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Net-A-Porter’s glossy mag is raising 
hackles at Vogue  

 
Going global: Porter’s Lucy Yeomans and Tess Macleod-Smith 
 

The glossy world of fashion magazines hasn’t seen a war like this for years. Porter, a new print 
title published  by online retailer Net-A-Porter, is going head to head with  Vogue, Harper’s Bazaar 
and other established names. 

This isn’t just another customer magazine like those produced by Harrods or John Lewis. Porter, 
unveiled last week in a transatlantic launch, is a consumer title. It is priced high at £5 (Vogue is 
£3.99 and Harper’s £4.20) and is being sold in 20,000 shops and on Net-A-Porter, although its 
best customers will be sent it free. 

Editor Lucy Yeomans says it is aimed at “sophisticated women of the world” and the editorial 
pages feature “all brands, whether they’re stocked on Net-A-Porter or not”. Gisele Bundchen is on 
the cover of the first issue, and there are articles on actress Uma Thurman and financier Amanda 
Staveley. 
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Porter is a single, global edition, with no regional content — unlike Vogue or Harper’s with multiple 
editions. An estimated 400,000 copies will be circulated six times a year in 60 countries. 
Advertising rates are said to be higher than those of British Vogue. 

No wonder Nicholas Coleridge, president of Vogue publisher Condé Nast International, damns 
Porter with faint praise, describing it as “pretty” and “safe”. He adds: “It feels like a delightful 
contract magazine.” 

Condé  Nast is taking Porter seriously. Vogue has launched an ad campaign which, provocatively, 
includes the giant 36-metre-wide, illuminated digital poster site at Holland Park roundabout. The 
reason? It stands outside Net-A-Porter’s offices in Westfield.  

Yeomans maintains Porter isn’t a direct rival to Vogue or Hearst’s Harper’s Bazaar, which she 
edited previously, but she talks about them in the same breath: “We hope Porter will take its place 
alongside those sisters.”  

There is scant evidence of sisterly behaviour. Yeomans and her publisher, Tess Macleod-Smith, 
also ex-Harper’s, infuriated Condé Nast and Hearst by poaching staff for their 50-strong team. A 
rival claims Porter offered pay rises of up to £30,000 to woo mid-level executives. But one Vogue 
staffer who quit for Net-A-Porter returned to her old employer this week. 

It may seem counter-intuitive for Net-A-Porter, which already produces a weekly digital magazine, 
to move into print — especially as most consumer mags have seen circulation fall in recent years. 
But Yeomans says: “It’s trusted and readers have an emotional connection. They love print.” 
There is a tablet edition too. 

Porter isn’t über-fashionable. It focuses more on clothes that can be bought now, rather than a 
catwalk collection that might not be in the shops for months. An app with image recognition means 
readers can point a smartphone at every page to buy the product and get it delivered.  

“It’s this moment when commerce and content are coming together,” says Yeomans, who talks 
about “shoppability” and “putting ‘the service’ into  publishing”. 

Net-A-Porter’s tech team and its  shopper data helped with the planning in a way that was lacking 
at Hearst, says Macleod-Smith. “It’s easier for us [as a retailer] to become publishers than the 
other way round,” she adds. That said, Porter’s launch was planned for last autumn, but got 
delayed. 

Advertisers such as Chanel and Dior have backed Porter’s first issue with 72 pages of ads 
(against 262 in Vogue’s latest issue). Lindsay Pattison, UK chief executive of media agency 
Maxus, praises Porter as “great-looking” and says: “In no way is this a contract magazine. It is far 
more sophisticated.” But she has a “caveat” about whether advertisers will buy globally, because 
95% of media is bought on a country basis. 

Net-A-Porter founder Natalie Massenet thinks global, after selling the site to Richemont. 
Revenues rose 18% to £435 million last year but Net-A-Porter lost £23 million as it expanded in 
foreign markets such as China. 

She worked on Condé Nast’s Tatler with Yeomans before founding Net-A-Porter in 2000, and 
there is a sense she is fulfilling a dream with Porter. It is written in “American English”, fuelling 
fanciful rumours that Massenet could be interested in editing US Vogue. 

It will be hard to measure Porter’s success as it will not submit ABC circulation data, although 
Macleod-Smith hopes to do so in future. Sceptics also doubt it can have the authority of a Vogue, 
Harper’s or Grazia, which are seen as neutral and inspire trust. Yeomans insists Porter has 
“editorial integrity”. 
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For now, the focus is on sales. Branded, one-metre-tall Porter display stands have been 
positioned at the “point of sale” even in small shops in far-flung areas of London such as Kensal 
Rise. It will not have escaped Porter’s attention that Kensal Rise is home to several top Condé 
Nast executives. 

 


