article entitled: ''The Secretarial Story" featured
various secretaries across the nation. One was Helen Gurley (now editor of
Cosmopolitan). She said the best thing about her job was having a boss who

frequently asked her for advice and listened to her opinions.
Another article gave traditional job suggestions such as a classified
ad taker, shopping center hostess, doll-maker, librarian or stewardess.
"Good Manners On The Job'" asked the following questions:

Q: When an employer introduces his wife to his secretary
should the secretary rise?

A: Yes, regardless of her age, the wife should be shown
that much deference.

Q: Does a young woman employee in a subordinant position
speak to an officer of the company in the hall unless
he speaks to her?

A: No.

Q: Does a woman on going to a man's office send in either
her visiting card or her business card?

A: Yes, this is one of the few occasions when a woman
leaves her card for a man.

""Men at Work, Look at Women at Work'' featured Tony Trabert, U.S. Amateur
Tennis champ. His "ideal female creature" would have equal portions of in-
telligence, humor, affability, energy and enthusiasm, well-spiced with
maternal instinet. The article went on:

There should be a balance, neither too passive nor too in-
dependent. And bless him he thinks there are few jobs for
which women are unsuited. Except they do leook kind of out-
of-place driving a taxl cab.

Some of the articles which ran in the 1950's lacked excitement. 'Why
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I Cheat at Croquet,' "Basic Flower Design,' "The Salvation Army Marks
70th Year," '"An Interview With Ozzie and Harriet' and 'Little Delights
to Give Your Bathroom'" were a few of the titles.

Advertisements were much more career-oriented than in Mademoiselle.
Nurses' uniforms, typewriters, erasers and secretarial schools were major
advertisers. Jewelry, make-up, weight reducing programs, girdles and
fashions were other ads. The February 1950 issue had one ad for cigar-

ettes, "You''re darn tootin my dad smokes Marlboro...he knows what's good

became 1t5 EdlEDI She added zglumns on bcaks, movies, health, sex
and also instigated the "How To Do Anything Better Guide," an eight-
page spread which could tell how to hail a taxi, write a resume’ or
patch a bicyecle tire.

The changes in Glamour are partly products of the times, says
Whitney. She is also more political than her predecessor.

"These are busy years in terms of women. The Equal Rights Amend-
ment, education, are causing change,”" she said.

Only 30 to 40 per cent of the magazine is fashion according to
Whitney and the rest is 'something else.'" That "something else" could
be articles on women in prisons, the changing expectations of marriage,
safety tips for women travelling alone or the costs of having a baby.
Beginning in January 1975, Glamour will carry a monthly editorial
feature dealing with money. Says Edward J Murphy, manager of the
Midwest office:

"we'll have articles on bonds, insurance, the stock
market and various means of investing,"

Glamour is a broad-based publication and aside from sex and age,
its readers are heterogeneous,

"Some of them are .in school, some in high school, some are married,
some are single, some have children, some are working. Or they could be
doing three or four of these at ome time," said Whitney.

Of the four or five major articles each month at least one is
guaranteed to acttract a female reader. Every article is weighted on
what is in.it for the reader,

"What can it give her she didn't have, Eéll her she didn't know
how can it help her," Whitney said.

Glamour tries to keep articles geared to what readéer's want., Sur-
veys, letters and monthly editorial research help accomplish this goal
according to Murphy.

"Every editorial page is researched by Starch and given a complete
evaluation. Readers are asked if they read a certain article, part of
it, noticed it or rejected it completely.’

Whitney maintains it is more important to publish articles on what
her readers care about, not what she personally cares about or would like
to read,

"The time in which a magazine could sink or swim on the basis of one
strong editor and one strong point of view is over,'" she said.

When asked about competitors, Whitney called Cosmopolitan a "com-
plementary competitor." She feels its editorial concept is quite
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different and its reader older,
"Sometimes I will get an article that was obviously a Cosmo reject.
Helen Gurley Brc m has turned it down. It just shrieks of Cosmo. I'm

sure she gets t. .ngs that were originally directed to us," said Whitney.
Ms. magazine

The principals in Ms. magazine, Gloria Steinem and Pat Carbine,
first met at Look magazine where Carbine was executive editor. Steinem
vas free-lancing an article on Cesar Chavez and conflicts arose between
the business and advertising sides over whether the article should run.

"It was a real moment of truth. The article did finally appear and
it was through this that Gloria and I got to know each other and what we
each stood for," said Carbine.

A few years later Carbine was to have the opportunity to 'pat her
money where her mouth was,'" as she calls it. 1In March 1972 she left her
editorship at McCall's magazine to become editor-publisher of a new maga-
zine for and by women called Ms.

The goals of Ms, originally were to (1) rise above the ad dollar and
stress editerial integfity (2) try to function in a democratic way (3)
present the real world of what women were wanting, using and needing (4)
have the staff retain the controlling interest and (5) never become a
catalog of advertising.

Ms. has maintained an approximate 35 per cent ad content to 65 per
cent editorial material in each issue., To accomplish this mix, it has
asked more support of its readers. Carbine explained:

"If the magazine is filling a need, is a service, the reader should
pay a fair price. Not 35¢ for a $1.50 product. We found there was a
whole new kind of person who cared about the magazine and cared about the
type of advertising we ran."

The introductory issue of Ms. was priced at $1.50; issues now sell
for $§1.00. No cut-rate prices or premiums are offered to new subscribers.

The Ms. backers tested 80,000 names prior to publication. They re-
ceived a dynamic response of E% per cent (1% to 2 per cent is considered
good).

"Test lists from Psychology Today, Common Cause, the American Civil
Liberties Union and Ralph Nader supporters were good. Lists of women
bowlers vere not too responsive,' said Carbine.

Even with proof of a market, Ms. had trouble finding financial back-
ing. Katherine Graham, publisher of the Washington Post, added support
but most investors questioned whether the Ms. group had enough publishing
experience., What accounted for the lack of « experience was the fact that
very few women had been given the opportunity to hold high positions in
the publishing 1ndu5§ry.

"The staff lived on bank laans and candy bars for many months, and
vhat I could get from the McCall's kitchen,'" Carbine said,

Finally Clay Felker, editor of New York magazine made Ms_ an offer.
Says Stephanie Harrington in her August 11, 1974 New York Iimes Magazine
article entitled "Two Faces Df the Same Eve "

Under the editorial direction of the Ms. group New York
magazine's production staff turned out a 300,000 copy
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preview issue of Ms., selectlons from which appeared
first as an insert in New York's 1971 year-end double
issue. On the basis of 36,000 subsnript;nn orders
brought in by the Preview Issue, Warner Communications
agreed to invest $l-million in Ms. for only 25 per cent
of the stock.
””” "Certainly the publishing world offers a
staggering array nf magnzines aimed at a women's readership. Invari-
ably, however, these magazines see women in their traditional stereo-
types as homemakers or nlnthnn horses or mothers or hostesses. That
is hardly the entire story."

Carbine sees Ms. and the Ms. Foundation (10 per cent of the maga-
zine's profits go to this fund “for feminist projects) as a means of
destroying centuries' old labels and stereotypes.

"Je are revolutionizing the establishment and seizing control of
our lives. The Great American Dream is not enough. Women are saying,
"My God, is this all there is?' It leads to disillusionment, guilt and
craziness. Women are not talking to each other enough. We want to be
the connecting piece for them," said Carbine.

When asked about Cosmopolitan, C -bine said it inevitably will

change. Steiner has dubbed it "the - iberated woman's survival kit,"
"Cosmo is a transitional magazi.. 'r some women. Playgirl and
Losmo Llaygiri

Viva, too, but not as much. There are nu real erotic magazines for
women, and we won't have any until they are done by women. Being done
by men makes about as much'sense as Ebony being done by whites," Carbine
said.

Ms.' future is relaxed, wide-ranged and secure according to Carbine.
Circulation is at 386,363 and expected to go to 500,000 following a major
subscription campaign in early 1975.

"We can take our time now. Our place is out front. We will continue
to widen the feminist lens, Someday, perhaps in 20 or 25 years we can be
a humanist magazine," she said,

Also optimistic about the future of Ms. is Midwest representative
Lynn Thomas. She is one of three original salespersons, having been re-
cruited from New Woman magazine in Jume 1972.

"I got a call one day saying Pat Carbine was inquiring about my
joining the staff of a new magazine., I said, 'Who is he?' When I was
told she was with Ms, magazine 1 immediately pictured a famatic, pushy
feminist publication and almost said I wasn't interested " gaid Thomas.

After meeting Carbine, she took the sales job and now says it is
the best thing she could have done.

"I love what we're doing, love the magazine, love the people. Pat
is one of the most respected people in the field today. I'd work for
free if necessary,'" she said.

Ms. has a policy against accepting ads that demean women or are po-
Eentinlly dangerous.

"Most magazines accept almost all ads unless ntterly, gutterly
obscene. We deecided from the. beginning that we wouldn't acecept certain
ads," Thomas said.

Ms. makes a major nffnrt to get ndvertisers nf "pnnple produnts
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such as cars, airplane tickets, books, records, cameras, sporting goods
and insurance. They work closely with creative directors and in several
cases have turned down ads, such as the "You've Come a Long Way, Baby"
Virginia Slim campaign, a contract worth $80,000.

"That was a very soul searching time, especially since they had done
so much for women's tennis. But the ad said we could now vote, we could
smoke in public...if that's all we've done in 100 years then where in the
hell have we come?'"' said Thomas.

Advertising doesn't seem to be suffering from the stringent ad policy.
The December 1974 issue had 30 full page ads (early issues had approxi-
mately 10) and included Exxon, Atlantic Richfield Company, International
Paper and Travelers Insurance.

"We're getting ads the other women's magazines can't get,'" said Thomas.

Ms. has been accused of being shrill and lacking in humor, especially
in the early issues. Carbine said, "So be it.' We have a point of view
and we're trying to make people understand it."

The first issue of Ms. had articles ranging from an interview with
Daniel Ellsberg to 'How to Write Your Own Marriage Contract.” One entitled
"Down With' Sexist Upbringing' gave examples of how children are taught
traditional boy-girl roles in our society. Letty Cotlin Pogrebin wrote:

A Flintstone program showing how wives play dumb to
build their husband's ego can be more harmful to a
small child's developing sense of values than a panel
on premarital sex or drug addiction."

Another article was a feminist rating of the 1972 political candidates.

. Nixon's critique said:

He is neither a ladies' man nor a women's rights advo-
cate. He seems to be nowhere when it comes to women.
Reassuring the girls of Girl's Nation on August 6, 1971,
Nixon said: 'You will not be discriminated against.'
However, Nixon has appointed no women to Cabinet rank or
to the Supreme Court. All the President's top advisers
are men.

On Wilbur Mills, the article was a little less accurate in light of re-
cent news, It read:

is not known to socialize

A Bible-Belt Methodist, Mills
said 'His hobby is work.'

in Washington, A friend

The first issue of Ms. in overview is not light reading. Many of the
articles later appeared in a book, The Ms. Reader. It is serious writing
on a serious subject, But Gloria Steinem promised more humor in future
issues. She said in the July 1972 issue:

...there were people, especially, but not only men-=-who
accused us of having no sense of humor. We're not sure ,
what they meant by that, but we'll see to it in the future
that there's as much laughter in the magazine as in the
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office. And that's a lot.

Cosmopolitan

Cosmopolitan was begun in 1886 as a ‘amily monthly. [t was bascd
on the premise that readers wanted to know about the world, that they
were politically concerned and responsible. Cosmopolitan is credited
with causing Theodore Roosevelt to coin the phrase "muckraking" after
a controversial article appeared entitled "Treason in the Senate."

There were columns entitled "Social Problems," ''Review of Current
Events'" and Travel." Literature was also stressed, and contributors
included Mark Twain, Henry .James and Conan Doyle. Articles also
appeared on aviation, automobiles, radium discoveries, world fairs,
education and developments in other countries. Cosmopolitan sent re-
porters around the world. -

H. R. Hearst purchased the magazine in 1905, and the content took
a more literary swing and soon was claiming "More novels, more stories,
more features than any magazine in the world." A popular ground had been
 found, and Cosmopolitan's content compared favorably with Harper's,
according to Frank Luther Mott, in his book A History of American Maga-
EIUES-

During the 1950's Cosmopolitan turned to photography, art and car-
toons. It was an entertainment magazine for both men and women. During
the early 60's it took on the appearance of a movie magazine. The covers
- were filled with kickers and only partial room was given to a cover photo,
usually of a film or television personality. There were articles en-
titled: "World's Richest Family," "Senate Wives Speak Out,' '"What
Hitchcock does with his Blood Money" and "What the TV Viewer Doesn't
See."” 1In 1964 the reader was sheltered from Vietnam. Only one article
appeared on it and was entitled, "The Incredible Women of Vietnam...
Democracy's Dutpost in SE Asia owes much to the celebrated Dragon Ladies
of Vietnam,"

By 1965 Cosmopolitan was in finantial trouble. Circulation had
fallen to 800,000 and there were only 21 pages of advertising. Salvation
came in the form of Helen Gurley Brown, a tenacious, opinionated woman
‘with two best-sellers to her credit and substantial experience in adver-
tising. She had an idea for a new magazine aimed at the single, young
working woman, Her husband, a one-time Cosmopolitan editor, encouraged
her to present her idea. She approached Richard Deems, president of the
Hearst Magazine Division, with a dummy of the new magazine. Nora
Ephron wrote in her February 1972 Esquire article entitled 'Helen Gurley
Brown Only Wants to Help:" -

He (Deems) had vaguely heard of her, had no idea she
was at all controversial,..But he liked her, he liked
her idea.,.most of all, he liked her long list of
companies that might be willing to advertise in such

a magazine,

In July 1955 Brown was named editor of Cosmopolitan. Soft-core
pornography and saductiaﬁ became the themes and soon bare=-shouldered
and then practically bare-bosomed girls appeared on the covers. With
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the "Cosmo cleavages' as they are sometimes called.

Editorially, Cosmopolitan follows a theory of simplicity and sexual
senationalism. The articles are "baby simple ' to use Brown's words and
according to Writer's Market '74, the publication likes to stay awgy from
"wvery cosmic pieces- -about space, war-on-poverty, civil rights etec.

Said a March 1972 Time article:

The articles still bear those titles that sound like

bad 19th century novels, "How An Unpretty Girl Copes

And Conquers.' Cope and conquer she might, the Cosmo
girl is still treated like an idiot who can survive

only 1if everything is spelled out for her and then under-
lined.

Cosmopolitan's biggest accent is on what Brown calls "inspirﬂtional"
articles. Titles such as '"What To Do If You Have Dumb Hair," '"How I Chose
My Career," "Whatever Its Size or Shape, How To Put Your Best Bosom For-
ward" and "Why I Wear My False Eyelashes To Bed" are examples of this type
article,

C@smopclitaﬁ is credited with being the first magazine to recggnize
women's sexual needs and nature and the first established American women's
magazine to feature nude male centerfolds. Burt Reynolds, John Davidson,
and Jim Brown have all apgaared proving, as Helen Gurley Brown says, that
""men are nice ‘to look at,

People have been gfitical of Cnsmopalitan and, as Karen Fisher wrote
in her October 11, 1971 Nation article entitled, "Caghing In On Fear &
Fantasy:"

Helen Gurley Brown is to be admired for trail-blazing

the declaration that sex is of interest to women, but we
must concede that she is cashing in on our fantasies in
the same way as do the less "sophisticated" ladies maga-
zines. The glamorous career girl is as much a myth as the
perfect homemaker.

The girl portrayed in Cosmopolitan, "that Cosmo girl," is ''sexy and

pretty but not resting on those attributes to get through life" according
to Brown.? But she has also said of women:

...I think women are just the same as they ever were omn the
inside. 1I think we are extremely emotional, hysterical,
vulnerable, adorable creatures like we were 30, 60, 100,
2,000 years ago, and our emotions simply don't- change. We
have never gotten the better of them and they still rule us,
I believe women are more interested in men and love than EﬂY_
thing else in the world and it hasn t changéd a single bit,

But according to Fisher it is no wonder that women still hold to these
notions, She wrote: ' '

We are guilty of choosing for ourselves magazines that re-
flect our own romantic expectations. As a result we have
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covertly established between the familiar face of
Sophia Loren and the blonde hair of Breck a little
something for everyone endorsed by someone--ambiguous
and useless pap.

One can argue with the Cosmopolitan philosophy but not with its

success. It has the highest circulation at 1,881,835 of any of the four
magsgiﬁes and alsa makes 93 per. cent of its Eale% on the newsstamds

Advertising

Glamour was among the top ten magazines in advertising pages in
1973 (1,640.76) with 515,649,501 in revenue. Cosmopolitan followed with
1,511.26 pages with a higher revenue of $16,276, 771. Mademoiselle had
1,493.81 pages of advertising in 1973 for a revenue of $9,629,447.

Glamour's top five advertisers were toiletries ($7,991,998),
apparel (2,789,515), consumer services such as books, music, and maga-

zine and newspaper subscription offers ($862,194), jewelry ($545,481)
and household furnishings ($431,364).

Cosmopolitan also had toiletries at the top of their advertising
list, but liquor, beer and wine were a substantial third place after

"apparel (toiletries $7,278,055, apparel $1,769,484, liquor $1,545,093).
Neither Glamour nor Mademoiselle came close to Cosmopolitan's figures in
this area. Smoking materials and jewelry were Cosmopolitan's nmext high,
areas of ad revenue. -

Mademoiselle had $4,760,844 in toiletries, followed by $1,765,761
for apparel, $342,004 consumer services, $231,440 smoking materials and
$209,977 for travel. Glamour and Mademoiselle topped Cosmo*nllggg

quite extensively in travel advertising (Glamour 5293,687, Hadedg;sellg
$209,977 and Cosmopolitan $91,053). -

Ms. magazine was mnot listed in the Publishers Information Bureau
reports.

In the First nine months of 1974 a "falling off'" was noted in PIB
for fashion advertising. Glamour was down 9 per cent in fashion ad
pages from 1973; Mademoiselle was off 15 per cent in the same category.
However, the difference in dollars was down only 3 per cent and 2 per
cent for the magazines respectively. Murphy of Glamour explained it
this way: '"There is a diffusion of fashion today. The youth market
has gotten away from the old established idea of fashion, Also news-
paper cooperative advertising is affé:ting our actual number of fashion

ad pages."

Ad Rates )

A full-page black and white ad in Cosmopolitan costs $9,680,
followed by $7,800 in Glamour, $5,400 in Hsdemaiselle and %4,500 in
‘Ms. Four-color process brings the prices per page to $12, ggo
$11,300, $7,900 and $5, SSO for the magazines respectively,

Demographic Profile
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The median age of a Cosmopolitan reader, according to a 1973 Simmons
study, is 30.6. The Glamour reader's median age is 26.9, and Mademoiselle's
readers average out to 26.1 years of age according to Simmons. Ms.is
geared to women of varying age and has no set age market as do the other
three magazines. However, a TGI survey found that 58.6 per cent of Ms.
readers fall in the 18-34 age group. )

Cosmopolitan readers have more education that readers of Glamour
or Mademoiselle, but not more than Ms. readers. The break-down of those
readers having attended or graduated from college follows:

Ms. 73.9 (based on TGI report 1974)
Cosmo 44.5 (Simmons 1973)

Mlle, 42.1 " "

Glamour 35.8 " "

The Ms. reader also has a higher household income than do readers of
the other magazines, according to TGI. Figures below show the percentage

of households earning 510,000 or more a year:

Ms, 73.6
Cosmo 69.5
Mlle. 70.6
Glamour 68.3

Summary

Where are women headed? Will it really be another century before they
reach the "dawn of The Age of Equality" as Clare Boothe Luce maintains?
She wrote in an August 24, 1974 Saturday Review World article entitled,

“"The 21st Century Woman--Free at Last?":

Why did an intelligent and sensitive editor tell me re-
cently that he foresaw 'a tidal wave of feminism rising
in the land, which if taken at the flood would lead women
on to fame and fortune?' I suspect that he, like 3o many
other men of goodwill and large mind, is exaggerating the
importance of break-throughs for the female gsex that have
more or less recently occurred,

Or is Ms. magazine more visionary, believing in a quarter century we
can expect true equality? They maintain that a pass-along circulation of
2 million, 40 per cent of which are men is-a sign of hope and that the
message of equality is being spread.

If the magazine is a clarifier of events, a forum, a shaper of opinion,
then women need it now more than ever. These are such exciting times for
them, yet turbulent and constantly changing times as well. Healthy, posi-
tive attitudes need to be developed. Not a continuance of past put~downs
as exemplified in a November 1963 column in Mademoiselle., It read:

Not knowing how to say, no, not having the sense to, or
the nerve to, destroys more promising young American
ladies than any other inherent female flaw (and there are




others). The reasons arc kind of sad--lonelincess,
unhappiness, boredom. We are all bored, more or less.

In a 1960 (lamour article entitled, "Twenty Questions Women Won't
Ask Their Doctors," a woman asks: '"Occasionally in the morning, someone
vill ask me a question and it takes me a full half minute to respond.
It's ags if my brain were temporarily asleep. Can this be?"

One wonders if this can be applied to womanhood as a whole. Many
have been asleep, only it has taken years, not half minutes to respond.
The career-oriented magazines are saying "wake-up." They only
differ in their tone of voice, Cosmopolitan is soft and sexy; Glamour
more "How To Wake Up," reporting the facts, not making them happen,

Mademoiselle says it intelligently and a little ahead of the alarm
clock. M:s. is the shocker: it pulls the covers off and you have no
time "to linger,
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Notes

ligomen in the Warkplace;" Bureau of Labor Statisties, May 1974,
Other facts based on U.S5. Department of Social and Economic Statistics
Administration, 1970 census.

zsetsy Talbot Blackwell was editor from 1715 until her retirement

in 1971. Edith Raymond Locke, who had been with Mademoiselle since 1948

took over at that time. From "A Short History of Mademoiselle."

zAzgarding to western advertising manager Richard Sheehan Jr. of
Mademoiselle. 23 per cent of Glamour readers are attending college or

graduate school according to a Glamour research report released July 1973.

4pudit Bureau of Circulation, Magazine Published Statements for
Glamour and Mademoiselle for six months ending June 30, 1974.

525_ offers a one-year subscription for $10. Prior to Christmas 1974,
it published a "first gift $10 a year, each additional gift $8 a year"
offer. Subsecription rates represent modest savings for subscribers. Of
interest also, is that Ms, had a 76 per cent renewal rate after its first
year according to Thomas, Midwest representative.

6included in this response was "up front' money, as Thomas calls it.
People sent in money for their subscriptions in some cases, giving neaded
financial support,

7§csmopolgE§n leaves these subjects to "more serious general magazines"
says Writer's Market '74. It goes on to say that "logical, interesting,
authoritive writing is a must as is a feminist consciousness.,"

8The first male centerfold appeared in April 1972 of Reynolds. In
February 1974 Cosmopolitan ran two nudes, Davidson and Brown. Helen Gurley
Brown has suid: ''Doing a centerfold is expensive, but never mind...we are
quietly thinking about our next victim--I mean subject. If there is a man

you'd particularily like to see nude...”

Jugtep Into My Parlor," Cosmopolitan, October 1974,

10From a February 4, 1969 seminar sponsored by the American Society of
Magazine Editors.

11pccording to Audit Bureau of Circulation Magazine Publisher's Statement
for Cosmopolitan for six months ending Junme 30, 1974, Cosmopolitan sells
1,755,063 issues on the single copy sales basis and has 126,772 subscription
sales. Newsstand sales are 93 per cent. Mademoiselle sells 51 per cent on
the single copy basis compared to Glamour's 39 per cent, Ms. sells 42 per
cent of its issues on the newsstand., )

125tandard Rate and Data Service, Index of Farm and Consumer Magazines,
October 1974.
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Journals of Opinion: Focus on
the National Review and
The New Republie
Lillian Swanson

Journals of opinion enjoy a unique status among publications which
report on publiec affairs; the journals do not pretend to be unbiased,
Even the name--a journal of opinion--suggests that the reader is getting
a subjective view of events.

This broad category, which includes such well-known periadigals'
as the Natianal _Review, Nation, Commentary, Commonweal and The New

Regublic, is markedrby distinguishing characteristics. Journals of
opinion generally deal with publie affairs in a broad sense. Politics,
education, economics and the review of the arts fall within the pur-
view of these magazines. :

. These journals must be published frequently, usually weekly or-
fcrtnightly, 'in order to keep up with events, Journals of opinion re-
port the news, analyze aspects of the event, and offer specific sugges-
tions for improvement or solutions to pfoblemsi All this commentary is
hinged to a well-defined political viewpoint. The tone of these journals
is usually serious and intense because the authors are interpreting
events in terms of strongly held political eonvictions,

This paper is an in-depth study of The New Republic and the National
Review, both as the magazines are today and how they developed. These
two journals of opinion were chosen because they traditionally have been
the benchmarks of popular political thought, National Review presents
a zonservative view of the day's news and The New Rapublic genarally
takes a liberal stance,

Both magazines are well established in the magazine field and be-
lieve that they fill a need in American public affairs.

Henry Ladd Smith, an _editor of The New Republic wrote at the time

of the magazine's 40th anniversary in 1954:

But what medium is_to. present the ideas we depend upon
to keep our brand of democracy dynamic? Not radio or TV, it
. is safe to say. Nor the movies, still in a Laocoon struggle

with censors, pressure groups and inquisitors. 1Ideas that
might upset the equilibrium of the monopoly newspaper public
..are-acceptable Dnly to a-few-editors..-Most-of-the- newspapers
are incapable of providing the subtleties of conflicting

thoughﬁ; unrestriﬁted by their own "poliéy n Hogﬁ msgazinég

verﬁiser pleasancly related, they_saon bec@mgvthe victims Df
the competition that puts Ehé lowest value on ideas.

The journals of opinion are about™the last ditch for the
individualist, and for the editor with & message. With such
publications, the fight for the presentation of ideas is much

more than academic. It is the issue of asurvival that concerns
the libEfal today.

Bruce Biivén, fcrmerly Ihe*New Republic's editorial diréctur, des-
cribed the magazine's purpose this way: "A paper like The New Republic

165




i{s badly needed if only to be the egghead's committee of correspondence.'

In the first issue of National Review, Editor/Publisher William F.
Buckley Jr. was characteristically wry and dramatic in his description
of the necd for his new magazine.

Our political economy and our high energy industry run
on large, general principles, on ideas---not by day-to-day
guessvork, expedients and improvisions. Ideas have to go into
exchange to become or remain operative; and the medium of ex-
change is the printed word. A vigorous, incorruptible journal
of conservative opinion is--dare we say it--as necessary to
better living as Chemistry.

A brief history and thumbnail sketch of these two magazines should
put the analysis that follows into a better perspective,.
The editors of The New Republie opened its offices in New York City

the day World War I'broke out. The first issue was published Nov. 7, 1914,
with the following coverlines: "A Journal of Opinion Which Seeks to Meet

Ehe-Challenge af a New Timé.'

men, ingluding WElEEr Lippmann. Acc@rding to Eliven, iE was HErbEfE Croly
who took charge from the beginning. '"There was never any doubt, during his
lifetime, that Croly was 'first among equals' on the editorial board. He
wrote the leading editorial-and it was essentially his judgment and not-a
sollective one," Bliven said, '
Arthur Schlesinger Jr. wrote in the introduction to The Faces of Five
Decades that "the new magazine was-particularly the voice «f Eastern es-
tablishment metropolitan progressivism. It was intellectual, stylish,
urbane..."
In the early 1920's, The New Republic increased its proportion of
g pace-devoted-to-cultural subjects. . By. the 1930's, none of the origimal .. .. ___.
editorial board was left, According to Bliven, when the Depressian struck,
The New Republic's circulation ""'stayed the same or even rose,"
~ 1In 1950, The New Republic moved its primary editorial offices to
Washington, D.C, and 1ater moved 1its advertising offices there, too. .
For The New Republic's 50th anniversary in 1964, Lippmann wrote of the
hopes of the original editors. It was to be
e . A_journal of unopinionated opinion--=-one that would be in--~ L
“ﬁ"“’”“"'””"EOfméd -digsinterested;compassionate-and- DL RV i o o i
The paper was meant to be what it now is---the organ of no
party, of no faction, of no sect and of no cause, concerned not
with liberalism and progressivism and conservatism as ideologies,
but with all of them in the pEfSPEﬂtiVE of civility in our Westeru
society. LI :

Professor Robert Gentry agreed that this was -The New Republic's great
strength over the years, He wrote in his book, Liberalism and The New
Republic, "...the habit of viewing issues and events in 1ight of their own
merits rather thanm a doctrinaire, doggedly EOﬁEiEEEnﬁ mEnnEr" was an essen-
tial part of The New Republic's success.

“Today, The New Republic is still chEerﬁEd with domestic and foreign
affairs and reviewing the arts. The journal is published weekly except
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three times during the summer.

The National Review is much younger than The New Republic but has
firmly carved out its spot in the magazine business Natignal Review
was founded in New York as a weekly and its first issue was dated Nov.
19, 1955, Speaking at a seminar on "Running on Ideological Magazine"
sponsored by the American Society of Magazine Editors, in 1969, Buckley
said

The National Review was founded...because The Freeman

had collapsed. The Freeman had been set up in 1950 under the

triple editorship of Henry Hazard, John Chamberlain and Susan
LaFollette. And Willy Schlamm, farmerly of Time,. had also
figured in this operation during 1951. o '

It collapsed as a result of quarrels, partly ideological

It was Willy Schlamm who turned to me and suggested that
I should be the editor of a new journal of conservative opinion.
I thought it.then highly presumptuous. I was then 27 years old.

In May 1956, National Review faced a major financial crisis. The
weekly magazine had to cut its pages from 32 to 24 and cut the staff.
William Rusher was hired as publisher in 1957, and took over the duties
relinquished by Editor/Publisher Buckley.

In September 1958, the magazine faced a second major financial
crisis and decided to publish National Review fortnightly. The regular
magazine would be published on the odd weeks and the National Review
] would be published on the even weeks. Although National -
eirculation is five times greater than it was in 1958 (1 (19, 0863

Ehiéipublishing plan is still in effect.

e GGQEEQES— 0
The types of coverage and general format of these two journals of
opinion are similar. Both contain editorials, signed columms that
appear regularly, featured articles, political cartoons and extensive
book review sections in the back of the magazine. But this is where
the similarity ends. When the coverage and analysis of events are ex-
. amined, the magazines prove to be quite different.. : . P
Tttt 7 77 To” show ‘that ‘the interpretation of ‘events differs’ widely, hatianal T e
Review's and The New Republic's handling of three important national
‘events will be compared. The events, the Carswell nomination in January
1970, the Attica prison riot in September 1972, and the siege of Wounded =
Knee in February 1973, were chosen randomly. (It should be noted that
only the analysis of the event and not subsequent related events, like
court trials and hearings, were studied.) e -
In all three cases, The New York Times Index was used to chronicle
the dates on which the event occurred. Newsweek was monitored to deter-
mine how a newsmagazine reported the facts of the event. Finally, the
analysis that appeared in the two journals of opinion were studied.

Carswell Nomination News Summary:

Jan. 20, 1970--President Nixon nominated G. Harrold Carswell, a federal
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judge from Tallahassee, Fla., tc the Supreme Court.
Jan. 22--Carswell's '"white supremacy" statement made in a state race 22
years before is reported in news.

~ Feb. 13--Florida records show that Carswell and his wife sold a lot in

Ochlocknee River subdivision in 1966 with covenant restricting
ugse of land to 'members of the Caucasian race."
Feb. 17--The Senate Judiciary Committee approved Carswell's nomination.
April 9--Senate ijEEES the Carswell nomination by a close, 51-45, vote.

Nevsweek's cgveragé of the nomination began on Feb. 9 and included
seven subsequent articles in the "National Affairs" section of the maga-
zine. The magazine published arguments for and against Carswell, generally
centering on charges of racism and mediocrity.

The magazine reported at first that the nomination would probably be
approved by the Senate. .

On the charges nf racism, Newsweek reported, ''In regards to the 'white

supremacy statement,' Carswell testified that he was now 'aghast I hr made
such a statement,'" (2/9/70)

"what had changed Carswell's mind?" Newsweek reported, 'The course
of 22 years of history, Carswell said. There have been vast changes, not
only in my thinking, but in the country and the South particularly.'"
(2/9/70) ,

In a sidebar, Newsweek discussed, '"his now notorious statement es-
pDUSLﬁg ‘segregation (which was then the law of the land) and 'white su-
premacy' (which was then the law of Georgia).

On the charges of mediocrity as a judge, Newsweek said this, "The
attack on Carswell has broadened to take in not only his indiscretion on
legal matters, but also what many see as his general medioerity,'" (3/16/70).
Later, the magazine printed a political cartoon that depicted Carswell
sitting at a desk and talking on the phone. The caption read, '--And

-I'11l.-Be-Waiting Here -In My-Legal-Library=-=-Mr, -President." . The-cartoon- e 2

showed one book on the shelf behind a Jefferson Davis portrait on the wall
and a Dixie flag. -°(3/30/70)

In subsequent issues, Newsweek referred to Carswell as the ''lack-
luster judge from Tallahassee" (4/6/70) and called him the "Floridan of
slender distinction." (4/20/74)

“*“{n Newsweek's final article on the nominstian, a cover story, it

. simmed. up .the reasons for his defeat, Newsweek reported, ''The result no . . .. ... ..

~doubt~conceded some ill-feelings- tawafd’Sautherngra or” judicial ‘conserva=" """’

tives, just as Mr. Nixon suggested in the aftermath...— - S—
"Carswell's doom was sealed by the widespfead nntion that he has bEEn

a mediocre judge." (4/20/74)
National Review's coverage of the event didn't start until Mareh 10

and then treated the situation lightly. National Review later defended .

‘Carswell and his ideological stance.

In its first article on the nnminatiun, National Review wrote, in an
unsigned editorial, '

Hubert Horatio Humphrey, from 1947-64, lived in a house -
that, according to its deed, mustn't be "sold IEQSEd or occupied
by any person of the Negro blood..."

' We can all breathe easy--if Judge Carswell isn't :anfirmed

3
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Nixon won't nominate Humphrey.

In its next issue, National Review continued with the light approach
with 'this "wire story,"

Washington, July 19, 1972 (AP)--President Nixon today nomin-
ated Cletus Gaptooth of Shotgun, Miss., to the Supreme Court,
to fill the seat vacated by Abe Fortas,

The President said he felt sure Mr. Gaptooth would be
confirmed by the Senate, despite its rejection of nine earlier
appointees. (3/27/70)

In the third item on the Carswell nomination, when opposition had
mounted considerably, National Review wrote its first serious defense
of the judge. - .

In an unsigned editorial entitled "Dere Go De Judge," National
Review gave its interpretation of his defeat,

The arguments put forth by Judge Harrold Carswell's oppon-
ents were transparent nonsense. Incompetence? Mediocrity?
Why the Senate had approved of Carswell for three successive
judicial appointments and without so much as & murmur of
criticism.

The case against Carswell had no more substance than the
phony charges of impropriety against Judge. Clement. Haynswarth

The issues in both cases were ideological and for the
liberals, it was a gut issue.

President Nixon has his mandate. Let him send another
conservative nomination to the Senate. And another, until® it
chokes on them, (4/21/70)

Buckley's regular column, '"On The Right," which was written before

-~ - . .the vote,-continued to defend-the .judge and his qualification-for the. . . ...
Supreme Court, This column appeared in the back of the March 21 issue.

The New Republic pounced upon the charges of medioerity against
Judge Carswell in its first article, Jan. 31, on the subject. The
journal ran a total of nine editorials, commentaries and news items
on the nomination. National Review's coverage was less, with only
four articles.. -

In regards to mediccrity, The New Republic reported L

It was not so much what they said about Haynsworth that
counted so much against him in our book, but that there was
so little to be said for him. And t:is iz even more true of
Carswell. He has been on the appel’ate bench for only seven
months. He did not have a bad.record; he had no record. (1/31/70)

The magazine's view of the racism charges changed during the period "
Carswell was being considered for the Court. At first, The New Republic
noted that the "white supremacy statement'" wasn't recent. The New
Republic said, in an unsigned editorial, "The Southerner Mr. Nixon has
chosen, it should be said, has not expressed segregationist convictions
as a judge..." .(1/31/70)

But later, another view was printed in The New Republic.. The

- | . 163
EEBJ!;p;: R . o o : . RS .




i regular columnist, TRB wrote, "Judge Carswell is attached as much to
B racism as cipherism.," (2/7/70) 1In an editorial in a later issue, The
New Republic said, "...neither racism, nor unrebutted appearance of
racism, belongs on the Supreme Court, That is the record, and on it,
llarrold Carswell should not be confirmed.'" (2/28/70)
When Carswell was defeaﬁed Ihe New Republic commented on President

Nixon's rage:

"Both are fine judges, and were rejected, the President
asserted, because they are Southerners. This was a wild and

malicious misinterpretation of what the Senate did or showed
any intention of dning.;.r (4/25/70)

In summary, The New Republlc and Naﬁional Review analyzed the same
event and developed different interpretations based on their different
ideological views. National Review found Carswell qualified for the
Court and said his appanents were actually finding fault with the judge's

conservative beliefs. The New Republic found the judge unqualified both

for his alledged racist views and his record as a federal judge.

Sept. 04'1972-—Abou§ 1,000 inmates take 32 guards hostage at the
- Attica pfisan' inmates' demands. are reported in the
press.
Sept. 13--------New York Gov. Nelson Rockefeller rejects the inmates'
- demands, including blanket amnesty for all involved
in the riot; he decides not to go to Attiza to per-
sonally negotiate with the inmates. :
Sept. l4--------State police, local police and guards storm the prisan
and kill 42 people insgide.

Newsweek 8 first arti;le appeared in Ehe Sept. 20 1ssue and was
written before the prison riot had ended. Its second article was-the
cover story which tried to give a perspective on the riot from many
points of view. (9/27/72)
In the cover story, Newsweek called Attica '"a cockpit of hatred and
frustration."
e _The. magazine included a sidebar on New York Times Associate Editor
“““*W”“Ihm Wicker's involvement-in- negatiatigns —with-the-prisoners.-According - - o . -
to Nuwsweek, Wicker said, "I had an enormous feeling of genuine sympathy
with the prisoners. At that moment in time thEY so nearly reprESEﬂted
to me humanity crying for help."
Newsweek reported that militancy among prisane:s at Attica and else-
where was on the rise. The magazine reported, "...inmates are picking up
a tough, new political perspective and a desperate, sometimes suicidal, de-
EEfminaEign to shaka up the antiquated and oftentimes inhumane penal
 system.'
Another aspect of the fiﬂt that Newsweek addressed was the authorities'
handling of the situation. The magazine offered arguments that supported
and those that denounced the way the riot was handled.  Newsweek said, "It
left many Americans with the painful conviction, that as one observer put

it 'There must have been a better way.'" The magazine later said, "Wardens
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in other states generally backed up (Prison Commissiorier) Oswald,"

Newsweek included arguments for and against Rockefeller's decision
not to go to Attica to negotiate with the inmates, . The magazine said,
"James Vorenberg, head of Harvard's Center for the Advancement of
Criminal Justice, said 'It wouldn’t have cost him anything except face,
vhich is what so many of these situations involve.'"

_The magazine also printed Rockefeller's statement: ''Perhaps, they
next might say 'We won't negotiate with anyone but the President’ and I
think we get into an intolerable situation."

Newsweek reported the prisoners' demands in detail in the story,
but it made no comment about their validity.

National Review's analysis of the Attieca revolt was extensive, tvo,
The journal printed at least eight articles or editorials on the event:.
In its analysis, National Review dis;ussed the prisoners' bacl-gg;pundsp
Rockefeller's dEGiEan, the prisoners' militancy and Wicker's coverage
of the riot. National Review only lightly touched on the risaners

demands. ,
*In its first article on the riot, NatiangL,Review write in an edi-

‘torial, "...but last year, Sam Melville (a riot leader) was convicted

of multiple urban kidnappings and was killed at Attica with four home-
made bombs in his possession.”

A later article, written by a man who was an inmate at Attica at
the time of the revolt, but did not participate, also denounced the men
who started the riot. The author, Frederick Wiggins, said, "I'd rather
go along with things as they were and have the 43 dead people alive, but
I guess L.D,, Herbit and those guys thought it was worth it.' Wiggins
wrote later in the article, "...they were, at the least, damn fools, and,
in my opinion, many of them were monsters." (3/31/72)

Buckley wrote in his column that he supported Rockefeller's decision
not to go to Attica. (10/8/72) Another article on Attica in the same

_issue said, "Who knows if Rockefeller should have turmed up?"

National Begiew priﬁted an Ex;efpt from Wicker's column in the New
York Times, but didn't add any comment. Wicker's article, which was
syﬁﬁééﬁéii; to the prisoners who rioted, was entitled "Footnote: The
Wicker Watech'" in the Natiqnalngvieg, (10/8/72)

In an editorial entitled, "Exploiting Attica," National Review
vrote ™...to Tom Wicker, Attlca was like Chicago in '68 like Kent State,

like My Lai, like the handling of campus rebellions.,Y

e Wicker! hymns o£ rage were .relentless, his .metaphorical. axplaitatlnn
of Attica etcstatic." (10/8/72)

On the militancy among prisoners, Buckley wrote, "It was a surprise
to everyone how ideological the prisoners were. They all sounded as
though they had been schooled by the Weathermen." (10/8/70)

A later article said, "The underground press and the New Left press ;
are full of stories of & new radical constituency, 'the prison popula-
tion.' But crushing the revolt at Attica could mean that "Conviet Chie"
may be finished for the time being." (10/22/72)

The New Republic only.ran one editorial on Attica and then printed
& four-part series on prison reform. The Jjournal did not defend the
riot, but did have sympathy for some of the prisnners demands. The New
ReEublic did not discuss the prisoners' militancy, their backgrounds,
Wicker's coverage, nor Rockefeller's decision not to personally negotiate.
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The editorial did support Rockefeller's decision not to offer blanket

amnesty to the rioters.
The New Republic wrote this in the editorial:

Gov. Rockefeller holds the opinion that he had no Con-
stitutional authority to grant amnesty, and that if he had,
he would not have used it. On the whole, we think the gover-
nor's position on this matter is sensible and for this reasom,
if you grant blanket amnesty you are saying that prison riots--
whatever injury they infliet--cost ncthing to those responsible
No prison can be rum on that theory.. (9/25/72)

In its next issue, The New Republic responded to an angry letter it
had received for its stand on Attica. The New Republic replied: 'We
submitted no brief in defense of how this riot was handled, we have none

now.

"However just some demands for prison reform are, violent revolt
cannot be accepted as a method for obtaining it..." (10/23/72) .

During April, The New Republic printed the series entitled ""The
Paradox of Prison Reform"‘ﬁhich was probably prompted by the Attica riot.

Although The New Republic's coverage of the riot was less extensive
than National Review's, it handled the analysis differently, National
Review repafted and analyzed the riot, while The New Republig discussed

"the need for prison reform in a broad sense,

Wounded Knee News Summary:

Feb. 28, 1973--About 200 Indians hold 10 persons hostage in Wounded Knee,
§.D. on an Oglala Sioux reservation. Negotiations with
Federal agents begin.

April 5===z--=-- -An agreement between the Indians and the Federal agents to
. , end occupation falls through. 7
April 25--===-=F, Clearwater, eritically wounded in gunfire with agents
eight days earlier, dies.
May 6---=-==--= Indians and Federal agents announce an end to 68 days of

occupation of Wounded Knee.

Newswggk's coverage began on March 12 or two weeks after the occupa-
tion of the reservation. Over the nine-week period, Newsweek published
five articles, including a cover story, on the siege at. Wounded .Knee. . .

The magazine's coverage discussed the Indian's grievancgs, their maneuver-

ing for publicity. In its beginning reports, Newsweek wrote, "Like any
media maneuver, it demanded a climax..." (3/12/73) and "...the action par-

took of a 1960's rerun..." (3/19/73). Newsweek reported, "A network
cameraman had to slaughter and skin a cow for the Indians who had for-
gotten how." (3/26/73)

With its second article, Newsweek took notice of the Indians'
grievances. The magazine said, '"Behind the type, something serious was
going on." The article later said, "If the showdown at Wounded Knee re-

N sembled guerrilla theater more than guerrilla warfare, the bitter griev-

T ances behind it were real enough.' Newsweek described the Indians' con-
ditions on the reservation: "Less than 20 per cent of the (Oglala)
‘tribe finished high school, only 46 per cent have jobs, and aleoholism
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is an infestation.'" (3/19/73)

At the end of the siege, Newsweek reported, "It was a whimperish
end to a confrontation that began with high hopes and higher drama."
(5/21/73)

The magazine also described the condition of the reservation in the
aftermath and questioned what had been accomplished. The siege ended,
Newsweek reported, ",..leaving a shattered and vandalized village, two
Indiang dead, and one FBI agent paralyzed, and a pervasive inconelu-
siveness about what had been accomplished." (5/21/73)

National Review first reported the siege in its March 30 issue
and attacked the federal government for negotiating with the American
Indian Movement (AIM) leaders who led the siege. In an editorial,
National Review wrote: '"The government is 'negotiating' as if the
toughs from AIM really represented something or someone.'

The magazine offered its ideas about the impact of the occupation
on other aspects of American life. National Review wrote in a second
article,

v.e.....the already rising demand for Indian jewelry and

artifacts in the world of fashion soared to boom level.

The AIM leaders would have ample speaking engagements. The siege was

tes+:2...8 welcome shot in the arm for the campus lecture

cir iuit. Both Black Panthers and the Chicago 7 are a bit
pas .Lesbians and astrologers have not been drawing.

But then the magazine brought the point home: "It is time for the
U.s. GOVEfnméﬁt to end Ehe clowning, on both sides, and establish con-
trol over the 'occupied' territory of Wounded Knee." (3/30/73)

In an article entitled "Pain in the Knee," National Review con-

Francis Randall, a nonmilitant whose home is threatened,
says he and dozens of his unchic friends will move in and oust
the militants May 4 unless the government acts. "I'm old and
I'm hungry," he told reporters, '"and I want to go home.”" (We
thought such eloquence died with Sitting Bull.) (5/21/73)

- -'National Review .printed a-full length-article-on Wounded Knee - ... -
written by Victor Gold, a former Agnew and Goldwater press aide.
Gold's thesis was that the siege was staged for and aided by the media.
He called the siege, '"The first Indian war mastermined by Marshall
McLuhan," : 7
He continued with his belief that Wounded Knee was a media maneu-
ver:

Yet on Feb. 27, 1973, ...CBS Chicago correspondent
Jeff Williams just happened to be in the Wounded Knee
neighborhood... :
Later Gold wrote:

The P.R. pros, given a dull day could always count on the

%
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usual gang of protest pilgrims, e.g. Kuntsler, Abernathy,
Davis, Fonda, Brando, the National Council of Churches,

And something for the Justice Department, too:

...credit certainly to the American electronic news media,
but thanks most of all to those wonderful law-and-order folks
at the Justice Department for making this show possible.
(4/7/173)

The New Republic chose to discuss the Indians' grievances and the
causes of the rebellion. The magazine, although a weekly, did not dis-
cuss Wounded Knee until its April 7 issue. In discussing the condition
of the tribe, The New Republic was sympathetic:

And so we come to Wounded Knee and the bitterness be-
tween brothers of the once proud Oglala Sioux nation, driven
from its ancestral home in the Black Hills and consigned to
the wretched poverty of the bleak and windswept prairies that
extend from the Badlands of South Dakota. (4/7/73)

The New gegublicrdéscribed the causes of the rebellion:

The tribe has long been faction-ridden. It has never
re-elected a tribal chairman for a second 2-year term since
its tribal organization was set up under the Wheeler-Howard
Act of 1934. And today, the controversy between the tribal
chairman, Richard Wilson, and the leaders of the American
Indian Movement (ATM), lays bare a growing schism in the
Indian community all across the country. (4/7/73)

VIhe Naw Republiz urged “the gcvernment to stay ‘out of the intratribal
fight.

. The biggest mist&ke which could be mgdé._.wauld be for
“’ the white man to take it upon himself to choose sides in the
intratribal econflicts such as Wounded Knee,
‘The key is a combination of Indian gself-determination

-~ .. -backed up.by-a.firm-commitment by the federal. govermment .to..

protect Indians from exploitation of their natural resour:es
and generous funding of their attempts at self- help. (4/7/73)

The New E;Egblic printed a second article in its next issue which out-
lined the illegal arrests of 50 people traveling to Wuuﬁded Knee to assist

““the occupying Indians.

s

. In summary, The New Republic gave Wounded Knee omnly slight cgverage
as cumpared to National Review. Unlike National Review, The New Rgpublic

doesn't mention maneuvering by the Indians for publicity, nor urge the

government to end the occupation. The New Republic suggested that the ..

government stay out of the conflict among tribal factions and simply agsis

the Indians in their attempts at helping themselves,
The three examples just presented show that the two ;aurnals are.
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"geeing" the same event quite differently. They are analyzing the same
event, but each is doing so in light of its own particular ideology.

Contents, Tone, Desigﬁ>aﬁd Ownership

The contents of the twc journals are traditional in that so many of
the same writers and column titles appear regularly and stay year after
year. The first issue of National Review, for example, contains four
regular columns or departments with the same titles as today's National
Review, A fifth title, "From Washington Straight" has been modified
slightly to "Letter From Washington.'" Another department "For the
Record" was begun Aug. 1, 1956, and continues today. National Review
has shifted from its explicit anti communist stance to a more implicit
stance, National Review dropped its department “Dn the Left" which
regularly attacked the Communists.

The New Republic has held on to its favorite departments, too. -
TRB, who is reported to be the Christian Science Monitor's Richard
Strout, was begun in the 1930's and continues today, although different
people have been TRB. During the Nixon Administration, John Osborne's
column was entitled "The Nixon Watch' and it is presently entitled
"White House Watch."

In a sense, even the magazines' "enemies" remain fairly constant.
The New York Times was a favorite target for National Review in 1955
and continues to get the darts today. - -

Both magazines have a serious tonme, although National Review seems
less intense in presenting its arguments, John Chamberlain, a former
contributing staffer, wrote in his introduction to the National Review
Reader, "...the truly distinguishing thing about National Review is the
galety with which they accept their mission of confounding the liberals
and making all things 'debatable againm.'"

__ Many times National Review's headlines are in the same light vein.

The headlines tend to tease rather than explain...Some examples are
found in recent issues, ''Slouching Towards Bethlehem?' ''Our Pefipatetic
State Department" (bnth 11/22/74) and '"The Cuban Connection." (9/27/74)

The New Republic seems to find iess delight in finding flaws in the
¢onservatives' arguments, The magazine's articles seem less spirited
and more straightforward.

Of course, it is the men who edit and own the two journals of
opinion.who.set the tone of the magazines.  National Review has had . . . . .
only one owner--Editor Buckley, who owns 100 per cent of the magasine s
stock.

After six decades of publishing, The Naw Republic has only had
three owners. The present editor, Gilbert Harrison, bought the maga-
zine in 1953, from the heirs of the Willard Straights, The New Republic's
original flnanﬂial backers. -

In March, Martin Peretz, a Harvard social scientist bought The New
Republic from Harrisom for $380,000 (plus a larger amount pending taxes),
according to Time magazine. Peretz is listed on the masthead as chairman
of the editorial board. Harrison is to stay on as editor for at least
three years.

According to Time, Peretz "thinks that The New Republic must toughen
its liberalism with more aggressive, sharply-argued opinions now being
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exploited by the zonservativas.
Although Peretz said in March that '"there are no plans for alterna-

_ting the format...of the magazine," these changes have begun. With the

P

60th anniversasy issue, The New Republic changed its paper stock from
newsprint to a coated paper. More photographs are being used on the
pages and color advertising is found inside the magazine.

Both The New Republic and National Review have been very slow in
changing their magazines' basic layout and design. The New Republic
has kept the same cover design since it was introduced Sept. 28, 1959.
The logo 1s bookended between two black ink bloecks. The issue's con-
tents are listed below in & square, color block. Sometimes a coverline
appears above the logo, too.

The New Republic's layout is two-column for the front of the book
and three-column with ads for the back where the reviews are found.

Slightly serifed headlines generally vary only in size and not in
fanily. Thin lines, boxes, sketches and cartoons are frequently used
to break up the copy.

For the first 55 years, The New Republic had the subtitle "A
Journal of Opinion."” In 1969, this was changed to "A Journal of Politics
and the Arts."

The magazine's design presents a serious, straightforward, earnest-
reading, low-budgeﬁed character. - This may change as the new owner for-
mulates the magazine's direction.

Natiunal Review is also tradition-bound in design, although it has
come a long way tawards a flashier magazine in the last seven years.

The magazine's subtitle began as "A Weekly Journal of Opinion" and
was :hanged along with the publishing cycle to "A Journal of Fact and
Opinion.' Presently National Review has dropped this form of subtitle.

The magazine's design in its first 10 years was as conservative as
its contents. A one-color cover and newsprint pages left the magazine

___looking like a moderately- priced, serious- reading periodical.

In 1967, National Review underwent a major design change. It
changed to a more coated paper and more dramatic covers. Inside, the
text was broken up more frequently with subheads and looked easier to
read.

In 1970, on the magazine's l5th Enni?ersary, Managing Editor Pfigcillg
Buckley wrote,

.+ - ... Advertising Manager John Frichard, came, saw, wept and

went, but not before he enforced upon the assembly the idea
that National Review should have its face lifted, It was done
at a cost of blood and tears, and when the editors met at their
next Agony (quarterly meeting of the publisher and senior edi-
tors), looked at what had been proposed, they Waxed and Wrath
As good traditiunaiists should.

.In DEEEthf 1972, the logo was changed to its present NR with National

Review written below. The attractive, full color covers have continued,

" National'Review's layou: is similar to The New _Republic. National

Review is designed ed with a two-column Iayout in the front and a three-

column layout, generally, in the back of the book. . The main difference be-
tween the layout of the two journals is that N&tianal _Review intersperses
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its advertising throughout the beok.

Advertising

Politics make strange bedfellows and so does advertising. The New
spublic and National Review entered a joint advertising program at the
end of the 1960's accnfding to Port & Starboard, a4 newsletter published
for the two magazines.

Emphasis on this arrangement has increased since the change of
ovnership at The New Republic. Presently the two magazines are offering
a plan, symbolized as NRé; where advertising may be purchased in com-
bination at a 10 per cent discount for equivalent space with the contract
year, The rates are $1,506.60 for a full page black and white ad and
$2,894 for a full page foﬁf—cglar ad.

John Monahan, ad advertising representative for National Review in
Chicago, said, "We have a limited potential for ads. It is difficult
to get tobacco and cars. We just don't have the numbers."

Although total ad revenue for the two magazines are unavailable,
an examination of the February 1974 issues shows the amount and type of
advertisement being carried by the two journals of opinion.

In February, the advertisement/editorial ratio was 21:79 for The
New Republic. Each issue averaged seven pages of ads in the 36 page
issues. The New Republic's best customers are book clubs and publishers.

In the Feb. 9 issue, seven out of 13 ads were in this category.

The New Republic frequently runs charity ads such as "The March of
Dimes' and '"The Heart Fund." Advertisements for other magazines,
Psychology Today and Consumer Reports, are also found on its pages.
Exxon and Bell Telephone were the only big industries to advertise in
The New Republic during February.

The general approach of the ads is strsightfgrwa:d The ads are

—-——————-not—very-decorative-or-dramatic.,———- —re S—

National Review's advertisement/editnrial fatia was 10 per cent
higher than The New Republic's in February. The ratio was 31.69 for
the month. About 36 pages of advertisement were run in 116 pages of
the two issues.

Book publishers and clubs are also the best customers for
National Review. Huge industries, such as Milliken Carpeting, Armstrong

Flanring, Sun Line Ships, Exxon and Ball Telephnne are alsg fﬂund on the

magazine 8 pages. et = e T xa O,
* The general approach is more dramatic than in The New Républie

mainly because some of the larger industries have bought full color ads.

Circulation

In an article in Society in 1972, Robert J. Myers, publisher of
The New Republic wrote

There is a world of difference between large and small
magazine publishing. The major source of revenue for "small
publications is eirculation, say from 70 per cent or more
from subscriptions and 30 per cent for less from advertising;
the reverse is generally true for large publications.
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Buckley said at the editorial seminar sponsored by the American
Soclety of Magazine Publishers in 1969:
We plow through a million and a half dollars a year and
we get about a million, one hundred thousand from subscriptions,
a hundred and fifty thousand from advertising and the balance in
. contributions,

The present circulstion figures for the two journals of opinion are
as follows:

INR MR
Subscriptions | 87,822 100, 882
Single Copy Sales 2,027 2,803
Total 89,849 106,685
Subscript ion prices, The New Republic-$17/year, National Review-$15/year.
Single Copy: both 50¢ each. .

Betwezn 1970 and 1974, National Review's circulation has decreased
from 111,427 to 106,685, a total loss of 4,742 readers.

The New Republic has experienced an even sharper decline in circula-
tion. In 1970, circulation was 140,047 and in 1974 it was 89,849, a total
loss of 59,198 readers over the four-year period. :

The magazines' circulation for the last four years is as follows:

INR MR
1970 : 140,047 111,427
TS 1. 143,402 .. 115,768
1972 128,778 117,529
1973 ' 97,579 ‘ 106,559
1974 89,849 106,685
(Figures courtesy of the Audit Bureau of Circulations, Chicago, Ill.)
Readership T

Loyalty to the magazines is a chafacteristic nf Ehe readers of bnth

these magazines. According to John Schacht, in his booklet, "Journals of -
- Opinion and Reportage: An Assessment':

Priscilla Buckley of the National Review told of .how the
readers deal with the magazine as with a personal friend, seek-
ing information sbout housing, theater tickets, and so on. Nor
do readers hesitate to react angrily when "their own magazine"
offends them: The New Republic was the reciplent of many indig-
nant letters from subscribers for its stand on Robert Kennedy's
senatorial candidacy in 1964; National Review lost many sub-

scripﬁians when it commented adversely on the Birch. Society in
1961... -

g




These two journals of opinion exert a strong influence on their
readers. According to Schacht:

Their critics call them (journals of opinion) pre-
dictable, but in a real sense their predictability is their
strength. The reader of National Review trusts that what-
ever he is presented in his magazine will be untainted by
soft=headed liberalism; The New REBdbliE reader, that the

national government will be urged to play...an effective
role in whatever domestic or foreign changes need to be made.

Theodore Peterson, in his book, Magazines in the Twentieth Century,
remarked that just why journals of op{ﬁién exert an influence beyond
their circulation figures is a mystery.

Schacht suggests that journals of opinion are influential in
American society, beyond the size of their circulations, mainly because
of the exposure the magazines receive in the media. Journal articles
are reported on in the newspapers, entered into the Congressional
Record and are widely reprinted, Journal editors and staffers go ‘before
many audiences and argue their views. This also increases their maga-
zine's exposure in the media.

Readership characteristics of Ihe New Republic and Natinnal Review
may provide yet another clue as to ‘why these magazines are small yet
influential. The results of a survey, "The Principal Readers of

Selective Publications'" by Don Bowdren & Associates, 1974, was reprinted
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in the NR® rate card. The readers of The New Republic and National Review

have the following characteristics:

Education o 90.8%
College Educated ‘ 74.3
Postgraduate Degrees 40.2

Occupation
Professional/Managerial 51.
Top Management 1

Income :
Median $22,560
$25,000+ 42.3%

Civic Affairs
Wrote to Government Official 6
Addressed Public Meeting 4
Officer of Politieal,
Professional Club 31.1

Books
Average Number Purchased 24
Average Amount Spent 5117

Male - 77.2%




Age
Mcdian 43

These figures show that the readers of The New Republic and Natinn&l

Review generally are active in elvie affairs, well-educated, have high in-

comes and are middle-aged men. These people are probably influential in
their communities and may be spreading the influence of the two journals of
opinion, too.

Journals of opinion are not the only magazines that carry articles
that analygé impcrtant dgmestig and foreigﬁ affairs. RegiOﬁal publiéations,

menﬁafy such as the Parti§§quﬂgview, Hudson Re~

view, Yale Review aﬁd Ehe Prairia Schooner also publish articles that are

suitable for inclusion in journals of opinion. Some large consumer maga-
zines such as Harger g, the New Yorker, New York and Saturday REViEW/WOfld
publish articles of opinion that analyze the day's events.

The journals of opinion, though, concentrate on this type of analysis
and that is their strength. These journals have enjoyed long-standing
success in the magazine business and should continue to prosper as long as
thinking people seek answers to the day's problems.
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) THREE WOMEN'S MAGAZINES:
Ladies' Home Journal, McCall's and Good Housekeeping
Evelyn Schreiber

In August 1970, an article by Don McKinney, managing editor of
McCall's, appeared in the Writer. The article attempted to explain
McCall's concept of the women of the 70's:

"In simplest terms, what we are trying to do here is interest
women. In times past, women have been interested in home and family
and the accessories that went with it -- cooking, sewing, decorating,
health, education, religion -- and not much else. At least if they
were interested in other things, women's magazines didn't think they
were, and were edited accordingly.

"These days, women are interested in almost everything. Women have

& been leaders in the fight to save our environment. Women have ... become
passionately interested in politiecs, in all of the great social changes
that are sweeping our nation.

""Women are changing, too ... Once a few women had the courage to
shout out loud about their resentments against the Man's World they felt
was suppressing them, thousands more rose up in agreement. And every
woman, no matter how comservative, recognized the truth behind much of
what the militants were saying. They strove for equality. Not sameness.
Equalness.

"And so, what does this say about McCall's? It says that,..women
are aware of what is going on in the world and are deeply concerned about
it; that the rime for talking down to women == particularly in their own
magazines -- is long past...thuy want a magazine that recognizes that
they know what's going on."

Editorial Tone and Content

Women's service magazines have always centered around the women in
relation to home and family, with life outside the home taking second
place, This is perhaps less true today, at least in the case of McCall's,
than it was in the period before Don McKinney's article appeared in the
Writer.

The January 1970 issue of McCall's had as its theme, "the good life
here on earth.'" An article entitled "Alone is Beautiful" featured full-
page pictures of a galaxy of movie stars, telling how they spent their
free time, Ordinary women were not guestioned, but another article in
the same issue did poll the views of 15 prominent women of letters.

The February 1970 issue of McCall's contained an article entitled
"Teatime for the United Nations," which implied that delegates' wives
function chiefly as party-givers, fashion and crafts devotees, and baby-
sitters.

The status of women was a8 subject touched on by McCall's before
August 1970, but the September 1970 issue was the first to give the
sub ject feature treatment. That issue contained, the "White House Re-
port on the Status of Women,' plus an article.entitled "Guerrilla Guide
for Working Women: How to Succeed in Business." Writer Robert Townsend
took a generally favorable attitude toward women in business, but in one
section, he referred to Women's Liberationists as "the lunatic fringe."
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More recently, attempts have been made, at least by McCall' 8 and the
Ladies' Home Journal to appeal to the "liberated woman," the woman whose
interests span a wide horizon. Although inroads have begun to be made
into a more modren approach, the magazines, especially in their "how-to"
columns, do tend to identify women with traditionally 'feminine" interests:
needlepoint, sewing patterns, quicker methods of oven-cleaning, etec..

The "celebrity syndrome'" is still an important pa.t of these magazings
and helps them to sell. Reader interest centers on such wealthy and famds
womer¥as Rose Kennedy, Jacqualine Onassis, and Mamie Eisenhower. Glamour-
ous women such as Sophia Loren and Cher are alsoc frequentiy found on the
covers of these magazines.

There has always been discussion about male editors of women's maga-
zines. When John Mack Carter was editor of the Journal, he was asked
(in 1969) why neither of the two mass women's magazines (MeCall's and the
Journal) had had women editors for a decade at least. He replied, 'Because
men do zie hiring, but also two reasons: One, on Ladies’ '_Home Journal,
because I won't give up the job. And on McCall's, I guess because there
is a male editor there right now."2 Carter went on to say that "a good
editor I think can edit almost any magazine." The following year, McCall's
got its first woman editor in almost 50 years =-- Shana Alexander, The
present editor is Robert Stein. 1In 1973 Lenore Hershey took over the
editorship of the Journal, succeeding Carter.

Good Housekeeping, & publication of the Hearst Corporation, first
appeared in 1885. ''The Magazine America Lives By' is unabashedly directed
at the middle-class housewife, and unlike the other two, remains primarily
a magazine dedicated to gervice. The emphasis -- and greatest asset -- of
Good Housekeeping is on consumer facts and practical advice for keeping
home and fgmily intsct Egme ef the material QOﬁEiEtE af fiﬂdings af the

dane, Ihe Inatitute tgpnrts monthly on béauty praducts, applianées and hame
care, food, needlework, and textiles., 'The Better Way' gives further con-
sumer advice, and other departmsnts cover home building, decorating, diets
and nutrition. Other regular features, in addition to patterns, fashions,
and recipes, include "Keep Up With Medicine;" Dr. Joyce Brothers ''On Being
a Woman;" humor, and fiction == usually a novelette and three short stariES—
Good Housekeeping has remained a near-holdout against the women's lib
trend. In Gnod Housekeeping's fiction, says editor Wade Nichols, "where
a woman has to choose between a career or marriage to find true happiness,
sometimes the career wing but cftén it 8 hnme and family n3 Qne need only

The Lsdies Hame Joumal, now a publieatioﬁ of Downe Gi:munieatinns,
Inc., founded in 1883, is the second highest in circulation among the three
magazines being Etudied, Its slog?ns are alternately, "The Magazine Women
Believe In," and "Never Underestim.te the Power of & Woman." This last has
real potential. With McCall's, the Journal has been moving away from the
gservice area in favor of greater public affairs coverage. However, the
tradi:ional service departments are still there. The magazine has a food,
health and beauty, decorating, and patterns section, These traditional
areas E:count faf better ﬁhaﬁ half af eaeh month's editarisl fare. An im-

Theodgre I. Rubin, A Vandefbilt Gene Shalicr Sylvia P@fter, Bnd Ralph
Nader. Fiction usually consists Ef two romance-type stories, and sometimes
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a "book bonus."*

The Journal's goal is "to provide a balance of interests in women's
lives," according to the publisher's editorial profile in Standard Rates
and Data. 'The distinctive aspect of the Journal's approach is its ex-
tensive use of the case history technique, as witness such monthly de-
partments as "How America Lives" and "Can This Marriage Be Saved?" 1In
the Journal, as in the other women's magazines, articles and ads are
often directed at showing women how to keep their family life happy, with
less emphasis on helping women achieve their independent goals,

"Some of the complaints made about our magazines by the women's lib
types were right, conceded editor John Mack Carter in 1971. "There has
been a lot of silliness cranked out to sell products and life-styles to
women, but it will never happen in this magazine again. The Journal will
not be guilty of any stereotyped formula or position concerning women. "

Carter was one of two editors singled out the year before by mili-
tant feminists (Helen Gurley Brown of Cosmopolitan was the other) who
invaded his office to protest the Journal's "destructive image of women

as a docile homemaker who should be content gsimply making her hushand and
children happy." "6 Ironically, the qufnal had underestimated the power
of women.

Carter granted the feminists an eight page special section which
appeared in the August 1970 issue of the Journal, '"mestled between an
expose’ of Princess Margaret's 'rocky' marriage and a pleture spread on
midi fashions.'’/ The supplement, which was prefaced by a disclaimer
from Carter, contained some "acrimonious opinions' on marriage, sex and
childbirth.

, The feminists insisted on working with an all-female editorial com-
mittee from the Journmal, which meant they had to deal almost exclusively
with Lenore Hershey, then a managing editor, presently editor-in-chief.
One of the feminists commented: '"Lenore is a tough cookie_and she fought
management's side harder than any male editor would have."

At the time, most of the staff, including Carter, did not expect the
supplement to have much impact on the Journal. "I don't think our readers
will identify with this so much as they will better understand what these
women are talking about in their own terms, "9 carter said. Yet, it did
make an impact, for within a few months, Ehé women'sa magazines began
publishing arcicles on abortion, day-care centers, and career women.

The women's liberstion movement picked up support from editors.

"A year ago the word 'women's 1lib,' didn"t exist," said Shane Alexander,
who became editor of McCall's in 1970 "Now I feel a general function
of a women's magazine L1s to be not onli a voice speaking to women but
‘the voice of women speaking to women, -

There is a real fear among the women's magazines of moving too far
in the direction of feminism -- fear of alienating their many r=aders
who still regard home and family considerations as far outweighing the
need to be "liberated," Patricla Carbine; when she was editorial
director of McCall's in 1971-1972, explained the magazine's position:

"Our magazine has an ongoing commitment to providing ugeful pileces that

touch those areas of a woman's life that are uniquely hers. Women still
run houses, worry about serving nutritious food, impraiing the home en-

vironment, keeping fit, dressing in an attractive way.

M:Call‘s, put out by the McCall Publishing Company, began as a
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pattern catalog in 1873, It seill ia noted for its fashion columns, but
has branched out widely since then. Calling itself "The Magazine for
Suburban Women," it has come closest of the three magazines to approach-
ing a degree of feminism, though it remains a service magazine with a
developing interest in public affairs. Shana Alexander gave the maga-
zine a nudge in the feminist direction. Careers used to be treated as
short-term objectives for women by McCall's and all the other women's
books. Today women who pursue careers are regarded with greater respect.

McCall's featurea a monthly newsletter for women called "Right Now."
This section is an unusual mixture of women's liberation news and human
interest items. Patricia Carbine, speaking before a group of Northwestern
University graduate students in the fall of 1974, called the "Right Now"
section a "forerunner of the Ms. Gazette,' an attempt at becoming ''con-
temporary.' However, Carbine cautioned against trying to turn around a
magazine with a traditional readership. This would only confuse -he
readers, she said.

Each issue of McCall's features picture-and-text stories on food,
beauty, decorating, health, fashions, home furnishings and needlework.
Regular columns include Dr. William Nolen, Marilyn Bender, Maurice
Woodruff. '

Typical feature articles include investigative reports on subjects
of interegt to women, and interviews with personalities. Some fiction

heavier on fietion.

When Shana Alexander first became editor of McCall's, she said:
"We talk to the whole woman. Not just to her GLANDS. Or her BRAIN. Or
her FEARS. Or her SELF-IMAGE. But all of her. Not just to a particular
age-group, like Redbook. Or to a special interest group, like Cosmopoli-
tan. All of her. Our special interest group is ~=- women!,..I think

McCall's occupies an ideal position in the entire magazine fleld..."!

Audience Characteristics

At a 1969 seminar on "The Modern Woman Reader amd How She's Changed,"
then Mademoiselle editor Betsy Talbot Blackwell expressed these views:

"The modern woman today is far more interested in a career than she
was right after the war., Today's woman is a much m - sophisticated,
better-educated person. You cannot talk down te hes

"She has more know-how...she reads a greater variety of magazines,
She is interested, because of her better education, in everything that
goes on in the world, and she reads magazines from various points of view
as a mother or a wife, a 3aociologist, a busfuess woman.

", ..She has a greater freedom of choice in planning her life.

'""She can...be a bachelor mother. She may choose to be married but
childless. Possibly because of more permissive husbands and children, she
can pursue her career,.. '

"Never has the woman had more money to §p3nd, more money of her owm,
more control of how and where 1t 13 spent."™

Other participants in that seminar were Geraldine Rhoads, editor of
Woman's Day, Helen Gurley Brown, editor of Cosmopolitan, and John Kack

Carter, then-editor of the Ladies' Home Journal, and previously editor of
McCall's.




Asked about the Journal audience, Carter said, "...our audience
would be a bit harder to define than the other magazines represented here
because in a sense the audience of Ladies' Home Journal really is all
women. I like to think it is designed for all women who are prepared (v
grow, because women do have the time and the need and the desire to
grov. ..

" . .But when it comes right down to the question 'do I believe that
all of our readers are moving far out, that they gfi ready to accept the
breakdown in family structure,' the answer is no."

In trying to get a picture of the audiences of Good Housekeeping,
McCall's, and the Ladies' Home Journal, it becomes apparent that the
thre. audiences practically share the same demographic profile, so close
are they. Whether looking at the magazine's own research studies or at
the statistics compiled by large professional research corporations, the
percentages of difference between them almost never go beyond five per
cent, and rarely reach three per cent. Therefore, the audiences of
these three magazines can be considered together for purposes of finding
out what the typical women's service magazine reader is like.

Back in 1954, a Starch study reported that 69 per cent of the women
readers of these three magazines were housewives. A 1973 Simmons update
has reduced this purcentage to 53 per cent, Of the 47 per cent of the
readership who are out in the job market, approximately 14 per cent hold
professional/managerial positions. This compares with eight per cent in
1954. %

About 66 per cent of the readership are between the ages of 18 and
49. The remaining 34 per cent are 50 and over.

About 40 per cent of them are in $15,000+ households. About 35 per
cent of them are college educated.

Over 68 per cent of the readers live in metropolitan areas; 40 per
cent are clasgified as metro-suburban residents. About 70 per cent own
their own homes.- e

Approximately 70 per cent are married women; 50 per cent have
children under 18.

The 1974-75 Simmons measures audience quality among all 33 magazines
with a eirculation of over a million. Below is a summary of the results
as they affect the three magazines in question.

adult per cent

median . per cent college

household 515,000+ educated
Rank  income _Rank _ households Rank  adults

LHJ '24 $13,365 21 42,5% 13 39.5%
McC 28 513,058 25 41.6% 20 34.9%
GH 29 $12,746 28 39.2% 21 34.2%

Girculation

Ac.ording to the Publisher's Statements released by ABC, the total
paid circulation of both Good Housekeeping and the Ladies' Home Journal
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declined slightly over a one-year period, while McCall's total paid cir-
culation rose slightly, -

The price of all three magazines rose from 60 cents to 75 cents in
July 1974. One-year subscriptions cost $7 for Good Housekeeping, $6.95

for McCall's, and $5.94 for the Journal,

Good Housekeeping continued to depend more than the other two on
nevwsstand sales (27 per cent of Good Housekeeping's sales for 1974 have

been newsstand sales, 11 per cent for McCall's, and 18 per cent for the
Journal). While subscription sales for McCall's declined, single copy

sales were up. The same is true of the Journal. Both subscription and

Here are the figures:

McCall's
o Average paid circ. Average paid cire.
for 6 months ending for 12 months ending
6/30/74 _ i} 6/30/73 -
Subscriptions: 6,689,609 6,692,886
Single Copy Sales: 833,718 727,082
Average Total Paid _ 7 —
Circulation: - 7,523,327 7,419,968
Good Housekeeping
Subscriptions: 4,075,035 4,172,855
Single Copy Sales: 1,536,386 . 1,542,009
Average Total Paid — —_— v
Circulation: 5,611,421 5,714,864
Ladies' Home Journal
Subscriptions: 5,768,596 5,886,005
Single Copy Sales: 1,249,871 1,140,833
Average Total Paid _
Circulation: 7,018,467 7,026,838

As a posiscript to this section, here is what John Mack Carter,
then-editor and publisher of the Journal said about cireculation growth
in 1969: -

"I had thought cutting the Journal eirculation to three million
might be a good idea, but then when Post went down to three miilion and
folded, I decided it was a bad idea, It would be better to add three
million, I think any niagazine has to grow. The number of educated
women is growing, the population is growing. You can explain your maga-
zine's not growing because you are specializing, and doing a lot of
other things, but the reason is you are probably doing something wrong.
The only Ehfgg for the Journal to do today is to go out after McCall's,
I believe,"™ -

d

Advertisin,

Women's magazineé are a valuable advertising medium. Editorial and
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advertising pages naturally complement each other. As Jjames Playsted
Wood points out in his book, Magazines in the United States: "Love

is the subject of a romantic short story; the accessories of love are
for sale in the advertising pages. A glamorous heroine walks the stage
of a short story, and her counterpart--dressed in trade-marted girdle,
shoes, brassiere, scmckings, ﬁres§ suit, coat, and cosmetics--parades
through the advertising. The beautifully furnished home interior shown
in color photography in an article is matched by the beautifully
furnished home interior in an equally colorful advertisement."L?

In essence, women's magazines have always been catalogs. This is
the theme of an in-house advertising repcft which appeared in the
November 1974 issue af Ms.:

"It wasn't women's poténEiEl as feaders and opinion-makers that
inspired big publishers to begin directing magazines our way...It was
our pntential as ;DnSumers .

.The women's magazine in a publisher 8 sz able might be the
finsngial support of publications labeled 'men's' or genaral interest,
'serious' publications in which women were rarely mentioned."!

As "'special interest" publications, the women's magazines offer the
advertiser a precise target for his sales pitch. These magazines can
offer much more than space: the reader's confidence in th» magazine
rubs off on the product, These magazines speak with authority; th%g is
one of their great advantages over spot ads on ‘daytime television.
Iheifvpublishers capitalize on that prestige in such trademarks as the
Ladies' Home Journal's "the wmagazine ‘women believe in," and Good Houge-
&EEElﬂE s description of itself as 'the magazine America lives by,’

~ As Ms. magazine points out, advertising is a socializing force, a
rart of our education: social expectations and commercial interests can
ssrdly be separated. 1In the past, "...the ads in women's magazines un-
iike those in men's magazines, did not reflect a range of human needs
and interests...They reflected certain needs only, and were accumulated
with the clear assumption that women could and should have the power to.
spend their consumer dollars only for products used in cooking, clean-
ing, raising children, and decorating ourselves with the purpose of
catching or holding a man."

Nowadays products never before considered proper for women's maga-
zines-~cars, liquor, books, records--are being advertised not only in
the pages of Ms, but in the pages of the traditional women's service
magazines as well, Good Housekeeping, which, as a matter of policy,
does not accept alcoholic beverage and tobacco products, is the least
progressive of the three. A study of the pages of several recént issues
of. Good Housekeeping, uncovered very few non- -traditional women's type
advertisements,

The unique Good Housekeeping Institute, first organized in 1901 as
a service division of the magazine, is responsible for investigating
representatjve samples of products advertised in Good Housekeeping. No
product can be advertised until it has been found acceptable by the
technicsl staff of :he Inatitute. Each yea:, says Good Housekgegéig

because products ‘do not perfofm satigfagtarily or live up to Eherclaims
made fer them Aiso, gdvertising is sometimes fefused becausg gertaiﬁ
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This is the case with cigarette advertising, liquor, prescription drugs,
high-potency vitamins, ete. The famous Good Housekeeping Seal of
Approval cannot be used by any manufacturer on his product until it has
met the requirements established by the technicians of the Institute.
This painataking process does pay off. The results of a study done
in April, 1974 of 10,710 housewives by McCollum Spielman and Co., Inc.
demonstrated Good Housekeeping's overwheiming leadership in advertiser
confidence among the best customers--housewives between the ages of 18-34
(the poll was commissioned by Good Housekeeping). This study measures
the degree of confidence in terms of dual readership. It divides all
respondents into 18 separate pairs, consisting of women who read Good
Housekeeping plus one other magazine studied, 7

Good Housekeeping 45% Good Housekeeping 45%
Ladies' Home Journal 24% McCall's N 19%

Advertigsing Volume
- This year 1970 was a recession year. In February 1971, Newsweek
Magazine reported that the women's books, like moust other magazines, were
"...still recovering from a financial year they would prefer to forget
quickly. McCall's lost, by some estimates, nearly $4 million in 1970,

Good Housekeeping was down 14 per cent in ad pages and Redbook fell 6 per
cent. But, like many specialty magazines, the women's periodicals suffered
less than most.'~®

Edward Fitzgerald, then-president of McCall's (which had just trimmed

its page size down to news-magazine size), said, "OQur future is bright be-
cause we offer services that cannot be provided by a general medium like
television." The publisher of Family Circle noted that, '"Food is always

So the women's magazines soon bounced back to health.

1973
McCall's .
892.31 ad pages (49% of total) $34,268,255 ad revenue
Good Housekeeping 7
1,195,27 ad pages (45% of total) $33,767,485 ad revenue
Ladies' Home Journal
1,060.1 ad pages (577 of total) $40,860,977 ad revenue
1974

McCall's
1,009.6 ad pages (+13%) $37,331,587 ad revenue
(+ 9%)

Good Housekeeping

1,129.09 ad pages (-6%) $31,426,939 ad revenue
' (=7%)
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Ladies' Home Journal ;
1,118.5 ad pages (+6%) 538,357,689 ad revenue
(-67%)

Source: P.I.B.

Layout and Graphics

Women's magazines, especially the service magazines such as Good
Housekeeping, have a particular problem achieving a smooth flaw1ng lay-
out, due to heavy adverti~ing. And advertising is on the increase in
these magazines. Their problems are complicated by the more innovative
colorful ads they are noted for. Their ads tend to grab the readers'
attention more than do ads in news-type magazines; the ads are handled
at least as well as the editorial content.

The most attractive ads are found on the inside front cover, the
pages immediately following, and the center section.

Obviously, a good layout is necessary for printing and advertising
to successfully compete for attention. Contrast between surrounding
advertising and text matter is important. Good HousgkeeP;qg_§ table of

contents page uses light type and small subheads. Helping it to stand

out is usually a colorful neighboring one-column. ad, as in the November
1974 issue. The Journal's contents page is given similar treatment.
The table of contents page in McCall's utilizes large boldface sub-
headings and dark type, making it stand out on its own.

Earlier this year, Good Housekeeping changed its logo, which used
to be small and crowded into one line. The new two=-line logo is larger
and bolder, and usually in a bright coler (it used to be white).

McCall's and the Journal use even bolder logos, easily recognigable on
the newsastands,

Unlike its competitors, which feature one large cover photo or
drawing, Good Housekeeping uses a degign of two or more square or
rectangular pictures illustrating the major stories of the month.

Featured articles are always listed on the cover of Good Housekeeping,
where newsstand sales make up a sizeable proportion of the paid reader-
ship--27 per cent.

McCall's attempts a new layout effort with every story. MeCall's
won two out of seven Gold Medals awarded by the Society of Publication
Designers in 1973. It captured 41 awards in all last year, to the
credit of the art department.

The cover of both McCall's and the Journal invariably features a
famous woman -- a Kennedy, a politician's wife, an actress, Both
magazines, like Good Housekeeping, list their main features on the
front cover: McCall's alternates using two colors for the caption%;
the Journal sometimes uses as many as five colors on the captions (each
feature title listed is printed in a different color).

McCall's and Good Housekeeping regularly use insert sections printed
on rough stock newsprint paper. McCall's utilizes this type of paper for
its "Right Now'" section, Good chsekegpi_g uses it for its cooklig section
and the section called "The Better Way.' The Journal uses this type of

paper only when it prints 4 book bonus (irregularly).

Conclusion
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To keep the readers interested, and Eherehy the advertisers (who
carefully note circulation trends), the women's magazines must keep closely
in touch vith their public's ever-changing tastes. Their most pressing
editorial problems seem to be related to the women's movement -- a move-
ment that is still in flux and that they cannot yet know precisely how to
cope with., There, they are caught on the horns of a dilemma. Just how
radically the life- style of American women will change is still uncertain,

An editor can point to Time and Newsweek and Fortune and Forbes and
say that the responsibility for covering intellectual and social change
rests with them, and with the mass media, The women's magazines should be
left to deal with "women's toples" -- sex, emotions, male-female relation-
ships, children. But today, that seems unrealistic and outdated. The tra-
ditional magazines do heve a role to play, and that is to keep their readers
in touch with changing life-style patterns, and to change along with their
readers, Enough is happening right in tra’!tional women's spheres to merit
the attention of editors and readers from &« wide spectrum.

In other areas, these magazines continue to fill a useful role: help-
ful articles on health problems of women, interior decorating ideas, etc.
Many women continue to enjoy some of the traditiomally "female" hobbies

~.that-.feminists may scorn: needlepoint, gardening, cooking. FPoetry and

fiction markets for women writers would be substantially reduced without
the existence of these magazines.

As advertising media, they have always performed an important function
in stimulating consumption. They serve as a major source of consumer infor-
mation for millions of readers.

Far from slowing up, the Simmons Company reports that the women's maga-
zine field will become much more competitive in the near future.
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FOOTNOTES

1"Hc§g¥1's and the New Woman," the Writer, 8/70, p. 10.

20The Modern Woman Reader and How She's Changed," Current Editorial
Problems: A Seminar, 2/4/69, p. 17.

"'Liberating Magazines," Newsweek, 2/8/71, p. 10l.

41In 1969, John Mack Carter, when asked what value he put or fiction,
said: "I would be happy to ‘o without fiction except the magazine
doesn't work a2s well without it." In 1966, 'discouraged with the quality
of the short story available," he tried to phase it out of the Journal.
"And to judge by the immediate reaction of readers, the result was so bad
that I started running fiction again. And I think that I know what happens
on Redbook, and Good Housekee iﬂgz and on McCall's, and on Cosmopolitan
as well, and it would be difficult to do without fiction."

S"Liberatiﬂg Magazines,'" op.cit.
61oman Power,' Newsweek, 3/30/70, p. 61,

7"Liberating the Journal," Newsweek, 8/3/70, p. &4.
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120Mccall's and the New Woman," p. 11,

130The Modern Woman Reader," p. 2-3.

16Woad James Playsted Magazines in the United States, (Ronald
Press Co., N,Y. 1956), p. 127-28,

17"A Personal Report From Ms.: Everything you always wanted to
know about advertising-- and haven't been afraid to ask," Mg., 11/74,

p. 56.

ls"Advérzising Policy of Women's Magazines," the Nation, 6/5/72,
p. 710,

19up personal Report from Ms.," p. 57.

191




194

BIBLIOGRAPHY

Tebbel, John, The American Magazine: A Compact History (Hawthorn
Books, Inc., N.Y.), 1969.

Wood, James Playsted. Magazines in the United States (Ronald Press Co.,
N.Y.), 1956. ’ -

Woodward, Helen, The Lgéy,?efsugdéfs (lvan Obolensky, Inc., N.Y.),
1960, o -

American Society of Magazine Editors. Current Editcrial Problems:
Seminar, Jan., Feb., 1969.

A

Newaweek

The Nation

The Writer

The New York Times

Standard Rates and Data
Simmons, Starch, P.I.B., A.B.C,

Promotional material from McCall's, Good Housekeeping, and the Ladies'
Home Journal, Chicago offices.

192




