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Chalrman Diamandis, President Kummerfeld ﬁ\mbers of the

Magqglne Publishers Association, ladies and gentlemen.

'\ {({Let e-begin with a_ cenfess1on.\ Iﬁm“afﬁaga21ne junkie. I
\ e "‘fh—-w_-*.(..._._.m-—.-m _",..,r-""' — e

say that even though you keep saying I have no v151on.\ Sorry, I

o

just don't see it. {// But maybe there's a reason we don' \\always !

\ e { ORI

see eye to eye. Here I am traveling around planting trees -% and
vou're cutting thelm down to print magazines.)) /f/
-
Seriously, I haye\a brief statement to_ makeu--‘and then I'11
~— e e

e s e

be delighted to take questions.

Yesterday, I sent a letter to the House leadership urgin {/’
passage of a Constltutlonal Amendment mandatingf that government Z£<pf
spend no more money than it takes in each year The House¢W1ll A
vote on this amendment today. I call on it t ac;ftdwgestore g}fﬁ# %

fiscal integrity to &S;;;;;;E%X " N

This Conbtltutl;\\I\ﬁmé’//i;sz?OVldeS for a balanced budget

for the United States government. Not somewhere -- not sometime

-- but now -- period. // It will give us the tools -te-help

— =y I
solve the budget deficit. It will provide the C:st fundmantal

change needed in the Federal budget process -- and hopefully, a_ "

o e e e s AT

change long needed in the minds of too many who measure progress
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made by dollars spent. // A change, indidentally, which would

make them view taxes as a last -- n;?/;irst -- resort. g A

Already, more than 30/§;atef1egis&atures have calleg/fof a
o . -

constitutional convention to mandate a baianced budgetf They

know that such an ameanent will curb debt -- protecting

. P

Americans of future generations. And help this generation by
encouraging the responsibility that will let us put -- ané then
keep -- our financial house in order.

Today, Congress has the chance not merely to follow the

States' lead -- but to take the lead. The balanced-budget I, fA

- " _Awn“{‘
amendment will ~make it harder -- much harder -- for Congnesé to L¢$”%“V%}&

rSer Sl

(\I‘M(

approve al rise 1n/%he government's borrowing 11mlb/’/#ogether

'(n
with the\llne Zitem veto Constitutional Amendment -- which I also
urge the Congress to pass -- it will acknowledge what the people

already know: The time for reckoning can be postponed no longer.

The day for hard choices is here.. /ffomn
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Thewbatanced:budget Constitutional Amendment says to each

e '~

rd N
~" American: Government exists to do your work -- not the other way )
e
around. // So I call on Cdngress to pass it -- and ensure. the™”
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fiseal-sanity--that-leadsyte 16Wer debt, lower 1nterest rates,
more jobs, and more proSperity. This magnificent Nation deserves
no less -- and we, as/her trustees, can afford to do no less.

Now, I'll be glad ta,answer questions.
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MPA: July 17, 1990

Report #2: July 16, 1990

Curt,

Enclosed please find a rough draft of the President's letter to
House leaders, to be sent over to the Hill later this afternoon.

In the letter, the President urges "prompt adoption" of an
amendment to the Constitution (H.J. Res. 268) to (1) provide for
a balanced budget for the United States Government, and (2) allow
for greater accountability in the enactment of tax legislation.
The President writes that the Amendment is needed in order to
"help restore fiscal integrity to the Government."

The President goes on to call such an amendment "the most
fundamental change needed in the Federal budget process...both
necessary and appropriate to protect the interests of citizens
not now able to represent themselves: the citizens of future
generations."

The President finally notes that 30 State legislatures have
already called for constitutional conventions to discuss similar

‘legislation.

The President further uses the letter to express his support for
a (separate) line-item veto Constitutional Amendment. In
reference to the line-item veto, considered along with the other
proposals, the President writes that "these tools are vital to
solving the problem of budget deficits."



' DRAFT
[DATE]

Dear [NAME]:

I am writing to urge prompt adoption of H.J. Res. 268, which
proposes an amendment to the Constitution to provide for a
balanced budget for the United States Government and for greater
accountability in the enactment of tax legislation. In order to
help restore fiscal integrity to the Govermment, we need such a
balanced budget amendment, along with a line-item veto
constitutional amendment, and enhanced rescission.authority for
the President. Together with political courage and discipline,
these tools are vital to solving the problem of budget deficits.

A constitutional amendment to require a balanced budget is the
most fundamental change needed in the Federal budget process. 2
balanced budget amendment is both necessary and appropriate to.
protect the interests of citizens not now able to represent
thenselves: the citizens of future generations. The seriousness
of this issue is reflected in the fact that more than 30 State -
legislatures have already called for a constitutional convention

for this purpose.

A balanced budget amendment must also include safequards against
a resort to higher taxes as a means of complying with the _
constitutional mandate. Section 4 of H.J. Res. 268 includes such
a safequard, although I would replace the word "revenue" in that
provision with the word "taxes," in order to avoid impeding
increases in non-tax revenues such as user fees. '

Section 2 of H.J. Res. 268 also includes a safeguard against
inappropriate increases in the public debt. I support this
provision, although I note the need for one technical change.

The public debt includes Treasury securities held by Government
trust funds, and rising trust fund surpluses can cause the public
debt to increase even when the overall budget is in balance. 1In
order to avoid triggering the requirements of section 2 when the
budget is balanced, I recommend inserting the words "held by the
public" after "United States."

/

I am prepared to continue working with the Congress to enact
meaningful, Credible, and effective budget reforms. Adoption of
H.J. Res. 268 will be an important first step toward this goal,
which is crucial to our Nation's long-term economic health and

prosperity.

Sincerely,

[(INSIDE ADDRESS]



Remarks by the President to the Magazine Publishers Association:
Tuesday, July 17, 1990; Rm. 450, OEOB.

Talking points:
I. On Magazine Publishers Association (MPA)
-MPA was founded in (1976)

-Peter Diamandis is the Chairman of the MPA, and Donald D.
Kummerfeld is the President. These two mean lead a staff of just
38 people.

-MPA is most involved with its annual Kelly Award for
advertising, the Henry Johnson Fisher Award for contribution to
the magazine community, and its Landmark Research Project. MPA
is also active through its member committees such as the Postal
Committee, Research Committee, Marketing Committee, Tax
Committee. These committees join with the MPA staff to deal with
such challenges as improving the climate for magazine sales,
increasing educational opportunities for young people with an
interest in publishing, or fostering more international exchange
in the publishing industry.

-First Lady Barbara Bush was the featured speaker at MPA's
seventieth annual conference, at which time Mr. Diamandis
presented her with a check for $20,000 which was donated in her
name to the Foundation for Family Literacy.

-MPA is international: last year six new publishing members from
four countries joined MPA, making a total of 41 publishers from
18 nations.

o



IT. On magazines:

-Today's $15 billion magazine publishing industry traces its
origins to magazines that were introduced into Colonial British
America: Andrew Bradford's American Magazine, and Benjamin
Franklin's General Magazine. The latter was introduced three
days after the former in January, 1741.

-Six months later, both magazines were defunct. By 1800,
however, one hundred publications had been founded.

-Today (1989), there are 11,556 magazines in the United States,
with almost 500 new magazines issued each year. (That's 1.3 new
magazines launched every day.

-People read magazines: American consumers are buying more
magazines than ever before: 77% percent increase in circulation
over the past twenty-five years compared to a 50% growth in U.S.
adult population.

-Americans buy on average 36 magazine copies per year, compared
to 30 copies per person ten years ago.

-88% of the U.S. population 18 years of age or older read one or
more magazines a month, that's 156.3 million adults. (90% for
women, 85% for men)

-In the ten year period ending 1989, magazine advertising
revenues doubled from $2.7 billion to $6.6 billion. Advertising
revenues jumped 580% in the past quarter century from $.97
billion to over $6.6 billion in 1989. (NOTE: these figures
represent the larger consumer magazines measured by Publishers
Information Bureau, reflecting 85% of total consumer magazine ad
revenue.

-Magazine editorial pages play a significant role in mobilizing
public interest and awareness on a variety of topics. For
example, editorial pages helped to create recent interest and
concern among Americans regarding health and nutrition issues.
(Opportunity for a good joke here on anti-Bush editorials; ie.
...help create interest on a variety of issues, including, I
might just add, the limited vision of this President...)

-People trust magazines: a recent study of the media revealed
that among media sources, magazines were by far the medium that
consumers most counted on for their primary source of knowledge,
information, and usable ideas. A majority of respondents said
that magazines best fit their personal needs and lifestyles, 65%
greater than television, three times greater than newspapers, and
ten times greater than radio.



-Magazines are constantly improving: new technology including
paper reproduction innovations, the polybag wrap, desktop
computers, inkjet imaging, and involvement devices such as a 3-D
viewer or voice message, all of which will allow for even more

personalized and customized communications to readers in the
1990's.

IIT. Good language:

Every magazine has a distinct personality. A real
conversation takes place between a reader and an editor. Reading
a magazine is an intimate, personal, involving experience...

A magazine is a tangible enduring companion, a friend that
you can enjoy at home, at work, traveling, anywhere at all.
Magazines are portable, informing and entertaining. The
intrinsic, informational character of a magazine makes it an
integral part of daily living.

Magazines can deliver highly targeted, quality audiences
with more product purchasing power than any other mass media.
That is why the 90's will be a decade of great opportunity for
marketing magazines to advertisers and readers. (Taken from: The
Magazine Handbook, #59.)

IV. Humor possibilities:

-something about the Sports Illustrated Swimsuit issue.
Perhaps in reference to the number of Americans who read
magazines, ie. ...0f course this President is proud to be among
the 156.3 million Americans that reads at least one magazine. 1In
fact not once have I missed the annual SI swimsuit issue since it
started coming out...

-re. nasty editorials, see above.
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A Balanced-Budget Amendin

By John E. Yang
Washington Pest Staff Writer

Rep. Thomas R. Carper (D-Del),
whose degree from Ohio State Uni-
versity is in economics, says there
are times when the federal govern-
ment must spend more money than
it collects. But the moderate Dem-
ocrat and former state treasurer
wants to make federal budget def-
icits unconstitutional.

“We're mismanaging our fiscal*

state so badly, clearly we've- got to

do something,” he said. “Clearty -

something is out of whack here.” A
Carper will get his chance to sef
things straight Tuesday when- the -
House is to vote on a proposed con-
stitutional amendment,
sored by Carper and a bipartisan
group of 247 of his House col
leagues, that would mandate that
the government spend no more
money than it takes in each year.
The balanced-budget amendment
is a perennial issue in Congress. It
is backed by lawmakers in both par-
ties and is advocated by President
Bush, as it was by then-President
Ronald Reagan. All but one of the
states have provisions in their con-
stitutions requiring a balanced op-
erating budget. Public opinion polis
show wide support for adding the
language to the federal Constitu-
tion, and more than half the state
legislatures around the country
have called for a constitutional con-
vention to draft such an amend-
ment.
But Congress has never approved
the constitutional change and con-
stitutional scholars and budget ex-
perts alike question whether it be-
longs in the nation’s fundamental
charter and whether it would even
accomplish its goal.
Supporters of the amendment
. said last week that Tuesday’s vote
is too close to call. They said their
chances are helped by the current
focus on the budget deficit and the
attendant political posturing. Law-
makers may find it easier to cast
politically difficult votes to raise
taxes or cut spending if they have
already voted for a balanced-budget
amendment, backers said.
But House Democratic leaders,

who oppose the proposed change,
were confident the measure would
not win the two-thirds majority
needed for approval. Constitutional
amendments must be approved by
two-thirds of the House and Senate
the legislatures of

and ratified by
three-fotirths of the states.

A similar proposal is pending in’ ]
the Senate; Its backers said they- virtue. “We ‘ shouldn’t  amend the-
will wait for the outcome in’ the-
"before seeking: a’ Senate -

"House

vote, -

- =+ The version the House will cori-
-sider would require that Congress
“-set info law at the beginning of each -
" fiscal year 4 projection of how miuch’
‘money the government will collect, ™
Spending could not exceed that es-
cospon-——timate unless three-fifths majorities---

of the House and Senate approve,
It would also require-a roll-call
vote on any tax increase
fifths majorities to approve a riselih
the government’s borrowing limit.”
Critics complained that the pro-

posed amendment would dictate a.
result without offering a solution,

“Even though I haye read and re-
read the proposal,  af’still unsure
how it is supposed to operate,” said
Walter Dellinger, a Duke Univer-
sity law professor. “It provides no
apparent mechanism for accom-
plishing its stated objective.”

Backers acknowledged that the-

amendment alone would not cure
the nation’s fiscal woes. “This con-
stitutional amendment is not an jm-
mediate fix,” said Rep. Larry E.
Craig (R-Idaho), a prime cosponsor
of the measure who is running for
the Senate. “But it is a fundamental
change in the budget environment,
If the process doesn’t require a bal-
anced budget, it won’t happen.”

“The federal government has
squandered its credibility with the,
American  people,” said Rep.
Charles W. Stenholm (D-Tex.), an-
other leading cosponsor. “Nothing
short of this amendment will re-
store it.”

Carper said the importance of the
amendment lies in the hurdles it
would place in the way of increasing
both spending and taxes—hurdles
that lawmakers would not be able to
lower simply by changing a law.
The Gramm-Rudman-Hollings def-
icit-reduction law, by contrast, ap-

4} House Supporiers ExpectAClose Vote Tuesday; Oppdnents Cbnfident :
KK RIS Ce e M ma e Mg

. - get Director- i
~“It*would breéd deep’cynicism to - told reporters?
have an article of the Constitution Iatest figures Wie
of -the »UnitedStates—thabwasun-—j ginally higher
enforceable and could not hdeliv::ir — $159 billion dotl
what it seemed to promise;” he said. ° 17Cn - y
and-thyee-~ "7 Budget-experts. sax‘d-.a'baralnced€ : “IV& re ;ml:g XL LT ":.“gggl;r:n%xf‘l";g.
b~ budget amendment ismot a solution | * 5 vee R Hs . 100
to ~the nation’s fiscal problems. |- managl ng $0 ?ﬂ?::sg) g‘zez;
- Many state. governments have de- |- badly, clearbf T Do 9227
.veloped a.wide. range of mecha- |- -y D Darman’s most §
‘nisms to circumvent their consti- ‘weve got {o dO Tht_! numberggg
_tutional balanced-budget require- the size of the

" bounds when it comes to avoiding

Such drives rarely succeed. Since The most recent congressional Jt‘;ft how Wile
. the procedure was adopted in 1931,  vote on a balanced-budget amend- the governmg
only 43 of 482 attempts have suc- ment came in 1986 when the Sen-, fiscal year, "
ceeded in forcing a House vote, ac-  ate defeated a proposal from Sen. Because of

" search Service. Only 18 have re-

ATy

i

pears headed this yeéar for its
ond overhaul in three years..:
*-+“We will know with certainty that*
there’s a day of accounting that's
around’ the corner and we can’t
.Change it with.a mere statute,” -
Carper said. “It's a constitutional

" backstop.”

But others do not see that as.a - : msft deﬁ
Constitution for budget process” - 0810 ang
id Rep. Mike:Synar (D-Okla.). “It _ - Dews has begd
i§ irresponsible.” T i budget talks
* Dellinger “said adoption “of - the leaders, accor
amendment-“could be-truly harmful and congress

-‘to_the-Constitution” by placing-“an -
emipty promise™ into the document..

ments, including off-budget inde-
pendent agencies and classifying

something.” -

House and ‘coq

tors in talks a
! . —Rep. Thy R. Carper a4
operating expenditures as capital °p. Thomas 1. Carp federal budget
spending, R manageable siA

“Human ingenuity knows few said the cuts g

< The push for a -balanced-budget
amendment gained momentum in
the 1970s. By 1984, 32 state leg-
islatures—two short of the number
required—had called for a consti-
tutional convention to make the
change.

Lawmakers in Washington re-
sponded by - introducing amend-
ments of their own. The closest
proponents came was in 1982,

islated budget 308
already that tha
make much diff

According i
Rudman-Holling
law, the 1991.§
not exceed $64
talks fail to cog
of that targef]
cuts take effecH

budget constraints when they con-
flict with political incentives,” said
Rudolph G. Penner, a former Con-
gressional Budget Office director
who is a senior fellow at the Urban
Institute,

Even if the proposed amendment
fails Tuesday, the vote itself rep-
resents- a victory for its backers,
Carper, Craig, Stenholm and Rep.

Robert F. Smith (R-Ore.) were when the GOP-controlled Senate Congression:
joined by 84 Democrats and 160 approved a balanced-budget amend-  istration officig8
Republicans in introducing the pro- ment 69 to 31, twovotes more than ~ the budget ta]
posed amendment in May. It was necessary. Despite personal lobby- billion to $60.§
bottled up in the House Judiciary  ing by Reagan and then-Vice Pres-

adjustment in
Hollings targed

The econorg
bers released]

Committee, but sponsers forced a
floor vote by collecting the signa-
tures of a majority of House mem-
bers.

ident Bush, the House failed to ap-
prove the measure on a 236 to 187
vote, 46 votes shy of the two-thirds
majority.

cording to theé Congressional Re- Payl Simon (D-II.) on a 66 to 34

vote, one vote short of the needed
majority.

Gramm-Rudm}
gress and
increase spent

e

sulted in the passage of legislation,




Magazines make things happen.
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A Message from the Chairman and the President

09

Peter Diamandis, Chairman Donald D. Kummerfeld, President

was a good year for consumer magazines. For the first time since 1984 we enjoyed double-digit growth
in magazine advertising — up almost 11 percent over that of 1988. We outperformed the market in
1989 and “moved the needle” by increasing our share of the advertising market. However, as the year
ended, magazine advertising revenue growth dropped sharply in the context of a generally bearish
economic forecast and a more cautious advertising spending environment. As a result, magazine
publishers and all media anticipate less buoyant growth in 1990.

Audited circulation continued to grow at about 3 percent in 1989, outpacing the growth of the
U.S. population. New magazine launches continued at unparalleled rates and the market value
of magazine properties remained at historic peaks, although the pace of major magazine acquisitions
declined.

For MPA, 1989 brought new leadership to our Washington office and a strengthened presence
in the nation’s capital. We spearheaded a successful campaign to prevent the federal government from
enacting taxes on advertising, and we worked closely with advertising associations to defeat proposed ad
tax legislation in several states. We also joined with other classes of business mailers in creating the
Mailers Council to attack spiraling postal costs, which inevitably result in higher postal rates.

The ambitious MPA advertising marketing program inaugurated in 1988 gained momen-
tum in 1989. A new video presentation, “Magazines Make Things Happen,” dramatized the involve-
ment of magazine readers in editorial and advertising content. New leadership in our Detroit office,
plus an impressive new automotive presentation, “The High Performance Option,” made good
things happen for magazines in our largest advertising category. New long-term research on magazine
advertising effectiveness was begun. And the Kelly Award program, to stimulate more creative maga-
zine advertising, gained new momentum with the first gala black-tie award dinner in June which starred
Patti LuPone and honored the winning campaign for Absolut vodka.

Also in June, the first MPA/Folio: Magazine Publishing Congress in New York attracted more
than 2,500 participants, providing an auspicious start to the new partnership between MPA and Folio:.
The American Magazine Conference, held in Naples, Florida, in October and featuring First Lady
Barbara Bush, Lee Iacocca and several major advertiser CEOs, was enjoyed by more than 700 mem-
bers. Reports were that it was one of the best conferences ever held.

In 1989, MPA strengthened its financial condition with an operating surplus of nearly
$160,000, and a gain on sale of securities of $158,000. This resulted in an addition to the MPA fund
balance of $318,000. We believe the association is in a sound financial position to meet the challenges
of the 1990s.

As we enter a new decade, we are keenly aware of the challenges to the continued growth and
prosperity of the consumer magazine industry: an expected economic downturn and reduced advertis-
ing spending; continued pressure on advertising rates; increased competition within the industry from
new titles; the need to prove the effectiveness of magazine advertising; spiraling postal costs and
escalating costs of circulation and production; and continuing threats from federal and state govern-
ments to tax and restrict advertising — our lifeblood.

These are serious and daunting challenges, and overcoming them will require greater coopera-
tion among members who are highly competitive in the marketplace. MPA exists to make effective joint
action possible in attacking our common problems. Magazine publishers working together through
MPA do make good things happen.
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The boardroom fills up

for a guest presentation by
Paul du Charme, vice pres-
ident and director of print
media at Grey Advertising
in New York.

Introduction

With limited resources — 38 people in all, including staff
in Washington, D.C., and Detroit — MPA relies heavily
on the expertise of member companies in formulating and
carrying out the myriad of activities described in this
report.

This high level of activity is, of course, the result
of hard work and smart use of limited resources on the
part of MPA’s staff. But it is especially the product of
MPA’s indispensable committee system, which involves
members in every aspect of MPA activities and programs.
The committees are truly crucial to MPA. They provide
the primary forums for member participation in the
association. The concerns of individual publishers as well
as general issues of the industry are considered by the
appropriate committee and addressed by other members.
This can lead to industry-wide initiatives that benefit all
magazines.

MPA’s Kelly Award program and its pending
landmark research project, as well as its successful
legislative and postal efforts in Washington, are examples
of the actions and efforts of MPA committees. Subject to
practical limitations regarding the number of people who
participate at any one time, membership on MPA commit-
tees is open to any MPA member company on request.

In this report, special attention will be directed
at four of our 20 committees: the Postal and Tax Commit-
tees, which meet regularly with MPA’s Executive Vice
President/Government Affairs George Gross; and the
Marketing and Research Committees, which meet with
Executive Vice President/Marketing Development James
Guthrie and Vice President/Research Marian Confer,
respectively.

In the following pages, you will read about these
four committees in some detail. But all MPA’s other
committees are also busy, involving member magazine
executives in vital programs that benefit the entire

magazine industry.
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a Washington, D.C. —

(left to right) Postal Com-
mittee Chairman Cary Baer
(Reader’s Digest), Rep.
William D. Ford (D-MI) and
MPA Executive VP/Govern-
ment Affairs George Gross.

< Baer and Gross review
their meeting with Rep

Ford, who is Chairman of the
House Committee on Post
Office and Civil Service

(92

Postal Committee

The Postal Committee, under the chairmanship of Cary Baer
of Reader’s Digest, met four times in 1989, carrying out a very
busy year of activity on postal matters.

The committee’s chief activity was preparing for
full participation by MPA in the next postal rate case, filed in
March 1990. The committee reviewed the decisions of the
Postal Rate Commission on the 1987 rate case, developed
tentative recommendations to the Government Affairs Council
on issues likely to come up in 1990 and directed the staff to
undertake a comprehensive survey of MPA member mailing
activities (including information on quality of service received)
to be used in the 1990 case. In the coming year, the committee
will analyze the U.S. Postal Service’s new postal rate increase
proposals and make recommendations to the Government
Affairs Council, which reviews and approves policy positions
on behalf of the MPA Board of Directors.

The committee also worked with the Postal Service
on new regulations on advertising supplements to second-class
publications contained in polybags and on proposed limits on
bound-in multipage ads. On March 19, 1989, the Postal
Service issued final polybag regulations that included most of
the recommendations made by MPA. It also agreed with MPA
that regulations on bound-in multipage ads were not needed.

During the year the committee also heard
presentations by USPS officials on Postal Service marketing
activities and new first-class delivery standards to go into

effect in 1990.



Research Committee

The Research Committee acts as a “watchdog” to the magazine
research industry and serves as a forum where research
companies can present results of research studies and plans to
conduct future studies.

During 1989, MPA initiated a long-term research
project, in cooperation with major national advertisers and
agencies, to measure the impact of magazine advertising in
conjunction with television. The study’s objectives are to raise
the consciousness of advertisers and their ad agencies about the
need to pretest print ads to determine how well they communi-
cate marketing objectives to consumers; and to determine the
synergy between magazine and television advertising. Twelve
national brands will be studied during 1990, three at a time.

MPA and Publishers Clearing House have com-
missioned Audits and Surveys, Inc., to conduct a study entitled
“How and Why People Buy Magazines.” This quantitative
study, to be conducted in 1990, is an update of a similar
study conducted in 1976. The MPA Research and Circulation
Marketing Committees have contributed to the development
and design of the study. Results will be presented at the
American Magazine Conference in October 1990.

The Research Committee is again conducting a
“Survey of Ad Agencies’ Use of Syndicated Audience Services”
that includes 115 ad agencies around the United States. Results
will be available in late April/early May to MPA members
exclusively.

“The 1990-91 Magazine Handbook: A Comprehensive
Guide to Magazines for Advertiser, Ad Agency, and Magazine
Marketers” is a single-source reference for information about
magazines. The handbook, available in 1990, offers a compre-
hensive portrait of a medium that is perfectly positioned to help

smart marketers communicate effectively in the decade ahead.
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a Elmsford, New York —
Research Committee mem-
bers monitor a focus group on
consumers’ attitudes toward
magazines.

» (left to right) Don
McGlathery (Petersen Pub-
lishing), Eckart Guthe (Condé
Nast), MPA VP/Research
Marian Confer and Executive
VP/Marketing Development
Jim Guthrie.
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A Marketing Committee
members gather in the MPA
boardroom.

< Committee member
John Jay (Fortune) confers
with MPA's Jim Guthrie.

Marketing Committee

Under the leadership of Chairman Tom Losee of Architectural
Digest, MPA’s Marketing Committee continued to conceive,
create and implement programs designed to fulfill the goals of
the MPA Marketing Plan.

One of MPA’s most visible and effective marketing
programs is the Kelly Award. Given every year to the advertis-
ing agency creative team that is judged to have submitted the
best magazine ad campaign, the $100,000 first prize has
become one of the most prestigious in the industry. In 1989,
for the first time, the award was presented at a black-tie dinner
in New York. The ceremony and the entertainment, by Broad-
way star Patti LuPone, were broadcast via satellite to a
simultaneous cocktail party in Los Angeles. The two events
were attended by about 1,000 magazine, ad agency and client
guests who watched with mounting suspense as the presenta-
tion revealed the 25 nominated campaigns and, at the evening’s
climax, the winner: TBWA Advertising’s campaign for
Absolut vodka.

The Marketing Committee feels that the growing
prestige of the MPA Kelly Award helps reach an otherwise
elusive constituency that often exerts significant influence on
media selection: agency creative directors, copywriters and art
directors. Their awareness of the effectiveness of magazine
advertising, as well as their appreciation of the “mystique” of
the process of creating great print ads, will flow to MPA
members’ bottom lines in the form of more and better ads.

During 1989, “road show” versions of the Kelly Award
presentation were taken to agencies around the country, as well
as to Magazine Days and corporate marketing seminars. The
full-scale award presentation was also given at the Western
Region annual meeting of the American Association of Adver-
tising Agencies, the first time a magazine creative presentation
was on that organization’s conference agenda.

In all, MPA participated throughout the country in
a dozen Magazine Days in 1989, bringing MPA’s “Magazines

Make Things Happen™ message to more than 3,600 ad agency,



advertiser and magazine executives. MPA staff members also
spoke at numerous luncheons, seminars and trade shows, such
as those held by the Retail Advertising Congress, the National
Automobile Dealers’ Association, the National Retail Mer-
chants Association and the Advertising Research Federation.

Automotive advertising, the largest category of
magazine advertising, was the target of an aggressive promo-
tional campaign based on “The High-Performance Option,”

a 10-year survey that demonstrated the effectiveness of maga-
zines in a TV-magazines media plan. The presentation was
shown extensively to automotive clients and ad agencies on
both coasts and in Detroit, and a high-frequency ad campaign
ran in Automotive News and Adcrafter.

The Marketing Committee also initiated the produc-
tion of a six-minute promotional video, “Magazines Make
Things Happen.” This lively encounter with assorted magazine
readers — real people interviewed in suburban shopping malls
— dramatizes the intense involvement magazines generate in
readers. The video is the companion piece to MPA’s research
brochure, “A Study of Media Involvement.” The two in
tandem dramatically communicate the strengths of magazines
among the consumers advertisers most want to reach. Another
presentation, “The "90s, The Smarter Decade,” explores how
marketing, advertising and magazines will evolve together in
the next decade.

In 1989, the “Maggie” promotional campaign,
inaugurated the previous year, continued. Phase II, which in-
troduced the “Magazines Make Things Happen™ tag line, con-
tinued to run in member consumer magazines, and Phase 111,
aimed at the trade press, was launched. The committee
selected three advertising categories as the targets for Phase
I11: health and beauty aids, food and automotive.

The vigorous leadership of the Marketing Committee’s
chairman and the time and involvement of its members helped
MPA marketing programs achieve some notable successes in

1989 and paved the way for their continued success in 1990.
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Tax Committee

The Tax Committee met three times in 1989, under the leader-
ship of Eugene Farro of The Time Inc. Magazine Co., and dealt
with both federal and state tax matters affecting magazine
publishers.

The committee’s principal activities included analyz-
ing the federal alternative minimum tax and its impact on
magazine companies; reviewing the Lexecon study of the eco-
nomic value of advertising, financed by the Ad Tax Coalition
for use in opposing any federal effort to tax advertising;
supervising MPA efforts to defeat federal legislation to reverse
the U.S. Supreme Court’s 1967 Bellas Hess decision; and
supervising MPA participation in the challenge to Florida’s
application of the sales tax to magazines but not newspapers.

The committee concluded that the alternative mini-
mum tax would not have a significant impact on publishers and
that the Lexecon study, prepared under the supervision of
Nobel Prize winners George Stigler and Kenneth Arrow, would
be very useful in defeating any attempt to change the current
treatment of advertising costs (full expensing). Legislation to
overturn the Bellas Hess decision was stalled in the House
Judiciary Committee at year’s end, and, in a major victory for
MPA, the Florida sales tax on magazines was ruled unconstitu-
tional, with the State appealing to the Florida Supreme Court.

In 1990 the Tax Committee will continue its efforts
to ensure that Congress rejects a federal ad tax and a reversal
of the Bellas Hess decision; and that the Florida Supreme
Court invalidates discriminatory treatment of magazines

by affirming the lower court’s ruling.
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MPA Tax Committee

Eugene Farro
The Time Inc. Magazine Go,

" Chair

John Allison
Condé Nast Publications; Inc.

Nick DeCarlo
Times. Mirror Magazines, Inc.

Stanley Gottlieb
Hearst Corporation

Peter K. Grantz
Crain, Communications, Inc,

Jerry Hadenfefdt
Meredith Corp:

Frank Kaufman
McGraw-=Hill, Inc.

Barry Liebman
Reader’s Digest Association

Robert Lenzinger
Ziff Commimications, Inc.

Rebecca Maskey
Playboy Enterprises; Inc.

Marc Michaelson

Meredith Corp.

Thomas Neid
The New York Times Company

Victor S. Rappa
Knapp Commuinications Corp.

Joseph Sampson
Newsweek, Inc.

Charles Smith
Gruner + Jahr USA, Inc.

Toin Storms
Rodale Press, Inc.

Phillip E. Trimbach.
Petersen Publishing Co.




Improving the Climate for Magazine Sales

Magazine circulation continued to grow in 1989, reaching the record level of 363 million
ABC-audited paid copies per issue, up 4.6 percent from 1988. This growth was again sub-
scription driven, as total single copy sales remained stable during the year.

To position the industry with retailers, MPA continued to cooperate with the Council
for Periodical Distributors Associations (CPDA) in promoting magazine profitability to super-
markets, drug stores, convenience stores and discount stores/mass merchandisers.

In 1989, the magazine industry introduced new research on magazine direct product
profitability (DPP) for discount stores and mass merchandisers. This authoritative landmark
research, conducted by Deloitte & Touche, confirmed that magazines are one of the most pro-
fitable items carried by retailers, producing nearly twice the profit return on shelf space as
the total of all goods sold by a store.

These findings were presented to the International Mass Retail Association at its
annual financial and management information systems conference, as well as to selected
top chains.

Among other positive results, Rose’s Stores, Inc., a billion-dollar chain that had
no corporate magazine program in its 265 stores, immediately implemented a plan to handle
magazines. Projected average annual sales of the chain are more than $19,000,000. As a
direct result of the DPP presentation, Wal-Mart, one of the nation’s leading retailers, has
committed to expand its mainline space for magazines.

In 1989, a successful annual MPA Circulation Marketing Conference delivered useful
information and new ideas on subscription promotion, improving renewal programs and
increasing single copy sales.

MPA also supported the Federal Trade Commission (FTC) in its proposal to amend its
Mail Order Merchandise (30-day) Rule to cover telemarketing. MPA favors responsible
consumer protection programs that help the magazine industry retain the trust and confidence
of the American people.

MPA was successful in defeating a New York State bill that would have prohibited
mailing subscription renewals more than three months prior to expiration. Such a bill would
create huge interruptions in continuous subscription service to readers. As such, it is against
the interests of both consumers and magazine publishers.

The MPA Circulation Marketing Committee joined Folio: magazine in sponsoring
Circulation Direct Marketing Awards. The first awards will be made in April 1990
at the Magazine Publishing Congress/Spring.

In addressing the important issue of consumer privacy, now being explored by the
Special Adviser to the President for Consumer Affairs, MPA stressed the magazine industry’s
concern for consumer protection and subscriber list security.

Education, Professional Development and Information

Among MPA’s many goals, few are more compelling or worthy of strong member support than
education — seeing to the preparation of young people as they enter into publishing, as well as
to the continuing professional development of seasoned staffers.

The Education Department of MPA was established as a separate and distinct associa-
tion activity in October 1986. During 1989, the department organized 34 education events
attracting 2,000 attendees. These events covered virtually every discipline of publishing.
Entire days were devoted to the basics of circulation and sales skills. Mornings were designed
for sales managers (“Turning Up the Motivation Burner”) and for public affairs professionals
(“Press Coverage in a Time of Change”).
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International Affairs

In addition to regular programs at the Magazine Center, the MPA 1989 Circulation
Marketing and Financial Conferences were held in Marco Island, Florida. More than 100
executives from MPA member companies attended. Featured speakers included Peter
Diamandis, chairman of MPA, and John Suhler, president of Veronis, Suhler & Associ-
ates, who spoke on “The Current Acquisition Action.”

The two week-long MPA/Folio: Magazine Publishing Congresses (May and October)
at the New York Hilton were attended by more than 5,000 publishing executives. These con-
gresses provided more than 200 seminars covering all aspects of magazine publishing. They
also included specialized all-day conferences, such as “The Financial Forum,” “Multinational
Publishing in the "90s” and “Mergers & Acquisitions.” Also, the MPA/Folio: Magazine
Publishing Week/Midwest in Chicago (September) included 90 educational seminars, and was
keynoted by Christie Hefner of Playboy.

Publishing Intern Program

In 1989, its thirteenth year, the MPA Summer Internship Program, placed 32 interns

(10 MBA students and 22 college juniors) in positions at 24 member companies. Interns
gained experience in aspects of advertising, marketing and research, circulation, mergers
and acquisitions and finance.

During the summer, the interns attended four seminar days at the Magazine Center,
which included lectures from top executives and editors from the industry. For example,
during the first seminar, the students heard from Dorothy Kalins of Metropolitan Home, Lee
Eisenberg of Esquire, and Mark Edmiston of The Cable Guide, as well as from Nina Link of
Children’s Television Workshop and Janet Muir and Bruce Sheiman of The Jordan Group.
A field trip to the Good Housekeeping Institute and an intern alumni dinner at Rodale Press,
New York, were additional highlights of the program.

The participating students’ resumes are currently being distributed to MPA member
companies in order to promote the full-time hiring of past MPA interns in the magazine
industry after graduation in 1990.

The International Associate membership of MPA continues to grow. Six new publishing
members from four countries joined MPA in 1989, making a total of 41 publishers from
18 nations.

International publishing has grown explosively during the 1980s. Ten years ago
only a handful of U.S. publishers, alone or with partners, had operations abroad. Even
fewer foreign publishers were in the United States. Yet by the end of the decade, virtually
every major European publisher (and some from other continents as well) had purchased
U.S. publishing firms or had exported versions of home titles to the U.S. market.

In 1989 the tide started to turn, and U.S. publishers commenced their own invasion
of multinational markets. The trend is likely to accelerate in 1990, fueled by the prospect of
a less divided Europe and the desires of advertising global marketers to expand their reach.
U.S. publishers already operating overseas will be moving rapidly to strengthen their foreign
local positions, and the new foreign venturers will be looking to make alliances with estab-
lished firms on a country-by-country basis.

As the tempo of global publishing increases, the fraternity of foreign members in
MPA becomes even more important. Both U.S. publishers and their counterparts abroad
benefit from the formal and informal interchanges at MPA conferences, as well as from publi-

cations such as MPA’s Research and Marketing Reports and the Newsletter of International
Publishing.
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Information Center

The MPA Information Center is geared to meeting the information needs of our members.
All members may take advantage of the library’s extensive collection of information on adver-
tising, marketing and magazine publishing.

The Information Center answered thousands of inquiries in 1989. To provide our
members with timely, up-to-date information, more than 400 subject files, including articles
on publishing, advertising, circulation, marketing and advertising effectiveness are main-
tained. In addition, the library has access to Nexis and Dialog databases.

In 1989 the Information Center recorded 286 new consumer magazines that publish
at least four times a year. The list is compiled by information specialists who scan the trade
press for announcements. A card clipping file is maintained on these new magazines, as well
as cards for announcements of defunct, sold, or merged magazines.

The library maintains special collections, including Audit Bureau of Circulations
(ABC) reports going back to 1920. Consumer magazine information from Standard Rate &
Data Service (SRDS) is available from 1940 to the present, and advertising revenue and pages
of Publishers Information Bureau (PIB) members date back to 1921.

The Information Center publishes more than 20 fact sheets a year. Among the more
popular ones are those that rank the “Top 100 ABC Magazines” (combined, single copy and
subscription circulation) and that provide a historical analysis of number, advertising revenue
and advertising pages of magazines back to 1950. In 1989 a new fact sheet called “Total
Copies Sold” was started.

The Information Center is available to all MPA members. It can be visited or
contacted by telephone or fax.

Publishers Information Bureau

In 1989 Publishers Information Bureau (PIB) celebrated its forty-second year of providing
detailed magazine advertising spending data to advertising agencies and magazine members.
The year was generally a good one in magazine advertising. Advertising pages of 177,000 for
164 magazine members set a record, as did revenues, which reached $6.6 billion, up 10.4
percent over 1988.

PIB keeps a page and dollar account of advertising in member publications by the
title of the publication, its classification of advertising and the company and brand of service
advertised. In 1989 alone, PIB tallied more than 210,000 individual advertisements.

PIB is administered by MPA, which contracts with Leading National Advertisers
(LNA) to supply the service. LNA publishes the monthly “PIB Report,” as well as standard
and customized reports, and provides personal computer products and on-line services to
PIB members and subscribers.

Over the past two years, several PIB members and advertising agencies have raised
questions regarding PIB’s method of reporting gross advertising dollars — a method used as
long as magazines have been measured. The Board of Directors focused on the issue in 1989
and concluded that PIB will continue to measure gross advertising revenues as in the past —
by multiplying one-time rates by the appropriate number of pages. A survey conducted by
LNA indicated that advertising agencies, the principal users of the service, preferred to
continue with the current method of measurement.

John J. Beni, president and publisher of McCall’s, served as chairman of PIB in 1989,
and Wayne P. Eadie, director of research of Newsweek, completed his fourth year as chair-
man of the PIB Directors Advisory Committee.
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1989 PIB Directors

John J. Beni, McCall’s, Chair
Adolph Auerbacher, Meredith Corp
Magazine Group
Louis Benincasa, American Express Publishing Corp.
K. Robert Brink. Hearst Magazines
John B. Brunelle. Condé Nast Publications, Inc.
Ronald L. Cole, Reader’s Digest Association
William Dietch, TV Guide
Don Durgin, Newsweek, Inc.
P. Robert Farley, MPA

American Society of Magazine Editors

The big event of the year was the presenta-
tion of the National Magazine Awards at

a lunch attended by more than 1,000 maga-
zine editors and their guests. The award
categories and the 14 winners were:

General Excellence: American Heritage,
Sports Illustrated, The Sciences,
Vanity Fair

Personal Service: Good Housekeeping

Special Interests: Condé Nast Traveler

Reporting: The New Yorker

Feature Writing: Esquire

Public Interest: California

Design: Rolling Stone

Photography: National Geographic

Fiction: The New Yorker

Essays and Criticism: Harper’s Magazine

Single-topic Issue: Hippocrates

Members of the American Society of Maga-
zine Editors (ASME) dug deeply into their
editorial concerns in the course of their
annual editorial conference and seminars.
Topics covered at the conference included:

What Women Want — in Magazines

What’s New in Design and Packaging

How to Remake a Magazine

The Editor as Manager

How Blacks View the Media and How
Media View Blacks

Tricks of the Trade — My Greatest
Successes, My Biggest Flops as Editor

James R. Guthrie, MPA

Donald D. Kummerfeld, MPA

James L. Kopper, Times Mirror Magazines, Inc.

S. Christopher Meigher III, The Time Inc.
Magazine Co.

Rebecca McPheters, The New York Times Company
Magazine Group

Nancy G. Shapiro, MPA

F. Robert Spillane, Diamandis Communications Inc.

John F. Sullivan, The National Journal

The topics of five seminars were:

Copy Editing

Editorial Publicity and Public Relations

Fact Checking

Hiring, Training, Nurturing and Sometimes
Firing Editors

Legal Problems for Editors

ASME also holds monthly luncheons for
members. Speakers in 1989 included:

Joseph Cece, TV Guide

Peter Diamandis, Diamandis
Communications Inc.

Jeff Jarvis, Entertainment Weekly

Terry McDonnel, Smart

Grace Mirabella, Mirabella

Adam Moss, 7 Days

Gerry Ritterman, Soap Opera Digest

John Veronis, Veronis, Suhler & Associates

Robert E. Kenyon, Jr., ASME’s executive director, received a special National Magazine
Award for “professional and personal excellence.”

The 1989 awards program attracted 1,225 entries from 285 magazines. The winners
received bronze plaques and bronze reproductions of Alexander Calder’s stabile, Elephant,
ASME’s symbol of the award. Certificates were given to editors of winning magazines, writers
of winning articles and stories, art directors and the 58 finalist magazines.
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The 1989 Magazine Internship Program placed 62 college juniors in the editorial
departments of 56 magazines. The students came from 49 colleges and universities coast to
coast. Most of the students were journalism majors, but 10 came from six liberal arts colleges.
One editor said, “It’s a well-run program involving some of today’s best journalism students
who contribute greatly to their future field.”

ASME held its annual seminar for journalism educators. During an intensive week,
10 professors teaching magazine courses at universities across the country visited a dozen
editorial and business offices.

The “Guidelines for Special Advertising Sections” was reissued for the third time since
it was first published in 1982. The basic guidelines have changed only slightly in the interven-
ing time. The response has been most enthusiastic and positive. A small committee, formed
from the ASME executive committee, monitors the sections and writes letters of admonition to
those who violate the guidelines. These letters elicit few arguments.

Media Credit Association

Since 1903, the Media Credit Association (MCA) has been the primary source of credit in-
formation to the magazine industry. Nineteen eighty-nine was another successful and produc-
tive year, with an increase in member involvement and improved credit service. And while
the magazine industry enjoyed another year of growth in advertising revenues, it also experi-
enced a change in the payment habits of its advertising customers. The advertising industry
as a whole is taking longer to pay for the ads it places.

MCA is making every effort to provide all its members with the necessary credit infor-
mation and services to effectively compete in today’s difficult market.

To stimulate greater use of its credit guideline services, MCA sponsors three magazine
credit conferences throughout the year. They are designed to show members how better
credit management can reduce bad debt and increase profits. Since the best source of credit
information is its own membership, MCA can provide a convenient forum for learning and
exchanging ideas.

At each of the 1989 credit conferences, members heard from well-known and re-
spected guest speakers, including Stephen R. Burzon, publisher of Metropolitan Home, and
Larry Murphy, director of credit operations of The New York Times Company. In November
1989, the seventh annual workshop on credit management had a near record attendance of
credit managers and controllers from all over the United States. They were addressed by
MPA President Don Kummerfeld and by special guest speaker Peter Diamandis, president
and CEO of Diamandis Communications Inc.

In 1989 MCA once again conducted a survey of magazine industry credit practices.
For the second year in a row, the majority of members answered questions about their
magazine’s views on advertising and their payment terms, as well as their policies on cash
discounts, service charges, write-offs and disclaimers. Even though many members are
contemplating a change or have already dropped their cash-discount policy to agencies, a
great variance remains between the policies of consumer and trade magazines. Seventy-six
percent of MCA’s consumer magazines offer a cash discount, compared to only 32 percent
of trade magazine members.

MCA will offer a new service in 1990 tailored to the individual needs of members.
Called the “Red Flag Report,” the service will provide a comprehensive report on those
agencies that concern each member. The report will track the number of times each account
has been reported delinquent in the past two years, the number of telephone inquiries pertain-
ing to each account that MCA has received in the past six months and information on the

current financial statement of each account.

16



Special Events

Henry Johnson Fisher Award

In January of 1989, the magazine community honored Jack D. Rehm, president and CEO

of Meredith Corporation, as the year’s recipient of the prestigious Henry Johnson Fisher
Award. The annual dinner-dance, held at the Waldorf-Astoria in New York, drew more than
700 magazine notables. The award was established in 1964 by Popular Science Publishing
Company in honor of its founder and publisher, and recognizes a magazine leader who has de-
monstrated extraordinary leadership, skill and understanding in unifying the editorial, adver-

tising, circulation and business aspects of magazine publishing into a successful enterprise.

The American Magazine Conference
Nearly 650 magazine executives convened at the Ritz-Carlton in Naples, Florida, for the
American Magazine Conference, sponsored by MPA and the American Society of Magazine
Editors (ASME). The seventieth annual conference was highlighted with a presentation by
Barbara Bush. Following Mrs. Bush’s remarks, MPA Chairman Peter Diamandis presented
her with a $20,000 check from MPA and ASME, which was donated to the Barbara Bush
Foundation for Family Literacy.

Other distinguished participants included Lee Iacocca, chairman of the board and
CEO, Chrysler Corporation; Edgar Bronfman, Jr., president and COO, The Seagram Com-
pany Ltd.; Leonard Lauder, president and CEO, Estée Lauder, Inc.; and Reuben Mark,
chairman, president and CEO, Colgate-Palmolive Company.

The 1990 American Magazine Conference will be held at the Scottsdale Princess in
Scottsdale, Arizona, October 7-10, 1990.

ot e
» October 23rd — MPA

and ASME officers greet
First Lady Barbara Bush at
the American Magazine
Conference. From left: MPA
Vice Chairman Reg Brack
(The Time Inc. Magazine
Co.); Tom Ryder (American
Express); Myrna Blyth
(Ladies’ Home Journal),
ASME President Marshall
Loeb (Fortune); and ASME
Executive Director Bob
Kenyon




MPA Board of Directors

James A. Autry
President
Meredith Corp.
Magazine Group

D. Claeys Bahrenburg
Executive Vice
President, Group
Publishing Director
Hearst Magazines

John J. Beni
President and Publisher
McCall’s

Joseph J. Bonsignore
Publisher
Smithsonian Magazine

Reginald K. Brack, Jr.
Chairman, President
and CEO

The Time Inc.
Magazine Company

Kent Brownridge
Sr. Vice President
Straight Arrow
Publishers, Inc.

Walter Cahners
Corporate Vice
President

Cahners Publishing
Company

Ronald L. Cole
Publisher
Reader’s Digest

Elizabeth Crow
President

Gruner + Jahr USA,
Inc.

Joel Davis
President

Davis Publications, Inc.

Peter Diamandis
President and CEO
Diamandis

Communications Inc.

Mark Edmiston
Chairman

TVSM, Inc.

Steven T. Florio
President and CEQ
The New Yorker
Magazine, Inc.

Bernard A. Goldhirsh

President and Publisher

The Goldhirsh Group,
Inc.
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George J. Green
President

Hearst Magazines
International

Christie Hefner
Chairman and CEO
Playboy Enterprises,
Inc.

John F. Henning, Jr.
President
Lane Publishing Co.

Edward E. Johnson
Group Vice President
Times Mirror Co.

William T. Kerr
President and CEO
The New York Times
Company Magazine
Group

Kenneth H. Koppel
President
Ziff Communications

Company

Dale W. Lang
Chairman

Lang Communications,
Inc.



Bernard H. Leser
President

Condé Nast
Publications, Inc.

Michael R. Levy
Publisher
Texas Monthly, Inc.

Edward Lewis
Publisher and CEO
Essence

Communications, Inc.

Owen J. Lipstein
President and CEO
New American

Magazine Co.

Don Logan
President and CEO
Southern Progress

Corporation

Thomas P. Losee, Jr.
Vice President

Knapp
Communications Corp.

Phillip J. Meek
President
Fairchild Publications

Robert Nylen
President and Publisher
New England
Monthly, Inc.

Linda Johnson Rice
President and COO

Johnson Publishing

Company, Inc.

Thomas O. Ryder
President

American Express
Worldwide Publishing
and Merchandise
Services

Alan G. Spoon
President

Newsweek, Inc.

Robert J. Teufel
President
Rodale Press, Inc.

Frederick R. Waingrow
President

Petersen Publishing
Company

Robert E. Wood
Director, Publications
Division

American Association of
Retired Persons
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Ex-Officio: President,
ASME

Marshall Loeb
Managing Editor

Fortune

Adyvisory Director

Jack D. Rehm
President and CEO
Meredith Corporation



Chairs of MPA Committees

The committees are the principal means
by which our members participate.

Accounting and Finance
John Vlachos
Ziff-Davis Publishing Company

Circulation Marketing
Robert Alexander

The New York Times Company
Magazine Group

Conference Planning
Francis P. Pandolfi
Times Mirror Magazines, Inc.

Distribution
Clark Cruze
Diamandis Communications Inc.

Education
Adolph Auerbacher
Meredith Corp. Magazine Group

Government Affairs Council

Thomas O. Ryder

American Express Worldwide Publishing
and Merchandise Services

Henry Johnson Fisher Award
William T. Kerr
The New York Times Company
Magazine Group

Human Resources
Gloria Kessler
Diamandis Communications Inc.

International
Burton S. Boersma
Meredith Corp. Magazine Group

Legal Affairs
Tina A. Ravitz
Newsweek, Inc.

Marketing
Thomas P. Losee, Jr.
Knapp Communications Corp.

Membership
Joel Davis
Davis Publications, Inc.

Nominating Committee
George J. Green
Hearst Magazines International

Paper Committee
Irving Herschbein
Condé Nast Publications, Inc.

Postal Committee
Cary Baer
Reader’s Digest

Production Committee
Richard T. Serafin
The Time Inc. Magazine Co.

Research
Don McGlathery
Petersen Publishing Co.

Retail Task Force
Frank Herrera
Hearst Magazines

Solid Waste Task Force
Peter Diamandis
Diamandis Communications Inc.

Tax
Eugene Farro
The Time Inc. Magazine Co.

MPA Management Staff

Donald D. Kummerfeld
President and CEO

Bonnie Cusack
Assistant to the President

P. Robert Farley
Executive VP, General Manager

George Gross
Executive VP, Government Affairs

James R. Guthrie
Executive VP, Marketing Development

David B. Lee
Senior VP, Circulation

Marian Confer
VP, Research

Charles S. Lee
VP, Automotive Marketing

Russell J. Melvin
VP, Education and International

John C. Schenck
VP, Promotion

Nancy Shapiro
VP, Controller

Peter Henderson
Director, Special Events
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Judith S. Jorgensen
Director, Communications

Sharon Roccaforte
Director, Information Center

Emily Anderes
Manager, Special Events

John Roos
Manager, Printing Operations

Gabriele Zieschang
Office Manager

Chapin Carpenter, Jr.
Washington Adviser

Related Organizations
American Society of Magazine Editors

Robert E. Kenyon, Jr.
Executive Director

Marlene Kahan
Assistant Director

Media Credit Association

James E. Van Meter
Vice President

Carrie Vaughn
Manager, Operations

Legal Counsel

David Minton, Esq.

James R. Cregan, Esq.
James H. Davidson, Esq.
1211 Connecticut Ave. N.W.
Washington, D.C. 20036

John M. Hadlock, Esq.
Whitman & Ransom
200 Park Ave.

New York, N.Y. 10166

Independent Auditor

Bernard P. O’Hare

Price Waterhouse

4 Headquarters Plaza, North
Morristown, N.J. 07960-1965
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Operating Statement for Years Ending December 31, 1989 and 1988 (in thousands)

Dues

Conferences, Seminars, Awards
American Society of Magazine Editors
Marketing Events

Net Investment Income

PIB Management Fee

Contributions

Miscellaneous

Eixpenses

Marketing Development
General Administration
Government Affairs
Conferences, Seminars, Awards
American Society of Magazine Editors
Education/Special Events
Circulation Marketing
Media Credit Association
Information Center

a

Committees

Memberships

Excess of Revenues before Net Gain
on Sale of Securities

Net Gain on Sale of Securities
Addition to Fund Balance
Fund Balance, Beginning of Year

Fund Balance, End of Year

The accompanying notes are an integral part of these financial statements.
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1989

$4,753.5
815.0
459.6
326.5
280.5
150.0
47,7

5.7

———

$6,838.5

=—

$2,308.0
1,703.1
790.3
599.2
526.9
226.0
188.7
138.8
76.0
71.4
50.7

$6,679.1

= —

$159.4
158.3
$317.7
2,970.6

$3,288.3

1988

$4,678.9
646.5
461.0
102.1
275.5
140.0
88.2

0.9

=

$6,393.1

=

$2,042.7
1,593.8
821.1
411.8
515.7
232.8
352.1
138.8
68.0
69.9
49.3

= —

$6,296.0

———

$97.1

105.9

=]

$203.0

2,767.6

$2,970.6
EE—
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Statement of Assets, Liabilities and Fund Balance (in thousands)

Cash and Short-Term Investments *

U.S. Government Securities at Cost **

Managed Portfolio at Cost ***

Accounts Receivable, net of allowance for doubtful
accounts: $13.1 — 1989; $13.0 — 1988.

Accrued Interest Receivable
Other Current Assets
Kelly Fund Assets at Cost *#%%*

Total Assets

Liabilities
Accounts Payable
Accrued Expenses
Deferred Revenues

Total Liabilities

Fund Balance
Appropriated for Kelly Fund
Unappropriated

Total Fund Balance

Tetal Liabilities and Fund Balance

At December 31,

* Cash includes commercial paper of $300.0 — 1989.

1989

$1,341.8

2,178.4

18.6
38.1
57.0
343.9

[ ]

$3,977.8

$49.7
211.2
428.6

$689.5

[————————]

$343.9
2,944.4

e

$3,288.3

=—

$3,977.8

December 31,

**  Market valué of $832.5 — 1988. These securities were transferred to the managed portfolio account in 1989,

*#%  Managed Portfolio investments include corporate stocks, bonds, commercial paper and U.S.
Government securities. Market value $2,556.0 — 1989; $1,362.4 — 1988.

##%*  Kelly Assets, transferred to a managed trust.account in 1989, consist of U.S. Government securities.

Market value $364.0 — 1989; $368.0— 1988.

The accompanying notes are an integral part of thesé financial statements.

1988

$952.2
786.4
1,214.2

47.8
35.0
46.1
343.9

[————————————]

$3,425.6

$260.5
149.4
45.1

$455.0

[——->

$343.9
2,626.7

[e———— |

$2,970.6

——————

$3.425.6
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Summaryfof§SignificantJAccountingiBolicies)

D Presentation: In 1988, the Magazine Publishers of America, Inc. (the “Association”) changed its basis of
accounting from cash to accrual. Accordingly, the accompanying financial statements have been prepared on the

accrual basis. The cumulative effect of this change from the prior year is not considéred material.

D> Marketable securities: Carried at cost, realized gains and losses on marketable securities are recorded on sale and

are determined on an average cost basis. Dividends are recorded as income when received and interest is recorded
when earned. In 1989, U.S. Government securities held outside of the managed portfolio were transferred to the

managed portfolio.

> Contributions: Gontributions match costs incurred for special industry-related projects and are recognized

o

as revenue when utilized.

D Equipment and improvements: The Association’s policy is to capitalize major leasehold and fixed asset
expenditures. Prior to 1988, all such expenditures were expensed in accordance with the Association’s cash basis

of accounting.

D> Taxes: The Association is éxempt from income taxes under Section 501(c) (6) of the Internal Revenue Code.

IRensions|

The Association participates in a noncontributory defined benefit pension plan with an affiliated association,

Media Credit Association, Inc. The pension plan covers substantially all of the Association’s employees. In 1989,
the Association adopted Statement of Financial Accounting Standards (SFAS) No. 87, Employers’ Accounting

for Pensions on a prospective basis. The Association’s policy is to fund sufficient amounts to maintain the plan on
a sound actuarial basis. During 1989 and 1988, $101,000 and $65,000, respectively, were contributed to the

pension plan.

The projected benefit obligation at December 31, 1989 was determined using an assumed discount rate of
7.5 percent and assumed compensation increases of 5.5 percent. The assumed long-term rate of return on plan

assets was 9.0 percent at December 31, 1989. Plan assets are invested primarily in fixed income securities.

The following is an estimate of the Association’s portion of the components of 1989 net periodic pension cost:

Service cost for benefits earned during the year
Interest cost on projected benefit obligation
Actual return on plan assets

Net amortization and deferral

Net pension cost

$148,482
120,115
(333,153)
161,788

=—

$97,232

The following is an estimate of the Association’s portion of the funded status of the defined benefit plan at

December 31, 1989:

Actnarial present value of benefit obligation:
Vested benefit obligation

Nonvested benefit obligation

Accumulated benefit obligation

Projected benefit obligation
Plan assets at fair value

Plan assets in excess of projected benefit obligation
Unrecognized net asset arising at transition

Unrecognized net gain

Prepaid pension cost

23

$1,451,573
25,539

e

$1,477,112
1,806,568
2,141,038
334,470
(126,577)
(174,927)

IN————

$32,966

e
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In 1989, Publishers Information Bureau, Inc. contributed $475,000 to fund a study on the effectiveness and
synergy of magazine and television advertising in combination. At December 31, 1989 deferred revenues include
$377,000 related to this study.

> The Association has noncancellable agreements with various consultants for professional services to be
provided in 1990 under which the Association is obligated to pay $298,000. The 1989 obligation urider these
agreements was $359,000.

0> The Association is committed for annual rentals under noncancellable leases for office space, which expire at
various dates to 1996. The minimum annual rental commitments, excluding increases in property taxes and

labor, are:

Year Amount
1990 $385,000
1991 385,000
1992 385,000
1993 351,000
1994 48,000
Thereafter 29,000

The rental expense amounted to $456,426 in 1989 and $416,164 in 1988.

> The Association entered into an agreement with the Hanson Publishing Company to cosponsor conferences and
trade shows for the magazine industry. The shows are held in New York, Los Angeles, Chicago and Washington,
D.C. In 1988, the Association terminated an agreement with the previous shiow cosponsor. Under the terms of the
térinination agreement, the Association is obligated to pay the previous cosponsor a portion of the profits it derives
from the sponsorship of shows held within three years after the termination date. The cumulative amount of such
payments cannot exceed $150,000.

IAppropriatedifundiBalanceliiy

The Association’s Board of Directors established the Stephen E. Kelly Award Program in 1980 to recognize and
encourage excellence in magazine creativity and to commemorate the memory and contribiitions of Stephen E.
Kelly. The Program was funded with appropriations of fund balance, and contributions solicited from members.
The appropriated fund balance was $343,930 at December 31, 1989 and 1988. Interest earned on the investment
of Kelly Fund assets is applied to the cost of the Program. The Kelly Fund assets are invested in U.S. Government
securities and in 1989 these assets were transferred to a managed trust account.

Services

During 1988, the Association launched a major advertising campaign to promote the bénefits of advertising in
magazines. In connection with this campaign, Association members provided pro bono advertising space in their
magazines in 1989 and 1988 to run the advertising campaign.

Report. of Independeni Accountanis
To the Members and Board of Directors
Magazine Publishers of America, Inc.

In our opinion, the acconipanyitig statement of assets, liabilities and fund balance and the related operating statement present
fairly, in all material respécts, the financial position of Magazine Publishers of America, Inc. at Decémber 31,1989 and 1988,
and the results of its operations and the changes in its fund balance for the years then ended in conformity with generally accept-
¢d aécounting principles. These financial statements are the responsibility of the Association’s marnagement; our responsibility
is to express an opinion on these financial stateinents based on our aundits. We conduicted our audits of these statements in
accordance with generally accepted auditing stindards which require that we plan and perform the audit to obtain reasonable
agsurance about whether the financial statements are free of material misstatement. An audit includes examining, on a test basis,
evidence supporting the amounts and disclosures in the financial statements, assessing the accounting principles used and
significant estimates made by management, and evaluating the overall financial statement presentation. We believe that our
audits provide a reasonable basis for the opinion expressed above.

Siio Wolonsocent

Morristown, New Jersey
February 17, 1990 . .
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The MPA Mission

Magazine Publishers of
America, the industry associa-
tion for consumer magazines,
was organized in 1919. Mem-
bership is by publishing com-
pany, and today MPA serves
more than 200 domestic and
36 international firms pub-
lishing a total of 1200 titles.

A Board of Directors, repre-
sentative of the broad spec-
trum of membership, admini-
sters MPA through an elected
president and a 36-member
staff located in New York,
Washington, D.C. and
Detroit.

"The MPA sees its mission as
industry protector and pro-
moter, as information seeker
and information giver. For
seven decades the association
has focused on providing
service to its membership.

Contents
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Introduction and User's Guide

he Magazine Handbook is your single-
I source reference for information about
magazines. Initare answers to the ques-
tions we are asked most frequently, as well as many

facts about magazines that are gathered in one place
for the first time.

Taken all together, The Magazine Handbook is a re-
vealing portrait of a medium that is perfectly posi-
tioned to help smart marketers communicate effec-
tively in the decade ahead.

You’ll find information about the steady growth in
magazine circulation (page 6), about the attitudes
readers have toward advertising in magazines
(page 11), about who the big spenders in magazines
are (page 18), and who’s created the desf magazine
ads (page 27).

But the most important fact you can learn from this
book 1s that magazines are indispensable, to readers
and advertisers alike.

There’s a Table of Contents on the opposite page.
But if you can’t find what you’re looking for in

T'he Handbook, give us a call at 212-752-0055

(or fax: 212-888-4217). We’d be happy to try to help.

7Narion
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The Birth of a Medium

hree days apart in January 1741, two magazines
were introduced to Colonial British America.
Benjamin Franklin’s General Magazine was

nearly the first, but Andrew Bradford, a printer, got his
American Magazine on sale three days before Franklin’s.

Six months later, both magazines were defunct but they
were the forerunners of what is today a $15 billion pub-
lishing industry. By 1800, one hundred publications had
been founded. Today in 1989, there are 11,556 maga-
zines in the U.S. with almost 500 new magazine titles
launched each year.

The U.S. population has become more affluent and bet-
ter-educated, and consumers are demanding more infor-
mation targeted to their individual needs, interests and
lifestyles. The magazine industry has responded to this
demand for more targeted information and entertain-
ment by introducing hundreds of rew magazines serving

F i
2 b every conceivable interest category—from female motor-
'!'—v S VR T e 4 cycle enthusiasts to computer hackers.
B reraat i e V00
i 3
Vital Signs of Maga-
1) Quarter Century of Growth—Audited Paid Magazine i Elialtl

Circulation and U.S. Adult Population  InMilions

" Grvlation [ U.S. Adult Population 363
312 '

1964 1969

1974

American consumers are
buying more magazines
than ever before.

T'he circulation of con-
sumer magazines contin-
. ues to grow each year with
‘ a 77% increase in the past
twenty-five years com-
2 = pared to a 50% growth in
1979 1984 1989 - the U.S. adult population
. ] (chart 1). This increased

Source: ABC six-months averages ending 6/30 each year, copies per issue. U.S. Bureau of Census.



penetration of the market
has been particularly strong
during the past ten years.
Adult Americans now buy
about 36 magazine copies
per year on average com-
pared to only 30 copies per
person ten years ago.
(Based on a weighted aver-
age magazine frequency of
18 times per year, multi-
plied by a per issue pur-
chase factor of 2 copies in
1989 vs. 1.7 in 1979).

Further evidence of the
current dynamics of the
magazine industry is the
steady increase of advertis-
ing revenue. In the ten-
year period ended 1989, ad-
vertising revenues more
than doubled from $2.7
billion to $6.6 billion. Ad-
vertising revenues jumped
580% in the past quarter of
a century from $.97 billion
in 1964 to over $6.6 billion
in 1989 (chart 2).

Note: These figures are
based on the larger con-
sumer magazines measured
by Publishers Information
Bureau (PIB). Itis esti-
mated that they reflect
about 85% of total consu-
mer magazine ad revenue.

Advertising pages also en-
joyed a substantial increase
(+48%) from 1979 to 1989.
Since 1964, ad pages
jumped from 75,900 to
177,007 in 1989, a 133%
gain (chart 3).

U.S. Magazines - The Industry Today

- InBillions

|

|

ey Sl S\
=m0 B
964 1969 1974

Source: Publishers Information Bureau

Magazines Make Things
Happen!

Read on. The Magazine
Handbook is full of com-
pelling reasons why maga-
zines should be part of
almost every media plan.
As you’ll see, magazine
readers’ quest for informa-
tion and entertainment is

2) Quarter Century of Growth—Magazine Ad Revenue

$6.64

$4.67

5247 I
1979 1984 1989

equalled only by their
quest for quality goods
and services.

T'hat’s why, every year,
more advertisers are find-
ing that magazines make
things happen.

e

In Thousands
759 1.4
? 1964 1969 1974

3) Quarter Century of Growth-Mugazme Ad Puges

177.0

153.8
119.8 I I
1979 1984 1989

Source: Publishers Information Bureau



Are There Too Many
Magazines?

P robably not. An aver-
age of 1.3 new maga-

zines are launched every
day of the year. Less than
20% will be successful but
almost all are aimed at fill-
ing a perceived void or a
need.

"To borrow a word from
[Leonard Lauder, President
and CEQO, Estee Lauder
Companies, we have be-
come a “niche-itis” society.
As groups of people begin
to share a special interest or
lifestyle, a niche is created,
and these groups have a
passionate need for maga-
zines to help them, to in-
form them, to entertain
them, and to provide ideas.

T'he chart illustrates just
how wide these unique and
general interests are.
There literally is a maga-
zine or two or three or four
for everyone.

B NOTE: More than half
of these new magazines are
published less than six times
per year and 157 are pub-
lished only once a year.

4) New Consumer Magazine Launches in 1988 by
Interest Categories:

Category Number of Titles
Arfs & ANFIQUES .. ..o 5
Automotive ... ..o 29
Avigtion ... o 4
Brides & Bridal ............ ... 5
Business & Finance .................... 12
Children's ... ... o 9
COMICS ettt 6
CORMIUPBIS: . 5 < mint 5 5 358508 & 8 5w m0m 6 . mcmsmsm 5 2 3 momsmn o 0 5 mscer w s mwmcs 25
(rafts/Games/Hobbies ................. ... ... .. ... .......... 15
Dogs&Pets ......... .o 4
Dressmaking & Needlework .................... ... .. ... ........ 13
Bledronics ..o 3
Bpicurean ... ... . 9
Fishing& Hunting .......... ... ... . ... i i, 13
GArdening ...........oiii 3
By 13
Health ... ... o 11
Home Service &Home ........ ... ... ... .. 24
Lifestyle & Service ............. ... .o i, 37
Literary & Book Reviews ..., 7
Media Personalities ..................... .. ... ...l 10
Metropolitan, Regional & State ...................................... 7
Military & Naval .......... ... 10
IO i ¢ 5 0 i 5 5 0500000 § 4 555050 5 8 i £ momsmem o # mommumsots .o 4
Music ... 23
Mystery & Adventure ...................oo i, 6
Newspaper Magazines .................. .. i 6
PRGIOMNIDIMY o6 s 5568 05 minrasn 5 5 somotoncn ' mememcer o mmemcaom o womcmisi s n 4
Political ....... ..o 5
Puzzles ... 4
Religion ... 5
Science & Technology .................. ...l 2
B ettt 46
SPOTS e 42
Travel oo 6
Video & Movies ..............c.ooiiiinii i 10
WOmeNn's ... <
Women's Fashion & Beauty ................. ... ..ol 18
VORI s 5 i ¢ & s ' . ¥ 5 © 5 o B 50D B 1§ B 04 1 12
Total 491

Source: Samir Husni's Guide to New Magazines, Volume 4, 1989



How Many?

5) Number of U.S. Magazines

here are several Year U.S. Periodicals
sources which pro- -

vide the number of maga- 1969 ................... 9,434

zines available in the U.S., 1974 ... o s comessssamains 9,755

some more comprehen- 1979 oo 9,719

sive than others. 1984 ... 10,809

T988 o s o namiss s s namumss s 11,229

1989 .. 11,556

Source: Gale Directory of Publications
Gale Research Company (Annual)

6) SRDS Consumer and Farm Magazines

Year Domestic Farm International Total
1972 ......... 888 ............. 27 ..., 4 ........ 1,157
1975 ......... 924 ............. 204 ........... 3B 1,163
1978 ......... 1103 ... 209 ........... K S 1,346
1981 ......... 1247 ............. 71 ... K} I 1,512
1984 ......... 1455 ... ..., 257 o 39 . 1,751
1987 ......... 1583 ............. 2% ........... a........ 1,880
1988 ......... 1747 ... 264 ........... 40 ........ 2051

1989 ......... 1937 ... 262 ........... 17........ 21

Source: Standard Rate & Data Service as of April each year.

7) Consumer /Farm Magazines Offer Advertisers Flexibility

1988

Number

Have Geographic/Demographic Editions .............................. 300
Hiove Split-RONAIVOIISING: . 5cvv o 5w o5 5 smma s 55 st s 5 5 nmmia 5 53 s 136
Have Group-Buy Opportunities .....................cccooiiiiiiiiii. 92
Have Mail Order/Shopping Advertising Pages .......................... 1026

Source: Standard Rate & Data Service, 12/27/88.

U.S. Magazines - The Industry Today

B According to the Gale
Directory of Publications, in
the past decade the number
of U.S.magazines has in-
creased by 1,837, or 16%, to
11,556 titles.

B Those magazines listed
in SRDS number 2,271 in
1989, almost doubling the
number of 1,157in 1972.
"T'his is an average increase
of 44 new listings each year.
Since 1980, new listings have
averaged 78 per year.

B Magazines offer flexibility
and special opportunities to
advertisers. Fifteen percent
of the magazines listed in
SRDS have geographic/
demographic editions, six
percent offer split-run adver-
tising, 92 publishers have
group-buy opportunities and
half offer mail order/shop-
ping ad pages.



Circulation Gains—
A Strong Indicator of the
Vitality of Magazines

irculation and advertising are the two
‘ primary indicators of the vitality of maga-

zines. Consumer magazine circulation
has had a robust gain in the last decade, clearly
signaling the strong state of the industry. Growth
in magazine subscriptions is striking, evidenced
by a 57% increase to 283.6 million from 181.1
million copies per issue since 1979. Americans
are reading more magazine titles every year. In
1988 alone, 491 new magazines were launched.
It is predicted that 98 of these new titles will
continue to be published after four years. Not a
bad survival rate compared to other new product
launches.

Although there has been a decline in single copy
sales (-15%) in the past decade, total per-issue
circulation has grown every year reaching 363.2
million in 1989. Circulation of ABC-audited
magazines grew at almost twice the rate of the
U.S. adult population from 1980-1989.

The following graphs and charts demonstrate
just how healthy magazine circulation is today.



1) Magazine Circulation Shows Steady Growth

us.

Year No. of Adult Circulation
Magazines Per-Issue Population Per 100
or Groups Girculation (000) Adults

1954 ... 259 o 162939903 ............... 107,99 ..o, 1509

1960 ............ 269 ... 187,913,626 ............... 114461 ................... 162.8

1965 ...l M9 o 211659541 ... [ 1710

1969 ............. 298 ... 237024860 ............... 131623 ... 180.]

1974 ... 07 250,749,387 ............... 144152 ..o 1739

1980 ............. 406 .............. 275036829 ............... 160179 ..o 1717

90 oocsn s somes " . 2005108 :ossmsssisimas 1738290a) ............... 179.5

1988 ............. 539 346817152 ............... 181,657(a) .....oiinnnnn. 1909

1989 ... B v« 2 5 s 8 s o XML R — [T L) —_———. 199.6

Sources: ABC FASFAX on General & Farm magazines for the first six months of each year/MPA. Adult population from U.S. Bureau of Census
(): US. Bureau of Census projected estimates - 1980 base year including Overseas Armed Forces.

B Forthe ten-year period 363.2 million in 1989 from
1980-1989, the number of 275.01in 1980. Circulation
ABC-audited consumer per 100 adults increased 16%
magazines grew from 391 to from 171.7 in 1980 to 199.6 in
551, up 41%. 1989.

During the same decade,
per-issue circulation rose 32% to

2) Magazine Circulation Grows Faster Than U.S. Adult
+32%

Population 1980 - 1989

+17%

B The U.S. adult popula-
tion increased 17% between
1980 and 1989, but the ¢ireu- .
lation of ABC-audited consumer | Population Per Issue
magazines grew at almost rwice ‘ B J 787Yegrs & Older ) G""h"o“m
that rate (32%).

Source: ABC FASFAX for first six months of each year: U.S. Bureau of Census.
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3) Distribution of Circulation

Year Single % Subscriptions % Total %
Copies
1955 ........ 66,466,568 . .. ... 40 ............ 99,820920 ....... 60 ............. 166,286,858 ...... 100
1960 ........ 61,043,613 ...... 2 ... 126,870013 ....... 68 ............. 187,913,626 ...... 100
1965 ........ 63,922,805 ...... 0 ... 147,736,636 ....... 0............. 211,659,541 ...... 100
1970 ........ 69,760,900 ...... 9 175,545,155 ....... oo 245,306,055 ...... 100
1975 ........ 82290144 ...... : - 166,845,569 ....... 07 oo vissamass 19135713 ...... 100
1980 ........ 93,936,618 ...... Moo 181,100,211 ....... 66 ............. 275,036,829 ...... 100
1985 ........ 80,540,013 ...... 25 240,866,025 ....... 5 . 321,406,038 ...... 100
1988 ........ 78929755 ...... .5 S 267,887,397 ....... H ocinis s somais 346,817,152 ...... 100
1989 ........ 79,609,678 ... ... 22 e i 283,584958 ....... 8. 363,194,636 ...... 100
Source: ABC FASFAX on General and Farm magazines (excluding comics and newspaper supplements) for the first six months of each year/MPA.
B Total circulation has more
than doubled in the past
thirty-five years.
4) Magazine Circulation By Circulation Size Groups
Circlation Size ~ Number Of %  Total Girculation %
Magazines Per Issue
10,000,000 & over ....... o) — 09 ..... 83,922,104 ....... 233
5,000,000-9,999,999 ..... 9 anssisies 09 .ox:s 28,622,865 ........ 19
2,000,000-4,999,999 ....20 ......... 36 ..... 63,823,200 ....... 177
1,000,000-1,999,999 ... .49 ......... 89 ..... 67,760,764 ....... 18.8
B The seventy-nine maga- 500,000-999,999 ...... 76 ........ 138 ..... 54,085,502 ....... 15.0
zines with a million or more 150,000-499,999 ...... 164 ........ 298 .i004 46,500,473 ....... 129
circulation represent only Under 150,000 ........ VK] I 420 ..... 15,655,615 ........ 43
14% of the ABC-audited
consumer magazines but ac- Total 550 100.0 363,430,523 100.0

count for 67% of the total
per-issue circulation.

Source: ABC FASFAX for the first six months of 1989 (excluding comics and newspaper supplements)/MPA.



B Magazine circulation enjoyed
an energetic growth rate of 147%
between 1950 and 1989 while
daily newspaper circulation
grew only 16% and Sunday
newspapers by 32%.

B Seventy-eight percent of
net paid circulation is sub-
scriptions, therefore, there is
little or no variance in circula-
tion by month.

Consumers purchase
magazines regularly through-
out the year because each
issue is fresh and different—-
there are no summer reruns or
repeat editorial.

3) Magazines Grew Faster Than Newspapers

Daily Sunday

Magazines Newspapers Newspapers

Per Issue Per Issue Per Issue

Circulation Circulation Circulation

Year  No. (000) No. (000) No. (000)

JH ... 53829 ..... L | 46,582
760 ... 6147 ..... A ... 46,448
oIV < — 58,882 ..... 563 ..... 47,699
051 60,358 ..... 2 ;s 5 48,600
748 ... 62,108 ..... 586 ..... 49,217
v - 60,655 ..... 639 ..... 51,096
745 ... 62,202 ..... T — 54,676
1,676 ... 62,766 ..... 5 - 58,826
1,048 .. 62,826 ..... 820 ..... 62,890
1,643 .. 62,955 ..... 834 ..... 62,940
1,642 .. 62,695 ..., 840 ..... 61,474

1950 ...250 ..... 147,270 ..
1955 ... 20 ... 179,965 ..
1960 ...273 ..... 196,432 ..
1965 ...275 ..... 215,487 ..
1970 ...300 ..... 244164 ..
1975 .37 ..... 250,831 ..
1980 ...407 ..... 286,447 ..
1985 ...479 ..... 326,368 ..
1987 ...496 .....336495 ..
1988 ...539 ..... 346,817 ..
1989 ....550 ..:.. 363,195 ..
% Gain 1950-1989  +147%

+16% +32%

Sources: Magazines - ABC FASFAX on General & Farm magazines for the first six months of each year/MPA.
Newspapers - Editor & Publisher Yearbooks.

6) Net Paid Circulation by Months- Index

Per Issue Per Issue
Month Average Month Average
Jonvary ... ;- O oy oo 9
February ........... . August ................... 99
March ............. 100........... September ................ 99
April ..., 100........... October ............... ... 99
Moy .............. . O November ................ 100
June ...l % ... December ................. 109

Source: ABC-audited paid circulation for the top 50 magazines in ad revenue for twelve months June 1987
to June 1988. Per-Issue Average June 1987 to June 1988=100.



7) Where Magazine Single Copies Are Sold in U.S.

Supermarket/Grocery SOres ............ovieiiiiiiis 53.9%
Convenience STores .......ooeeeeeeeeemmerrrireies 10.3%
PROTIOINS v s ¢ ssimons o v ormsemen o momsid 5 8 3 0868 8.5 4 800 6 3 w3000 8.8%
BOOKSTOUBE .. « « v svocnces & 5.6 s & 0 6 s '3 wowe o & v w0 » minimis 7.4%
OHROIS ... ovveesnmmminsenmmonssssmmensemsnanssssiossssssmes 19.6%

(Transportation outlets, newsstands, etc.)

Source: Curtis Girculation Company

B Over halfofall single
copies of magazines are sold
in supermarkets/grocery
stores, and almost one-fifth
at newsstands, transportation
outlets, etc.



Magazine Advertising

Magazine Readers Like —
Yes, Like Advertising
In Magazines.

remarkable yet fundamental characteristic
A of magazines is that people ¢Zoose to read

ads. The reader receptivity of the editorial
leads to receptivity to the advertisers’ message.

The editorial believability lends a credibility to
the advertising - a rub-off affect. Readers are
aware that magazines generally have certain stan-
dards of acceptance/rejection to protect their
readers, thus building up a trust.

The “Study of Media Involvement,” the fifth
such study conducted for MPA, found that
consumers often buy magazines because of the
advertising, and seven out of ten actually prefer that
magazines carry ads. Well over eight out of ten said
that advertising in magazines “keeps me posted
on new products,” and almost 60% said that
magazine ads “make me want to buy the product.”



B Magazine advertising
revenue was over six times
greater in 1989 than in 1964.
Since 1979, ad revenue in

magazines increased by
149%.

2) Magazine Advertising Pages -

# of
Year Magazines
/. I —— A5 ...
1969 ... 9 ...
1974 ... 9 ...
17 P — 102 ...
1984 ... 137 ...
1987 oo 147 ...
| '/ | [ ———— 166 ...

1) Magazine Advertising Revenve - 1964 - 1989

#of

Year Magazines Ad Revenve

1964 ... | S 971,666,981
OB s s iiinin s samsaii s o iomn 0 . 1,221,370,544
1974 oo 93 1,366,328,994
1979 oo 102 oo 2,671,052,606
984 s s somci s s smassannss [BF' i 65 mmins  » sovmememn 4 4,667,984,386
1987 (oo W7 5,389,746,073
1989 ..o 166 ..o 6,644,173,739

Source: Publishers Information Bureau (newspaper supplements excluded).

1964 - 1989

Ad Pages

...................... 75931.76
...................... 81,378.67
...................... 86,304.72
..................... 119,832.27
..................... 153,803.49
..................... 155,636.92
..................... 177,007.68

B Magazine ad pages rose
133% from 1964 to 1989 with
a48% increase since 1979.

Source: Publishers Information Bureau (newspaper supplements not induded).

M In 1989, the fourth quar-
ter accounted for almost one-
third of ad revenues in maga-
zines, with a more even dis-
tribution in the first three
quarters of the year.

3) 1989 Magazine Advertising by Quarter

1989 Advertising
Quarter Revenue Percent
FirstQuarter ................ $1,452,686,018 ................... 219
Second Quarter ............... 1772979861 ................... 26.7
Third Quarter ................. 1414082204 ................... 213
Fourth Quarter ................ 2004425656 ................... 30.1
Total $6,644,173,739 100.0

Source: Publishers Information Bureau.



4) Full/Partial-Run

Advertising
Percent of 1989
Advertising Revenve
DRI s s oo« s ssm 88.6%

PartialRun ............... 11.4%
Source: Leading National Advertisers/Publishers
Information Bureau.

B 88% of magazine ad reve-
nues are derived from inser-
tions running on a full-run
circulation basis.

Magazine Advertising

5) 1989 Magazine Advertising Revenue

Percent
Classification of 1989
Automotive, Automotive Accessories & Equip. ......................LL. 13.3
Toiletries & Cosmetics . ............ccooeiiiiiiiiiiiia, 9.8
Direct Response C0s. .. ........ooiii i 8.0
Business & Consumer Servies ...................ooiiiiiiiiiiiiii 18
Food & Food Products .. ... 6.6
Apparel, Footwear & Accessories .....................cooiiiiiiia... 6.1
(igarettes, Tobacco & Accessories ...................coviuvveeeinnn... 6.0
Travel, Hotels & Resorts .. ... ..o oo, 57
Computers, Office Equipment & Stationery ............................. 44
Beer, Wine & Liquor ......... ... ... .. 39
PublishingMedia ................ ... 32
Retail ... oo 30
Drugs & Remedies ... 24
Jewelry, Optical Goods & Cameras .............................c.ee. 21
Insurance & Real Estate ................. ... ... 21
Sporting Goods, Toys & Games ....................ccooiviiiiiii... 21
Household Furnishings, Supplies & Materials ............................ 19
Household Equipment & Supplies .................................... 1.6
Miscellaneous Not Itemized .. ...................................... 1.6
Building Materials, Equipment & Fixtures .............................. 13
Electronic Entertainment Equipment & Supplies .......................... 1.2
Miscellaneous Not Elsewhere Classified ................................ 11
Industrial Materials ............... ...l 1.0
Confectionery, Snacks & Soft Drinks .. ................................ 08
Soaps, Cleaners & Polishes ........................................ 08
Freight, Industrial & Agricultural Development .......................... 08
Pets, Pet Foods, Supplies & Organizations .............................. 07
Entertainment & Amusement .......... ... ... 0.5
Horticulture & Farming . .................. ... ...l 04
Gasoline, Lubricants & Fuels ...................... ... ... .. ....... 04
Business Propositions & Employment Recruitment ........................ 04
Airplanes, Aviation Accessories & Equipment . ........................... 0.3
Total 100.0

Source: Publishers Information Bureau.

B The top five advertising
categories in magazines
(Automotive, Toiletries &
Cosmetics, Direct Response
Cos., Business & Consumer
Services and Food)

represented 45.5% of total ad
revenues in 1989. The top ten
advertising categories accounted
Jor 71.3% of the total.



B The Top 10 advertisers
invested almost $5 billion in
magazines in 1989 representing
71.3% of total magazine ad
revenue.

B The ratio of advertising
to editorial pages has not
changed since 1976 — about
48% advertising and 52%
editorial.

6) Top 10 Categories - 1989 Magazine Advertising Revenue
by Class Totals

Category Ad Revenve
Automotive, Automotive Accessories ......................... S 882,999,850
Toiletries & Cosmetics ...............oovvveeinnnnnnnnnn, 650,710,759
Business & Consumer Services ...........................ol 529,335,303
DirectResponse Cos. ... 518,772,163
Food & Food Products ...................ccovviiinnnnnn... 435,345,476
(igarettes, Tobacco & Accessories ............................. 401,569,812
Apparel, Footwear & Accessories ............................. 395,094,003
Travel, Hotels & Resorts .....................cccoevvveee... 374,524,268
Computers, Office Equipment & Stationery ...................... 288,421,338
Beer, Wine & Liquor ..............ooiiiii 256,764,679
Total Top 10 $ 4,733,537,651
Percent of Total 1989 Magazine Ad Revenue 71.3%

Source: Leading National Advertisers/Publishers Information Bureau.

7) Relationship of Advertising to Editorial

No. of Percent of Total Pages
Year Magazines  Advertising Editorial Total
| ;[ [ . - | ) T — 1 1L — 100.0
W siiia I s s 4w . ST 1 . S 100.0
1978 ........ 132 ... 490 ............ 510 .l 100.0
1979 ........ 155 ... 90 ............ 510 .l 100.0
1980 ooviian ' — 1) SR | S 100.0
1981 ........ 170 .......... 485............ 515...cconnne. 100.0
1982 ........ 192 .......... 480 ............ 520 ..., 100.0
1, 1 R 154 .......... 478 ............ 522 ... 100.0
194 icscion W i s s | 7 R—— S s sumansss 100.0
1985 ........ 169 .......... 487 ............ 513 ... 100.0
1986 ........ 181 ... 482 ............ 518 ... 100.0
(17 |1 ———— 75 R— B0« ¢ 5 snmoms s s 100.0
1988 ........ I a5 nsias M o cinmmai s | 1. SPP—— 100.0

Source: Price Waterhouse Annual Financial Survey, Conducted for MPA, 1989.



B There has been little
fluctuation in the share of
national advertising dollars
across the four media in the
five year period 1983-1988.
Magazines showed a slight
increase to 21.8% in 1988,
television and radio held
their own, and newspapers
were down marginally

in share.

B Since 1977, magazine ad
CPMs have increased 115%,
while CPMs for Network TV

were up 153%, spot TV +129%

and newspapers +143%.

B About three-quarters of
adults perceive magazine
advertising as being for high
quality products; as informa-
tive, believable, helpful as a
buying guide; and that makes
them want to buy the adver-
tised products.

Magazine Advertising

8) Share of National Advertising Dollars

Percent Of Four Media
Year Magazines Television Newspapers  Radio
1983 ........... N0 ... 587 136 .......... 6.7
(1] - v 1 593 129 .......... 6.5
1986 ........... 209 ........... 588 ... 188 & iinsesans 70
1987 ........... 209 ........... 593 133 .......... 6.5
98B i 5 N8 ........... 586 ........... 129 .......... 6.6

Source: McCann Erickson, Robert J. Coen.

9) Media Cost-Per-Thousand Trends

1977 1979 198

1983 1985
Magazines ...100 ....114 ....135 ....159 ....186 ....203 ....215
Network TV ...100 ....124 ....147 ....180 ....219 ....236 ....253
SpotTV...... 100 ....120 ....147 ....176 ....205 ....222 ....21D9
Newspapers ..100 ....116 ....144 ....172 ....200 ....227 ....243
Network Radio 100 ....121 ....152 ....183 ....211 ....233 ....226
SpotRadio ...100 ....114 ....139 ....158 ....184 ....197 ....203
Outdoor ..... 100 ....106 ....139 ....164 ....191 ....206 ....212

Source: McCann-Erickson, Robert J. Coen.

10) Attitudes Toward Advertising:
Advertising in Magazines /Television Is Usually...

Men Women
Magazines Magoazines TV
For Quality/Dependable Products ...72% ...63% ............. 78% ...64%
Informative About Product ........ JON BB 5 sisionc s o wosinss 79% ...67%
Believable .................... T4% ...56% ............. 4% ...52%
Helpful As a Buying Guide . ........ 79% ...62% ............. 79% ...60%

Source:"Study of Media Involvement’, Audits & Surveys, November, 1986.




11) Attentiveness to Advertising: Respondent Self-Rating

Attention To Ads
In Medium Men Women
Magazines ....................... 53 54

Television ........................ . |

Note: Rating of 0=no attention; 100=full attention

Source: “Study of Media Involvement,” Audits & Surveys, November, 1986.
B U.S. Adults rate them-

selves as being more atten-

tive to magazine advertising
than to television advertising.

12) Response to Magazine /Television Advertising

Men Women

Magazines TV Magazines v
Shopped For Product Or
Service After Seeing
Ad/Commercial For It ........ 43% ....... % ... ) — 36%
Ordered Product Or Service
By Mail/Phone After Seeing
Ad/Commerical For It ........ 7 1L PP 2% ...... 14%
Source: “Study of Media Involvement,” Audits & Surveys, November, 1986.
B Nearly 30% more people about twice as many people
reported that they shopped ordered a product by mail or
for a product/service after phone after seeing a maga-
seeing a magazine ad for it, zine ad for it, as did so after

than did so after seeing a seeinga T'V commercial.
television commercial. And



B Of fifty major advertisers
who increased their magazine
spending by 30% or more, the
average percent increase was
76%. 'These fifty increased
their magazine spending by
$116.6 million.

 Magazine Advertising

13) Fifty Major Advertisers Who Increased Magazine
Advertising by 30% or More (1988 vs. 1987)

Advertising (000)
Company 1988 1987 % Increase
FranklinMint .................... $23996,763 .............. 14661813 ......... 63.7%
BAT Industries PLC ................. ULy L — 6,303,643 ......... 86.2%
GuinessPLC ..................oo.l 9971395 ............... 7525133 ......... 32.5%
Toshiba Corp oo 9385644 ............... 5507367 ......... 704%
Seagram Co., Ltd. ................... 8985840 ............... 5540514 ......... 62.2%
National DairyBoard ................ TBIBTI0 . oo sivs s i 592,533 i i v 33.1%
Allied-Lyons PLC .................... 7753607 ............... 5283641 ......... 46.7%
HEWLETT-Packard Co. ................ 7440790 ............... 4907676 ......... 51.6%
Rapid American Corp. ................ 7258459 ............... 4220711 ......... 72.0%
Digital Equipment Corp. .............. TAS9.BT i oo wmims siise s 5431139 ......... 31.8%
Media Networks, Inc. ................ 7088779 ...l 5438721 ......... 30.3%
KMartCorp. ... 7073927 ... 40025 ......... 68.0%
Warner-lambert Co. ................. 6944346 ............... 527977 ......... 33.3%
Helene Curtis Industries ............... 6893061 ............... 3159238 ........ 118.2%
Neutrogena Corp. ................... 6672817 ............... 4139509 ......... 61.2%
Nynex Corp. ... 6444083 ............... 1,566,304 ........ 311.4%
Sears Roebuck & Co. ................. 1YL Y L —————— T L L T—— 45.5%
(PCInternational, Inc. ................ 5528518 ............... 3903280 ......... 41.6%
Greyhound Corp. ................... 5344691 ... .. 1965850 ........ 171.9%
Colgate-Palmolive Co. ................ 5194109 ............... 102354 ........ 2%
OGO <ase 7.5 s s ssmms v 36 503229 . oo 00 s o 3033174 : o sns 66.0%
Hershey Foods Corp. ................. 495107 ... 2896735 ......... 71.1%
Yves Saint Laurent, SA . ............... 4823528 ............... 1652402 ........ 191.9%
Chanel, Inc. ....................L. 4704843 ............... 2884916 ......... 63.1%
Gillette Company ................... X T 1 (R —— R 1T 5Y | I —— 56.1%
Beecham GroupPLC ................. 4537879 ............... 2,178,085 ........ 108.3%
Clorox Company .................... 4081280 ............... 2958959 ......... 31.9%
UNESYS: : s 2505 2 s 7 s i 4055942 .:i conos s e v 1,583,385 ........ 156.2%
HachetteSA ....................... RILKT i L ———— 3003269 ......... 31.0%
Hitachi, Ltd. ....................... 3933876 ............... 2846216 ......... 38.2%
SharpCorp. ..o 3542335 ...l 2111604 ......... 67.8%
Pllsbury 0, ez s s s e s 26 JAVOW0 o.oiniiiniiinss 2007468 ......... 70.7%
Fujitsu, Ltd. ... 3317387 ............... L3N L T — 69.8%
Matsushita Elec.Indus.Co.Ltd ........... 3303891 ............... 1798940 ......... 83.7%
Coter&Qo. ......ovvennienn... 347255 ... 2101377 ......... 54.5%
MoseCONp: s s sios s wsn wsm o KB A [ —— 240375 . o 31.3%
Steelcase, Inc. ..................... 3128885 ............... 2163760 ......... 44.6%
CXCorp. oo 3044478 ............... 2194359 ......... 38.7%
United Technologies Corp. ............. 2999460 ................. 74526 ....... 3924.7%
Magnetek, Inc. ..................... 2969496 ................ 103,180 ....... 2778.0%
Borden,Inc. ....................... 2944544 . ... 1,446,365 ........ 103.6%
Murata Business Systems,Inc. .......... 2924507 ................ 616939 ........ 374.0%
Federal Express Corp. ................ IR R —— Y[ —— 590.0%
Oneida, Ltd. ....................... 2869235 ............... 2141343 ..., 34.0%
Christian Broadcasting Net. ............ 2809120 ................ 754500 ........ 272.3%
Lockheed Corp. .................... 2805484 ...l iin s 864,996 ........ 224.3%
American Int'l GroupInc. .............. 2763106 ............... 1685393 . covue s 63.9%
Nike,Inc. ......................... 2723361 ............... 1,225025 ........ 122.3%
Viacom International, Inc. ............. 2710160 ................ 71760 ........ 875.7%
Continental Bank Corp. ............... 26811058 . o aues s o )R] E— 292.2%
Total 50 Companies $269,889,343 $153,287,623 +76.0%

Source: Leading National Adverfisers/Publishers Information Bureau.



14) Top 50 Magazine Advertisers

1989 1989 Ad Dollars

Rank Company In Magazines

1 Philip Morris Companies, Inc. ........................... $293,729,514
2 GeneralMotorsCorp. .................ciiiiiiia.L. 222,982,534
3 RRNabisco, Inc. ..................... . 158,462,443
4 ChryslerCorp. ..o 139,523,437
5 FordMotorCo. ............. 135,504,445
6 Proctor&Gamble Co. ............ ... 97,891,355
7 NestleSA .. oo 80,417,777
8  American Telephone & Telegraph Co. ...................... 76,405,642
9 Unilever NV ..o 73,964,629
10 Grand Metropolitan PLC .. .............................. 73,046,949
11 FranklinMint ... 72,281,843
12 Sony Corp. oo 71,033,586
13 AmericanBrands, Inc. .............. ... ... 67,063,691
14 RevlonGroup, Inc. ...................... L. 66,523,034
15 Timelnc ... 59,716,284
16 MediaNetworks . ...........coooiiiiiii 59,697,118
17 Honda Motor Co., Ltd. ........... ..., 57 479,588
18 ToyotaMotorCorp. ..........coovvniiiiiiiiaan 53,838,211
19 BATIndustriesPLC ................ccooiiiiiiin.... 53,495,618
20 MohC&Co, Utd. ... 52,038,517
21 EostmanKodak Co. ........... ... 49,412,860
22 Nafional SyndicationInc. ............................... 49238733
23 Bristol-MyersCo ... 44,775,468
24 Dupont De Nemours E.1. & Co., Inc. ..................o .. 42,995,516
25 Brown-FormanCo. ........... ... . 41,232,025
26 KMartQorp. ....oovviii 40,974,700
27 BerelsmannAG ............. ... 39,627,233
28 SaraleeCorp. .....oooiiiiii 39,566,570
29 General ElectricCo. ............... i 39,026,301
30 GuinessPLC ... 37,422,359
31 International Business Machines Corp. ..................... 36,403,267
32 US.Government .............. i 35,767,791
33 RalstonPurinaCo. ....... ... 35,468,525
34 Copital Gties/ABC, Inc. ..........oooveeeieiiiiiainnne, 35,133,442
35 LOBWSICOM ... : comisssssmmunsssmnmes s s smamas s 4 swsiv s 35,010,582
36 (BS,InC ..o 34,628,972
37 Schering-Plough Corp. ... 33,812,381
38 Estee Lauder Companies ...................ooiiiiiii... 33,144,148
39 NissanMotor Co., Ltd. ................ 32,073,311
40 SearsRoebuck & Co. ............ ., 31,822,372
41 American ExpressCo. ........ ... 31,375,088
42 Johnson&Johnson ............. ... iiiiiiiiiii 30,883,258
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14) Top 50 Magazine Advertisers (Continued)

1989 1989 Ad Dollars

Rank Company In Magazines

43 Seagram Co, 1. ... e, ... 30,596,016
44 Warner-LambertCo. ....... ... 28,914,975
45 Canom, INC. ... . s o v s s som 55 s miame o & o smooe s 5 5 wisewions £ 5 28,622,357
46 Allied Lyons-PLC ... 28,141,480
47 Gillette Co. ..o 26,991,559
48 MBILINC. ..ot 26,862,061
49 QuakerOatsCo. ............oooiiiiiiiiiiiiieann. 24,719,898
50 Neutrogena Corp. ...........oooiiiiiiiiiiii 24,549,025
Dollars $2,996,830,240
Total Magazine Ad Dollars $6,644,173,739
% Top 50 of Total 45.1%

Source: Leading National Advertisers/Publishers Information Bureau.

B The top fifty magazine
advertisers invested almost
$3.0 billion in 1989, 45.1%

of total magazine ad dollars.
The top five magazine adver-
tisers accounted for one third
of the spending of the top fifty.



B Inthe top 75 ad agencies
based on 1988 billings, the
magazine share of media bill-
ings ranged from a high of
35% to a low of less than 1%.

15) Magazine Share of Agency Billing - Top 75 Agencies

Percent of 1988

Agency U.S.Media Billings
AC&R Advertising ............. 22%
AdmarkefingInc. ............ 0.5%
Ally & Gargano .............. 23%
Ammirati &Puris ............. 2%
7 14%
Backer Spielvogel Bates Worldwide 10%
BBDO Worldwide ............. 11%
Bloom Companies ............ 19%
Bozell ..................... 15%
Earle Palmer Brown Cos. . . . . ... 5%
LeoBurnettCo. .............. 13%
Campbell MithunEsty .......... 16%
CG/TCA ..o NA
Chiat/Day/MO0JO, Inc. ........... 20%
Dailey & Associates ........... 10%

D'Arcy Masius Benton & Bowles . . . .8%
Davis, Ball, Colombatto Advertising 3%
DDB Needham Worldwide ...... 13%
Della Femina McNamee WCRS . . . . 15%

Direct Marketing Group ......... NA
WBDoner&Co. ............... 8%
Doremus&Co. ............... 3%
Eisaman, Johns & Laws ......... 35%
Evans Communications . . ... .... 12%
Fahlgren & Swink ............. 8%
Fallon McElligott ............. 15%

Foote Cone Belding - Publis . . . ... 8%
Thomas G. Ferguson Associates .. ..1%

Gardner Advertising ............ NA
Geer Dubois ................ 30%
Grey Advertising ............. 1%
GriffinBacal ................. 5%
GSDM ...l NA
HOM ..o 25%
Hill, Holiday, Connors, Cosmopulos 21%
Bernard Hodes Group . ......... 10%
Ingalls, Quinn & Johnson .. ... .. 23%

Jordan, McGrath, Case & Taylor . . . .8%

Percent of 1988

Agency U.S. Media Bilings
Kallir, Philips, Ross ............. NA
Keller - Crescent Co. ............ 2%
Ketchum Communications . . .. ... 12%
Kobs & Draft Advertising .. ... ... NA

Laurence, Charles, Free & Lawson  20%
Levine, Huntley, Schmidt & Beaver 9%

Lewis, Gilman & Kynett ......... 4%
LGFEInc. ................... 31%
Lintas: Worldwide ............ 13%
LoweMarschalk ............... NA
WO AGOIOY i ¢ ¢ 5 o s 5 ¢ NA
McCaffrey & McCall ........... 13%
McCann Erickson Worldwide .. ... 11%
McKinney & Silver ............ 17%
Medicus Intercon Infernational . . . .8%
Nationwide Advertising Inc. . . . ... .. 6%

Ogilvy & Mather Worldwide .. ... 10%
Ogilvy & Mather Direct Response . . . NA

Rapp Collins Marcoa ............ NA
Hal Riney & Partners ........... NA
Rosenfeld, Sirowitz, Humphrey

&Strauss .................. 33%
Ross Roy Group .............. 10%
Rubin Postaer & Associates . ..... 22%
Saatchi & Saatchi Adv. Worldwide . .9%
Scali McCabe Sloves ............ NA
Sudler & Hennessey ............ NA
Tatham Laird & Kudner ..... ... 19%
TBWA Advertising ............ 33%
Telephone Marketing ........... NA
J. Walter Thompson, Inc. .. . ....... 13%
Tracy-locke ................. 6%
Tucker Wayne/Luckie & Co. ..... 1%
Warwick Advertising .......... 14%
Wells, Rich, Greene ........... 19%
Wunderman Worldwide ......... NA
Wyse Advertising ............. 34%
Y&R 13%

Source: U.S. Advertising Agency Profiles, Ad Age, March 29, 1989. NA=Not Available



: Magnzin‘g Advertising

Ad Position:
Does It Make A Difference?

“Right—hand, far forward

urgently requested.”
Sound familiar? Of course.
[t is the most commonly
requested ad position in
any magazine, and has
been for as long as anyone
can remember. Butisital-
ways the “ best” position?

In general, position a/one
does not affect readership
of an ad or increase aware-
ness for a brand. A strong
creative execution will per-
form well regardless of its
placement in the magazine.

A “bad ad” will not per-
form well even ifitis in
the front-of-the-book.

T'he primary source on ad
positioning is Starch
INRA Hooper, Inc. For
several decades, Starch has
measured the readership
of magazine advertising
(including the effective-
ness of the use of color,
size of ad, ads with “reader
offers” and bleed vs. non-
bleed), on the basis of per-
sonal interviews with a
sample of men and women
who have read the issue in
which the ad appeared.

Keep in mind, however,
that the Starch measure-

ment does not account for
several key variables
which affect ad aware-
ness, such as interest in
the product category,
creative execution of the
ad, reader involvement in
a specific magazine,
placement of ad elements
(brand name, visual com-
ponents, length of copy,
etc.).

Starch measures three
degrees of readership:

Notep: The percent
who remember having
previously seen the ad in
the issue.

ASSOCIATED: 'The per-
cent who saw any part of
the ad that clearly indi-
cates the brand or adver-
tiser.

REeAD MosTt: The per-
cent who read 50% or
more of the written mate-
rial in the ad.

Based on Starch Tested
Copy results, the graphs
on the next four pages
explode some long-held
assumptions, beliefs and
propositions about posi-
tioning, size and color of
magazine ads.



B Anad that appears in the
back of a magazine has as good a
chance of being seen and read as
an ad that appears in the front.
"This chart disputes the pre-
vailing belief that far-forward
positioning in a magazine has
a significant advantage over
those in the back.

Although READ MosT
scores remain fairly constant
throughout the terciles,
NoTeD and ASSOCIATED
scores fall slightly from the
first through the third tercile,
though the differences are
notas great as many have
assumed.

‘T'his chart, of course,
does notanswer the question
of how an individual ad
would score in any particular
position. Again, it depends
on the strength of the crea-
tive execution.

1) Page Position in Magazines - Average Readership of All

One Page 4/C Ads

3 Business Magazines

& Sports lllustrated

Read
Noted Associated Most
....... 107 ...005 .10 106......107 .....100

10 Women's Magazines

Read
Noted Associated Most

Middle Third .. ... 100 .... 100 ... 100 100...... 100 ..... 100

Source: Starch Tested Copy - Volume 1, No. 5 - June 1989.

2) Covers vs. Inside Pages

Index of 129

Noted Scores

2nd
Cover

Inside
Pages

..... 97 .....100 92......100 .....100

122
106

3rd
Cover

4th
Cover

Based on the average for 5 types of magazine audiences.
Source: Starch Tested Copy, Volume 1, No.9 - October 1989.

B Ifanadvertiser places an
ad in a specific cover posi-
tion, does the ad obtain
more exposure and attention
than if they spent less
money and placed it inside
the publication?

Starch addressed this
question in a recent Tested
Copy, and found that ads on
the second cover had the highest
average Noted Scores with the

greatest increases over run-of-
book pages (29%). Ads on the

third cover had only a 6%
average advantage over in-
side pages, and fourth cover
ads were 22% higher than
those ads inside the maga-
zine. (Fourth cover ads are
not entirely measurable be-
cause who knows how many
non-readers see a fourth
cover ad when the magazine
1s placed down on a table or
held up exposing the cover to
anyone in proximity?)
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3) Size of Ad
" Index of 117
} NotedScores 100 l
| Pa B/W

Source: Starch Tested Copy, Volume 1, No.1 - February 1989.

B Thesize of an ad does matke tially higher NoTED scores
a difference, according to Starch than single page ads of
findings. Both black-and- the same coloration, 17%
white and four-color double- and 24% respectively.

page spreads have substan-

4) (olor of Ad |
i Index of IS
~ Noted Scores ;
‘ 100 :

I ;

4/C
Sprend Spread

Source: Starch Tested Copy, Volume 1, No.1 - Februury]989

B Four-color ads have a sig- 45% higher NoTED score than
nificant impact on the readership a black and white page, and a
of an ad as compared to black- four-color spread out-per-
and-white ads whether the ad is forms a black and white

a page or a double-page spread. spread by 53%.
A four-color page ad has a
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5) Size and Color of Ad Combined

179

|

|
 Index of
[ Noted Scores
\

B When size and color of an 5
ad are both taken into consid-
eration, & four-color double- i
page spread has a overwhel- ‘ Page B/W 4/CSpread
ming 79% higher noted score |

than a single-page black-and- o
white ad. Source: Starch Tested Copy, Volume 1, No.1 - February 1989.

" 6) Left - hand vs Right - Hand Page Ads

100 101 100 100

Index of
Noted Scores

Left Page

Right P
4/C ":‘}cm

leBh/l;c;ge Rigll’n/‘l;?ge

Source: Starch Tested Copy, Volume 1, No.5 - 1981.

B Right-hand versus left-hand
page ads show no difference at
all in NoTED scores regardless
of whether the ad is four-
color or black-and-white.



W Bleed ads have a definite
advantage over non-bleed ads.
Page four-color bleed ads
obtained a 15% higher
NoOTED score than non-bleed
ads, and the NoTED score for
page black-and-white bleed
ads was 11% greater than
non-bleed.

B Ads with recipes have more
drawing power than those with-
out a recipe. Ads with recipes
earned an average of a 9%
higher NoTED score.

As in the case of any
other type of advertisement,
the manner in which the in-
gredients of the ad work to-
gether determines an ad’s
ability to gain maximum
readership.

B Notall “reader offer”
magazine ads are attention-
getters, however. Contrary to
past findings by Starch, more
recent measurements found
that, in general, magazine ads
with coupons have lost their for-
mer advantage over ads without
coupons.

Magazine Advertising

\'
" 7)Bleed vs. Non-Bleed Ads

Page4/C Page4/C PageB PueB
Nong-%eed N:?:fBle/evi /W

Source: Starch Tested Copy, Volume 1, No.8 - 1981.

Index of
Noted Scores

8) Reader Offer Ads - Recipes

Ads Without
‘ Recipes

Source: Starch Tested Copy, Volume 1, No. 8 - September 1989.

Index of
Noted Scores

" 9) Reader Offer Ads - Coupons

| 100 100 "
" Index of
Noted Scores

Ads With
Coupons

Source: Starch Tested Copy, Volume 1, No. 8 - September 1989.

Ads Without
i Coupons




What Makes a Magazine Ad Effective?

he Pretesting Com-

pany for the past six
years has tested ads and
commercials in a con-
trolled “real world” simu-
lation. Patented systems
allow comparisons be-
tween 'T'V, Print, Radio,
Outdoor and FSI advertis-
ing.

Beyond ad recall, tests
also measure involvement,
competitive imagery and
impulse change in pur-
chase selection.

Based on tests of be-
tween 4,000-5,000 maga-
zine ads over a six-year
period, The Pretesting
Company has uncovered
some interesting and per-
haps startling findings
about magazine advertis-
ing.

Up to 40% of readers
do not start from the front-
of-the-book. Many “fan” a
magazine with their left
hand and will look at ads
and articles starting from
the back-of-the-book. In
fact, according to a report
from Time Marketing, 67
percent of magazine read-
ers start reading a publica-
tion from some other place
than the front-of-the book.

With 18,000 products
currently available in a
typical supermarket (ver-
sus 10,000 only four years
ago), print advertising has
been found to be the strongest

medium in terms of helping a
respondent be aware of a new
variety of product or what the
product looks like on the shel.

Few fifteen-second
television commercials
have been able to commu-
nicate competitive im-
agery. The use of print and
television has been found to be
a far better solution to the
problem of poor communica-
tion (if the print ad is a good
one).

What fails to hold
reader attention and gain a
high level of communica-
tion:

Metallic paint
White copy on white
background

Black copy on black
background

Copy that is too large
Copy that is too small

Little space between
the words

Print ads that are used
as “billboard” ads, simple
reminders of television
commercials, are an inef-
fective and inefficient use
of magazines, and usually
do not increase communi-
cation. Print ads must stand
on their own, communicate
the advertiser's objectives,
and support the marketing
strategy to be effective.

Descending order of
magazine advertising size
impact:

1. Three single-page ads
following each other on
the right side.

2. "Two single-page ads in
different sections of
the same magazine on
the right side.

o8]

Double-page spread.

4. Single-page ads on
right.

5. Single-page ads on left

with strip on right.

Sp

Single-page ads on left.

7. Checkerboard ads on
right.

8. Checkerboard ads on
left.

9. Half-page ad, upper
right.

10. Half-page ad, lower
right.

11. Strip on both right

and left sides.

12. Half-page ad, upper
left.

13. Half-page ad, lower
left.

14. Third-page block,
lower right.

15. Strip (one-column),
extreme right.

16. Strip, extreme left.

An exceptionally strong ad
will usually perform well no
matter where it is placed in a
magagine.



Magazine Advertising

T'he MPA Kelly Award

he Kelly Award members of the creative
was established in team that produced the
1980 to recognize the most  winning campaign. There
creative advertising to run are 24 nominated cam-
in magazines. It was paigns. Nominees receive

named for the late Stephen  trophies and extensive
E. Kelly—a President of publicity, but there is only

MPA and Publisher of one winner for the Kelly
McCall’s, Holiday and The Award. Since the program's
Saturday FEvening Post. inception, those winning
Each year, a cash prize of campaigns have been:

$100,000 is awarded to the

1981 - Ogilvy & Mather, Inc.

PAR Parfums, Ltd.
PACO Rabanne Cologne

1982 - Ogilvy & Mather, Inc.

International Paper Company

1983 - Doyle Dane Bernbach Group, Inc.

Foodways National, Inc.
Weight Watchers Frozen Foods

1984 - Chiat/Day, Inc.
Nike Apparel

1985 - Ogilvy & Mather, Inc.

American Express - Retail

1986 - McKinney & Silver
North Carolina Travel & Tourism

1987 - Ogilvy & Mather, Inc.

American Express “Green” Card

1988 - TBWA
Absolut Vodka



What’s So Special
About Magazines’

very magazine has a distinct personality.

A real conversation takes place between the

reader and the editor. Reading a magazine is
an intimate, personal, involving experience, an activity
which is usually experienced alone.

The editorial product of a magazine is the best of
all media at fulfilling personal needs and values of
the reader. It creates a mood, a focused interest.
Magazines communicate positive social values
and have been influential in initiating or acceler-
ating political and social initiatives, consumer
trends and lifestyle movements such as outdoor
living, fashion, new technology, and health and
fitness.

A magazine is a tangible enduring companion, a
friend that you can enjoy at home, at work, travel-
ing, anywhere at all. Magazines are portable, in-
forming and entertaining. The intrinsic informa-
tional character of a magazine makes it an integral
part of daily living,.



1) Magazines Educate and Inform The Citizen
and The Consumer

1988 Editorial 1988 Editorial

Pages Distributed* Pages Per U.S.

Type of Editorial (000) % Household
National Affairs ............. 16,621,789 ......... 17 oo ... 183
Foreign Affairs ............... 9823743 ......... 45 ... 108
Amusements ............... 13633079 ......... 63 ........... 150
Beauty & Grooming ........... 7584345 ... ..., 35 s onmmansa 83
Building ................... 5393633 ......... 25 i 59
Business & Industry ........... 6,743,442 .. ... ... K I 74
Children ................... 4447805 ... ..... 20 ... 49
Gardening & Farming .......... 3670737 ......... T i o o wommm # 40
Food & Nutrition ............. 20665797 ......... 95 227
Health/Medical Science . . . ... .. 15152345 ......... 70 ... 167
Home Furnishing/Management ..12,363,684 ......... 5 e s v armrennen 136
Sports .. ... 17697510 ......... 82 ........... 195
Travel & Transportation ... .. ... 10,866,236 ......... 50 ... 120
Wearing Apparel/Accessories . ...10,539,768 ......... 49 inviirnnnn 116
(ulture/Humanities .......... 33,00359 ........ 152 ........... 363
General Interest ............. 16,049,022 ......... 14 .. ........ 177
Miscellaneous ............... 8510841 ......... 39 94
Fiction & Stories .............. 3750841 ..., 7. ... 41
Total Editorial 216,518,309 100.0 2,382

*Editorial pages by subject matter for each of the 75 measured magazines (not including newspaper supple-
ments) multiplied by the circulation for that magazine equals editorial pages distributed. This indicates the fotal
editorialimpact of the 75 magazines on the reading public.

Sources: Editorial Pages — The R. Russell Hall Co.
Girculation — The Audit Bureau of Girculation, SRDS—Feb. 1988
Households — Sales & Marketing Management Survey of Buying
8

Power, 1988.
B The 75 magazines meas- magazines contributed
ured by The R. Russell Hall almost 36 billion editorial
Co. published 276.5 billion pages on this subject.
editorial pages in 1988 on a These 75 measured
wide variety of topics. For magazines provided an as-
example, the editorial pages tonishing 2,382 editorial
of magazines helped to cre- pages per U.S. Household in
ate the interest and concern 1988. See the section on
about health and nutrition Readership to find out w/o is
among the general public, reading all these editorial

and in 1988 alone these pages.



B 'The “Study of Media In-
volvement” revealed that of
four media, magazines were,
by far the medium that con-
sumers most counted on for
their main source of knowl-
edge, information and usable
ideas. This was true across
the board for 19 important
areas of their lives, from cars
to raising children to careers.

B Respondents in this
study were asked which of
four media best fit their per-
sonal needs and lifestyles.
Magazines were their first
choice, in fact, 65% greater
than TV, over three times
greater than newspapers and
almost ten times more than
radio.

2) Contributes Most Knowledge and Usable Ideas

Percent of U.S. Adults

Interest Area Magazines TV Newspapers  Radio
Automobiles . ............... 53 .. 12......... | JPPPp— 2
Beauty & Grooming .......... 66 ......... 16 ......... 8........ 2
Careers .......oooveeennnn. 52 isamats | 20.......... 1
(lothing & Fashions .......... 60 ......... 17......... ¢ O -
Consumer Education .......... 52 ......... 19 ... ; . S 2
Cultural Interests ............ 52 ......... W . osasss ;.| [F—— 2
Enfertaining ................ 8 ......... 19 ......... | 4
Farming, Gardening,Landscaping .71 ......... 9 | [ 1
Food .........ooviiiitt. - R || PP . S ]
Health .................... 5 ......... Z......... | | [P 2
PRI . ¢ 5 s 5 5 wmsn 54 52 68 ......... 13.........  JPT—— 1
Home Buying,Bldg. Remodeling . .61 ......... 10......... 20.......... 1
Home Decorating,

Furnishings & Management . .. .. ! ... b......... 9 ]
Money Matters .............. | IR |/ ... 2
Raising Children ............. - S 4......... B i casisssns 1
Raising & Caring For Pets ... ... 54 ... 13 ... 9 1
Self-Improvement ........... | 15......... | 1 3
Sports(personal participation) ...49 ......... 7/ AR W cosmassans ]
Travel ..ol 45 ... 20......... < Y 2

Source: “Study of Media Involvement,” Audits & Surveys, November 1986.

3) Medium That Bests Fits Personal Needs and Lifestyle

Percent Of
Medium U.S. Adults
MOGUZNGS «..ccsvmunnssommnnsssnumunssnemnesssnnamesssossosss 48%
TRlOVSION . ..o 29
NOWSDODRIS -« s v s ¢ 5 simmomma s 3 s simsnns & 3 6 sommonsow 5 8 3 womisparn o o 3 wvwsvincos 15
ROBI: s « « « s - < o oressvnc o onmonsess 3 65 BESEBINE 5.5 B AUREHEE & & 5 EHRGEDES £ § 6 BESSSIEIENE 5
NOOPINION ... v ettt e 3
Total 100

Source: “Study of Media Involvement,” Audits & Surveys, November 1986.




Readership

Nearly Everyone Reads
Magazines

ot only does nearly everyone read maga-
Nzines, but magazine readership is heaviest
among demographic, thought and
lifestyle leaders.

Adults...

B 156.3 million adults, or 8§% of the U.S.
population 18 years of age and older, read one or
more of the 136 MRI-measured magazines dur-
ing the average month.

W 'They read an average of 10.0 different issues per
adult reader during the month.

Men...

# 72.6 million adult men, or 85% of U.S. men,
read at least one issue. They read an average of 9.7
different issues during the average month.

Women...

W 83.7 million adult women, or 90% of U.S.
women, read at least one issue. They read an zver-
age of 10.3 different issues during the average
month.

Source: 1989 Spring MRI weighted to population.



B Educated, upscale adults
read more magazines than the
U.S. average. College-educated
and those with household incomes
exceeding $50,000 read an aver-
age of over 11 issues in the average
month. Professional/Manageri-
als are serious magazine read-
ers. They read an average of
over 13 issues each month.
These are the adults who have
more purchasing power and are
better prospects for the prod-
ucts and services advertised in
magazines.

B Educated adults are
heavy readers of magazines
and prime prospects for pur-
chasing a multitude of prod-
ucts. These educated readers
also read each magazine more
thoroughly—-are exposed to
the average magazine page more
[frequently, and also see the ads
more frequently.

1) Magazine Readers by Target Demographics

Average Month
Read 1+ Average #

Adults Magazines Of Issues

18-44YearsOld ................. 89.7% ..o 1.8
L2 R0 - BUAR: . vssion s o msimn s 5 » i s o 5 1.3
Attended/Graduated College+ . ... ... 944% ... 1.1
HHIS40,000+ .................. 026%: . sisoviis 5 ssiersins o 5 s ¢ 4 5 111
HIS50,000+ ..........ooeiennt. 938% . 123
Professional/Managerial* .......... DRUE: & st 6 smomacs v s nimemm s s 8 133
3-or-More Person Households .. ...... 889% ..o 10.1
Total U.S. Adults 87.6% 10.0

*Based on employed adults

Source: Reach & Frequency Analysis of 1989 Spring MRI, magazines published in a 4 week period.

2) Prime Prospects Read a Magazine More Thoroughly

Adults By Magazine

Education Page Exposure (MPX) Index
High Schoolor Less ...................... | I R 94
SomeCollege ....................il. | 1Y A 100
Graduated College+ ..................... 19 112
Total Adults 1.7 100

Source: MPX-A Study of Magazine Page Exposure, by Audits & Surveys, Inc. 1981.




Readership

3) Total Adult Rendmg of Average Magazine (opy

Nun;ber of Aduh Readersr .............

Reading Days Per Reader ............

Total Adult Reading Days

(4.8 readers X 3.2 reading days) ......
Reading Time Per Reader ............

Total Adult Reading Time ............
(4.8 readers X 51 minutes) ..........

Copy Kept Accessible ................

Percent Exposed To Average Ad page .. ..

Per-Reader Exposures To Average

PRI ..« . v s 55 i 5 5.

Total Adult Exposures Per Page
(4.8 readers X1.7X)
Sources: MRI, Spring 1989.

........................... 48

............................. 32

B The average magazine

............................ 154  copy has 4.8 readers, with 3.2

reading days per reader.

........................ 51 mingtes ~ Eachreaderspends 51 min-
utes reading the copy, fora
945 s total of 245 minutes (4.1
"""""""""""" hours) of adult reading time
....................... or 4.1 hours
per copy.
Each reader is exposed an
....................... 28.8 weeks average of 1.7 times to the
average page in the copy, for
............................ 85% a total of 8.2 adult-reader ex-
posures per page. Each
reader keeps the copy of the
............................ 17X magazine accessible for an
. S -~ average of 28.8 weeks.
8.2

MPX-A Study Of Magazine Page Exposure Audits & Surveys, Inc., 1981 and Changing Channels,

Audits & Surveys, Inc. 1984; TG, 1977.

Eyes On Study for Newsweek by Audis & Surveys, Inc., 1978.

B The demographic profile
of the average magazine
reader is 39.4 years old, mar-
ried, educated, and 55% are
the head of their household.
More than five out of ten live
in a household with three or
more persons.

Almost 60% are em-
ployed with a median house-
hold income of $33,398.
Sixty-nine percent own their
own home with a median
value of $77,867.

Over seven out of ten
live in a Metropolitan Area
and A/B Counties.

4) Proflle of Averoge Reader Of Averuge Muguzme Copy

* Median Age 39.4 (US. Median=40.4)

* 40% are at least High School graduates.

® 62% are Married

® 55% are the Head Of Household.

® 58% live in a 3-or-more-Person Household.

® 59% are Employed Full-Time.

® Median Household Income: $33,398 (5.3% above
USS. average of $31,730)

® 69% Own their home with a $77,867 median value.
 78% Live in Metropolitan Area (MSA).

® 73%Livein A/ B (ounty

Source: MRI Spnng 1989.



Explanation of Media Imperatives (SMRB)
and Media Comparatives (MRI)

edia Imperatives/

Media Comparatives
is a concept that divides
the total marketplace into
segments that are based on
the amount of exposure by
each individual to televi-
sion and to magazines. It
provides a realistic basis for
comparisons of media ex-
posure and marketplace
activity.

Respondents exposed to
these media are seg-
mented into quintiles,
each containing approxi-
mately twenty percent of
the total population, for
each of the media. Quin-
tiles are designated as
quintile I (the highest ex-
posed group) through
quintile V (the lowest ex-
posed group). These are
cross-tabulated for each of
the paired media and mu-
tually exclusive groups
result - an Imperative/
Comparative group for
each of the paired media.

One group of people who
are heavy readers (based on
quintiles I and II) of maga-
zines and /ight viewers
(based on quintiles IV and
V) of television are called
“Magazine Imperatives” in
SMRB or “Magazine Com-
paratives” in MRI.

They are called “Maga-
zine Comparatives/ Im-
peratives” because it is
imperative or essential
that magazines be used in
a significant way to reach
and influence these
people at any reasonable
budget level.

Another group who are
heavy viewers of television
and /ight readers of maga-
zines are called “Zelevision
Imperatives” ot “lelevison
Comparatives” — they
cannot be reached without
television.



B Based on Media Com-
paratives, magazine reading
is heaviest among the age
groups 18-44 and 35-44,
those with a college educa-
tion, a high income, a profes-
sional/managerial occupation
and a household size of three
or more — valuable consum-
ers. The profile of the

heavy television viewer is
just the reverse of the
magazine reader.

Readership

5) Media Profiles

Demography Media Comparatives
Age: Magazine Television
TIIR i 05 s 5 % 0 5 6 B 5 it o 3 o 134 ............. 72
1844 121 . 77
253 | [ 81
B s 5200005 6 bkt 4 5 st 1 e  soms | S 79
2554 N4 ............. 83
3544 125 ..o 76
BT ot 8 mimit 5 3 i & 5 i & & i 4 emi |11 I 88
8554 107 ..o 94
5504 T 123
B & s 5 i o4 3 bt B 5 s 13, § i S i s somanss 149
5 39 171
Education:

Attended/Graduated College+ ..................... 128 ... 68
Graduated HighSchool ............................ , - PP 102
Did Not Graduate HighSchool ...................... LY A 149
Household Income:

HHIS40,000+ .........ccooeiiniiiiiiian.. 142 ............. 66
HHIS50,000+ .......ccovveiiie 151 o 57
HHIS60,000+ .........covveeeieeeen 161 ............. 49
Occupation:

Professional/Managerial* ......................... 151 .o 50
Technical/Clerical/Sales™ .......................... 126 ............ 74
Precision/Craft™ ........ ...l 95 . 103
Other Employed ................................ 102 ............ 89
NotEmployed ................................ ... 63 ........... 142
Household Size:

TPersON ..o 0 ... 136
2PEISONS . B4 iiinonianis 117
3+Persons ... N5 .o 83
* Based on employed adults.

100=U.S. Average

Source: MRI, Spring 1989




B6  Readership

6) Media Comparatives of 25-54 Year Olds
114

Adults-Index

100=U.S. Average

83

Magazines Television

Source: MRI, Spring 1989.

B Adults between the ages
of 25-54 are 37% more likely
to be in the Magazine Com-
paratives group than in the
Television Comparatives.

7) Media Comparatives of College Educated+
128

Adults-Index

100=US. Average

Magazines Television

Source: MRI, Spring 1989.

B College-educated adults
tend to be heavy magazine
readers and light TV viewers;
in fact, 88% more so.



Readership 3

8) Media Comparatives of 560,000+ Household Income

161
Adults-Index
100=US. Average
49
Magazines Television

Source: MRI, Spring 1989.

B Adules with household
incomes exceeding $60,000
are over three times more
inclined to be heavy maga-
zine readers and light viewers
of television.

9) Media Comparatives of Professional /Managerial

151
Adults-Index
100=U.S. Average
50
Magazines Television

Source: MRI, Spring 1989.

B Professional/Managerials
are three times more liable to
be in the Magazine Com-
paratives group than in Tele-
vision Comparatives (heavy
viewers of T'V and light read-
ers of magazines).



38 Readership

10) Media Comparatives in Households of 3+ Persons
115

‘ Adults-Index
| 100=U.5S. Average

B Adultswholiveina 1
household of three or more 1
persons are 40% more likely f Magazines
to be heavy magazine readers
and light TV viewers.

Television

Source: MRI, Spring 1989.

11) Share of Market by Media Imperatives

—_— e _—

Dual Magazine Television Non
U.S. Adults 21% 34% 31% 15%

Heavy I Heavy Magazines \ Light Mcguzines‘ Light |
& | & No& [ & |

‘; | Heavy | Light TV \ HeawyTV | Llight |
- Professionals 20% 48% %  15%
| & Managers
Source SMRB 1989.
B Magazine Imperatives, professional/managerials.
the heavy readers of maga- This target comprises only
zines and light viewers of 17% of the Television Im-

television, account for 34% of peratives, heavy viewers of
total U.S. adults; but account TV and light readers of

for amuch larger share of magazines.

target audiences, e.g. 48% of




12) Reading by Place

Place Percent
InOwnHome ............... 628
Someone Flse’sHome .......... 8.0
Place of Work ............... 10.6
Doctor's/Dentist Office ......... 6.4
AlOther ................... 12.2
Total 100.0

Source: MRI, Spring 1989.

B Two-thirds of magazine
reading occurs in the home.

14) Reading by Time of Day

Time

Wakeup through Breakfast ...........
After Breakfast through Lunch ........
After Lunch through Dinner ...........
After Dinner to Retiring .............
InBed before Sleep ................

Total

Readership

13) Reading by Day of Week

Day Index

Sunday ..................... 82

Monday .................... 103

Tuesday ................... 11

Wednesday .................. 88  m Monday, Tuesdayand
Thursday .................... 9 Friday are popular days for
R s 5 5 i« 55 w115 106 reading magazines, however,
Saturday ................... 113 itpeaksat 13% above average

on Saturday.

100 = Daily Average

Source: “The Level Of Magazine Reading,”
Mediamark Research, Inc. March 1980.

B 'The favorite time to read
magazines is the time be-

.............................. 19 tween dinner and before
.............................. 35 sleep (47%). Thirty-five

percent of magazine reading
5§ isenjoyed after lunch
through dinner.

*Adds up to more than 100%, since a magazine could be read in more than one daypart.
Source: “The Level of Magazine Reading,” Mediamark Research, Inc. March 1980.

B Magazine reading varies
only slightly by quarter with
an average of 9.8 issues read
per month throughout the
year.

15) Seasonal Variation in Magazine Reading

Issues Read Per Month
Quarter Number Index
First(an-March) . ... 92 . 93
Second(April-June) .............. ... ... 102 ............ 102
Third(July-Sept.) ... 100 ..., 101
Fourth(Oct.-Dec.) ..o, 97 98
Year 9.8 100

Source: MRI, Spring 1989.




B 98% of the average
weekly magazine’s total
measurable audience is accu-
mulated within four weeks of
on-sale date. For the average
monthly magazine, 89% of its
total measurable audience is
accumulated within eight
weeks after on-sale date.

B Magazine Imperatives,
heavy magazine and light
television exposure, repre-
sent at least twice the num-
ber of TV Imperatives with
common advertising target
demographics.

16) Total Audience Accumulation

Percent of Total Audience
Reached by a Typical Magazine

After On-Sale Date Weekly Monthly
OneWeek ...........oo i (1) — 40
TwoWeeks ... 80 ............... 60
ThreeWeeks ............coooeiiiiiii.... 92 ... 65
FourWeeks ..........ooooiiiiiiiiiina, 9 . 70
EightWeeks ........................ooo.l. 100 .............. 89
TwelveWeeks ...l ¥ s g g s e 100*

* A “watershed point.” Magazines continue to accumulate additional readers, but relevant
research measurements are not made after these points in fime.

Sources: Estimate based on Politz, Simmons & Audits & Surveys Studies.

17) Percent of Total Adult Demographics by Media Imperatives

Media Imperatives

Target Demographics - Adults Magazine Television
Attended/Graduated College+ ..................... S 20%
Professional/Managers™ ......................... 8% ............ 17%
$30,0000rMore LEL ........................... 46% ............ 19%
$50,0000rMore HHI ...l 48% ............ 17%
18-49YearOlds ........ .......oooiiiiiiins 0% ....ooevnn 25%
A+ Persontousebokds. . ..o s o s s 55 smmns s 5 s W% o 7%
Parenfs ... ... B% ...l 26%
$100,000+ Residence Owned ..................... L 22%

* Based on employed adults
Source: SMRB 1989.




18) Index of Public Activity

Activity in Past Year

Voted In Election ..............
Wrote Magazine/Newspaper Editor
Wrote/Telephoned Radio/TV Station
Wrote to Elected Official .........
Wrote Something Published
Visited Elected Official ..........
Addressed Public Meeting
Active in Local Givic Issue
Worked for Political Party/Candidate
Did Fund Raising
Volunteer Work (non-political)
Memberships:
School/College Board
Church Board
Business Clubs
Union ...................
Fraternal Orders
Religious Clubs
Gvic Clubs ................
Country Club
Health Club

100=US. Average
Source: SMRB 1989.

- Rédflershfp

Media Imperatives

Magazine v
................. (], PP,
................. 121 .83
................. N4 ............8
................. 123w s s ommmin o5 B2
................. N7 8
................. 121 .83
................. 7 [ |
................. Ny 8
................. 120 .............8
................. 122 o s s mmis v 5 618
................. 129 .............TT
................. TI8 oossmmmessostdd
................. 122 ............. 14
................. 143 .............58
................. ||| JPTOPS———
................. 18 .............86
.................. % 9
................. | | SRR
................. 125 .............86
................. 151 .oo.....64
................. 136 . o5 oo s s il

B Magazine readers are
active, concerned and in-
volved in community, civic,
public and social affairs.
The indices for Magazine
Imperatives range from

65% more likely to address a
public meeting to 2 1/3 times
more likely to belong to a
health club than Television
Imperatives.



B The financial profile of
adults who are heavy maga-
zine readers and light TV
viewers (Magazine Impera-
tives) is much brighter than
those adults who are heavy
television viewers and light
magazine readers (T'V Im-
peratives). Those adults who
fitin the Magazine Impera-
tives are more likely to have
Investment Property, Tax
Sheltered Annuities, and
own an American Express
Gold Card than those in the
TV Imperatives group.

B Those adults who are in
the Magazine Imperatives
group travel more both do-
mestically and overseas than
those who fall into the TV
Imperatives. Magazine
Imperatives took twice as
many domestic business
trips, 75% more foreign trips
and were twice as likely to
have attended a conference/
convention than TV Impera-
tives.

19) Financial Profile Index

Regular Checking Account .. ..............
Interest-Bearing Checking Account .. ........
SAVINGSACCOUNY « « ¢ wrsis v s 5 svmin 5 5+ spmosns
Individual Refirement Account . ............
Investment Property ...................
Tax Sheltered Annuities .................
Brokerage Account ....................
US.SavingsBonds ....................
Common Stock (not employer) ............
$100,000+ Homeowners Insurance .. ......
$30,000+ Life Insurance ................

Credit Cards:

American Express Green ...............
American ExpressGold ................
Discover ...,
MESOPCORL ... .o ot 5 5 mibiiss
Master CardGold ....................
VISA o
VISAGold ..........................

100=U.S. Average
Source: SMRB 1989.

20) Index of Travel Activity

Domestic:

Took DomesticTrip ...................
Took Domestic BusinessTrip .............
Frequent Flyer Member (Domestic) . ... .. ..

Foreign:

Took ForeignTrip .....................
Valid Passport .......................
Visited Europe .......................

Total Travellers (Past Year):

Bought Travellers' Checks ...............
Attended Conference/Convention .........
RentedCar .........cooovvneinnn...

100=US. Average
Source: SMRB 1989.

Media Imperatives

Magazine v
......... NG oisomeensnnantl
......... m o9
......... Mm99
......... 12 iissmmanse s Bl
......... 132 ...k
......... | [N
......... 18 ..o esssall
......... |7 &
......... 123 ............19
......... 126 .............75
......... 125 .19
......... 128 ::iiomsicnisall
......... 133 .............64
......... 171 T
......... || JPTPPR
......... 124 .............T1
......... 125 ... 9
......... 132 <:cmmnenvanadd

Media Imperatives

Magazine v
.......... 1 SRR .
.......... 18 5 unomosssrsashl
.......... 134 .............00
.......... | p—
.......... 1| | SO .
.......... | ] R [
.......... 128 .............]5
.......... 140 .............07
.......... " JAPPRPRPMI .




21) Target Demographics by VALS Typologies

Att./Grad.
% U.S College
Typology Adults % Index %
Sru;vi;/orsr ....... 4.0 .......... 6.6 .......... 4 ... R
Sustainers ....... /4 | O y | [ 0 .. 09 .....
Belongers ... ... 380......... 166 .......... 4 ... 141 ...
Emulators ... .. 100.......... 45 ... 45 . 52 .....
Achievers .. .... 00......... B3I 158 .......... 897 ...
[AmMe ........ 30 ..., 35 e N8 ........... 36 .....
Experientials . . ... 50 ..., 107 ......... 05 ..., 50 .....
Societally
Conscious ...... 120 ......... 288 ......... 140 .......... N4 ...
TotalU.S  100.0 100.0 100.0 100.0
100=U.S. Average
Source: 1988 SMRB/VALS.
22) Target Demographics by VALS 2 Typologies
Att./Grad. $40,000+ Professional

% U.S. College H. H.Income  Managerial
Typology Adults % Index % Index %  Index
Adudizer ...72....172 ....240 ....183 ....255 ... 207 ....288
Fulfilled ....704 ....218 ....210 ....145 ....140 ....245 ....236
Experiencer .13.5 ....126 ..... 9% .16 ..... 86 ..... 97 ..... 72
Achiever ...133 ....29.1 ....219 ....324 ....244 ... .288 N7
Maker .....120 .....67 ..... 5 ..... 64 ..... 53 ; s 4 sz 37
Striver ... .. 139 :::::93 oiina 67 ..... 79 ... 5T ... 72 ..... 52
Believer ....18.0 .....24 ..... 14 ... 88 ..... 49 ... 38 ... 21
Struggler ...118.....08 ...... 7 ... 00 ...... 0..... 08 ...... 7
TotalUS. 1000 1000 1000 100.0 1000 100.0 100.0

100=U.S. Average
Source: 1988 SMRB/VALS 2.

Readership

$40,000+ Professional
H.H. Income Managerial
Index % Index

O IR
R A 40 ......... 11
52 40 ......... 40
V%) A 421 ... 201
D120 . 02 .......... b
100 .. 62 ........ 124
19 432 ........ 360
100.0 100.0 100.0

B By VALS (Values and
Lifestyles) typologies, the
prime target adults, college-
educated, HHI $40,000+ and
Professional/Managerial, are
heavily concentrated among
the Achievers, | Am Me,
Experientials, and Societally
Conscious.

B By VALS2Typologies,
the prime targetadults are
concentrated among Achiev-
ers, Actualizers, and Ful-
filleds. Achievers are those
successful, career-oriented
individuals who are deeply
committed to work and fam-
ily. Actualizers are those suc-
cessful, “take-charge”
people with high self-
esteem and abundant re-
sources. Fulfilleds are ma-
ture, reflective people who
value order, knowledge and
responsibility.



B Magazine reading is also
most heavily concentrated
among the prime-prospect
Achievers, | Am Me, Experi-
entials, and Societally Con-
scious. Whereas,the reverse
is true for television viewers
who are concentrated among
the Survivors, Sustainers, and
Belongers.

B Magazine reading is most
heavily concentrated among
Actualizers, Fulfilleds, Ex-
periencers and Achievers.
These individuals are charac-
terized as successful, moti-
vated, and well-educated.
Television Viewers are con-
centrated among the Strivers,
Believers, and Strugglers;
these people are poorly edu-
cated with limited social,
economic, and emotional
resources.

23) Media Exposure By VALS Typologies

Mean Levels Of Exposure
Typology Magazines Television ~ Radio Newspapers
Survivors .............. G [ 7 G 87 cosiniisis 55
Sustainers ............. B3 .. 2108 N3 ... 63
Belongers ............. 87 ... 4 ......... 89 .......... 92
Emulators ............ 100 55 55 5550 | B ;somsess s 9
Achievers ............. N9 oo, 89 ........ 106 ......... 124
VAMMB: <css & 5 smmmmmis s 5 N9 ..o 92 ........ 16 .......... 91
Experientials .......... B2 . cosnsnsons .. SR WY simosesss 107
Societally Conscious ... | [ E— 78 ... 104 ......... 128
Total U.S. 100 100 100 100

100=U.S. Average
Source: 1988 SMRB/VALS.

24) Media Exposure By VALS 2 Typologies

Mean Levels Of Exposure
Typology Magazines  Television Radio Newspapers
Acualizer ............ 143 .......... 86 .......... 9% ......... 140
FulFilled .............. 124 .......... % .......... 9% ......... 125
Experiencer ........... ||/ 101 ......... 104 .......... 90
Achiever ............. 16 .......... B asiaisns 106 oisiiss 120
Maker ............... 103 .......... 90 ......... 16 ......... 120
1 9 ...l 95 i 104 .......... 92
Believer ............... 82 osiinns ||| J—— 93 . 99
Struggler .............. 55 ... 123 .......... Bl oisinais 7
Total US. 100 100 100 100

100=US. Average
Source: 1988 SMRB/VALS 2.




Magazine Economics

Magazine Revenue —
Where It Comes From and Where It Goes

Revenues

Consumer magazines got
54% of their revenue from
advertising and 46% from
circulation in 1979. By
1988 circulation revenue
had grown to 52% while
advertising revenue was
only 48%. 'T'his represents
a significant shift toward
more reliance on readers

as a source of revenue
(Chart 1).

Readers have been willing
to pay more for their
magazines. Over the past
decade, average single
copy prices have increased
72% and average subscrip-
tion prices have gone up
61% while the consumer

price index went up 63%
(Chart 4).

Costs

Consumer magazine costs
grew an average of $.88
per net paid copy in the
past decade, an increase of
85%. 'The most significant
changes in the compo-
nents of magazine cost in
the 1979-1988 period were
paper, printing and distri-
bution, down from 49% to
38% and circulation mar-
keting, up from 25% to
32% (Charts 2 & 3).

Profits

Pre-tax operating margins
for consumer magazines
participating in the MPA/
Price Waterhouse Survey
have improved during the
past ten years from about
8% on average at the be-
ginning of the decade to
about 12% in 1987-88.
This is below the average
pre-tax margin for all com-
munication companies
(14.3%) and well below
the average margins for
newspapers (17.2%) and
television (16%) as re-
ported by the Veronis &
Suhler Communications
Industry Report for 1988
(Chart 5).

1) Changing Sources of Magazine Revenve

1979

Source: Price Waterhouse Annual Financial Survey, Conducted for MPA, 1989.

1988

Advertising
48%

Subscription
37%
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2) Changing Components of Magazine Costs

1979
Adv. & Mrkig. ' Adv. & Mrkig. v
| Circulofi
Editorial Editorial ———— ’ ngt:gg
32%
Administration — | Administration
Fullfillment Paper, Printing Fullfillment Paper, Printing

& Distribution & Distribution

49%

Source: Price Waterhouse Annual Financial Survey, Conducted for MPA, 1989.

3) Cost Per Net Paid Copy 4) Subscription and Single

Copy Prices Compared to
- Cost Index CPl CP,1979-1988
197% i 555 $1.03 ...100 ...100 Subscription Cover
(Pl price Price

1988 ...... 191 ...185 ...163 ———————————
o 1979 ...100 ..... 100 & ssie 100

Source: Price Waterhouse Annual Financial Survey,
Conducted for MPA, 1989. 1988 ...163

Source: Price Waterhouse Annual Financial Survey,
Conducted for MPA, 1989.

5) Magazine Profits — Trends in Pre-Tax Operating
Margins 1979 - 1988 136 194

'79 '80 '81 '82 '83 '84 '85 '86 '87 '88

Source: Price Waterhouse Annual Financial Survey, Conducted for MPA, 1989.




The 90’s:

agazines have

always offered the

greatest options
for targeting, involving and
persuading tightly defined
market segments. New
technology will allow even
more personalized and cus-
tomized communications
to readers in the 1990’s.

Paper/Reproduction
Innovations

Paper and reproduction
quality innovations have
certainly influenced read-
ers of highly successful
upscale magazines in life-
style, home and fashion
categories. As paper grades
have improved, inks have
kept pace, resulting in
glossier, crisper reproduc-
tion. And, quality will be
the most critical determi-
nant of a brand’s long-term
image and leverageable
point-of-difference in a
more fragmented market.

Polybag Wrap

Innovations

The polybag wrap has
created new marketing
opportunities for maga-

Technological Innovations in Magazines

T'he Smarter Decade

zines. Both editorial and
advertising messages can
be offered selectively to
readers outside the bound
magazine but within the
same package.

Desktop Computer
Innovations

The desktop computer
has also become an inte-
gral part of almost every
publisher’s operation.
Computer-aided design
allows major magazines to
quickly and efficiently
tailor or revise graphics. In
fact, entire new major
magazines have been de-
signed with the help of a
computer as have custom-
1ized editions.

Selective Binding
Innovations

Selective binding, for
customized editions, will
allow editors and advertis-
ers alike to target and ad-
dress specific groups
within a magazine’s circu-
lation. It provides the
effectiveness of national
audiences in customized
editions that match a
marketer’s database with
that of a magazine.

Inkjet Imaging

Innovations

The added technological
ability of ink-jet imaging
casily allows co-op or dealer
listings as well as personal-
ized messages to readers.

Involvement Devices
Innovations

The 1980’ brought us
interactive technologies or
“involvement devices”
such as a coupon, or a scent,
a product sample, pop-ups,
a 3-D viewer, a tune, even a
voice message. And imag-
ine how these technologies
might work for marketers
with a precise database of
target audience characteris-
tics. How about an ad that
addresses you by name?
Not just by inkjet print-
ing—ay voice.

Electronic/Passive
Measurement of
Magazine Audiences

The next decade will find
that magazine audiences are
likely to be measured
through passive electronic
means providing more accu-
rate and improved data.



his is just a sampling

of what’s going on in
magazines. Magazines
can deliver highly tar-
geted, quality audiences
with more product pur-
chasing power than any
other mass media. Thatis
why the 90’s will be a dec-
ade of great opportunity
for marketing magazines
to advertisers.

[t promises reassurance
that the 90’s will be the
smarter decade, with
smarter marketing,
smarter communications
programs.

And, reassurance that
“Magazines Make 1hings
Happen.”

And that’s smart.
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