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A

over the past 15 ears Featuring content usuaiix designed to stimulate, J

inforn;and enter ain the 1oca1 area reader, city maoa21nes compete with

,/ationaiiyidist iputed magazines and 1ocaT newspapers-for their audience. _—

perceived b; pubiishers and ed]tofs of
gathering edhnique was-a- three’ pagé q
puﬁiisher and editors of city magazin
Service

Un;ted tates Theéquestionnarre and-

) maiied ip September, 1976 A foiiowup

eSponse was exce]isnt anf e11

t

ers who' had not responded to the first maiiing

A

cause of its ed1toria1 cjntent and

such Maga21nes The primary data-
uestionnaire that was naiied to

es as 1istedxnn Standard Rate and Data .;

SRDS 1ists most, but probabiy not all, such’ pubiications in the

a self addréssed return enveiope were

was maiied three weeks 1ater, to uh

¢ 4.

above the 1eve1 often considered

ade'eate,' Of 51 questionnaires maiied 36 were compieted and returned for:

am sponse rate -of 71 percent The voiuminous answers to 'some of the: questions

' ar indicative " of thoughtfu] responscs

edia marketp]ace, fattors 1ead1ng to

~ probiemS'facing the.industry. E 4§5t

A -1‘

i

The questionnaire ﬁocussed on thc poS1tioning‘of'the-magaiines in the-w5”7

succiess‘2 a ience composition and

- . ! " .
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The Growth of C1ty Magaz1nes o f,.h - -
’ t
Ear]y city magaz1nes appeared primari]y 1n'the 1argest metr po]itan ,

‘areas, some having begun as offshdots of te1evy§10n program guides, d1n1 g

‘guides or other pub11cat1ons Chicagb began as Chlcago Guide,‘a free

1rcu]atlon pub11cation 1n 1952, and New York at one t1me was a Sunday

o

' ‘sudpFEment to -the Hera1d T?nbune 2 Genera]]y the period 1962 1974 hro ght
/.

the greatest growth in numbers/ln ‘the f1e1d L ',5 ~ -,'T S
gl ' ' 1,
Today, most city magazines - serve c1t1es of 750,000 population or

'.‘”
. few serve cons1deraufy sma11er markets, and a few are more

proper]y]abe]led “reg1ona1“ han "c1ty 0ne such pub11cat1on Texas

onth1y wh1ch serves the metropo]1tan areas of Texas.
Of the c1ty magaz1nes 1lsted in.;SRDS, the 1argest c1rcu1a on is. that

of Texas Month;y‘(158 007) smalﬂest is that of Tucson (5 0

pub11cat1ons are shown in Tab]e I.

- Tab]e 1 About Here '-.;- h '-._j-i g\

R Y
“\
- A . ¢

PR
. .
St . \

Ed1tor1a1 Content j.f;r .; T B \ ‘ﬁ.'
| 1In 1ts style; the c1ty maga§1ne 1s often characterfzed by gaunty, L

' open 1nforma11ty In the se1ectlon ogwsubject matter, cover design and
wr1t1ng style, the city magazine diverges from the more forma1 a proach

' s
often assog1ated W1th some nat1ona1 magazines and ref]ects, as its pub]ishers
// . .
say, a moder:/iBProaCh to changlng 11festy1es 1n the city. ' ™ i'*('
articles range broad1y, but the most popu1ar appear to be -

e e e g
. ca .

//p,estigat1ona1 Most have a def1nite 1oca1 or1entat1on Herbert L1pson.

' // pub]isher of Ph11ade1ph1a sa1d "Ne wouldn' t do a p1ece on Jerry Ford un1ess
"3 BT ., . .

% 1t turned out he was born in Ph11ade1ph1a
. : .
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it ! cmcumnou OF CITY MAGAZINES FDR wHich W, -
/ . <»..§_';,__‘,k_ serNnARb RATE AND DATA SERVICE DATA-ARE AW\ILAB_

S Yo g cmcm.mouv» TAL

At}ﬂnta* R
"W?mpis - I S ]55000 i
Bosto \\\ \\\ R B L R Y
. B ward Life{Ft.. Lpuderda1e) S ‘“'19,700f .
/ g fi ~ Buffalo Spree © 18,000

. Central SCene (0r1a%do) PR Lo es00 o a

e " Thicago. ; T .. 154, ,064 o s
... Chicage's Elite S s S, 26,000
SRR tﬁTEf%fT?TE‘f‘ CI R = T 23'588 vy
o ncinnati® .<;ﬁ” ST e o0 .14,585 -
SR evelani ' ; St S . 40,836 .
_ as Los Ange]es} o S hL o B,992
e S T8
///EEIaware Todax» y ' R e L 8,073 -
Desert $iThouette's Tucson . ey v 5,000
D, the Magazine of Dallas = oo b 37,265
Echusively Yours, Minnesota . o 35,000
. Exclusively Yours, Wisconsin - . _ e 31,753
Fairfield County (Connect1cut) - " 26,500
Golg,g?asf Pictoria] (Ft Lauderdale) L '_<~__15,166. .
Honolulu = . _ . 26,740 .
‘Houston* oo e . oL 13,472 0
Houston Home ‘and Garden R - 35,006 .
Hudson Valley R o 20,000
- Long Island A o ' . .30,000
[os Kngeles SN ‘ - - 121,117
ouisy S N - 873 o
_ Hefro (Newport News Va ) R . .:220,303 -
e Miami y . ' T -25,900 .,
- WPLS RS ' . iy -t 23,92
A Nasﬁvi]]e IR S o e 1,48
- ‘New "exico P B e o 71, 22
‘New Orleans’ o : S . 24,54
. New Horlds - N ] I 247 \
--~Orange_County I11ustra£ed (Ca]ifornla) 224852
Orlando-Land N .28, 104
=;QPMTSﬁMmsLﬁe : e e 1? %?
~ Philadelphia o Lo : 1,69
~ .Phoenix . ,* - L . 58,061 :
- Pittsbargh ¢ -~ Y | 38,793
_San Antonio* . ) o S . 9,500
~ .San Francisco - - ' . S '-; - .36y 385 :
~ St. Louis ( : . ) ) . T %g ggg .
Sandlapper (Sout Carp 1na o : Lo i
.Texas ﬁonthly S ~ 158,007
- Washingtonijan ©~ - T T 59,1300 -
- Westchester . . 3,000 0

. Sourcea SRDS .August 27, 1976
* Spogsored by Chamber of Commerce
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C surrounding the evo]ution of counnmvz music. (Nashvi]]e,f‘

B advantages of 1eas1ng 1n Minneapolis. (MPLS November, 1976)

t I‘ )"

Septemb 1976) .'.v.” f}g _/ . ngygi T

4

\._ “uhat Your House Te]ls About Tou" (Phi]ade]phia, October, f976)

;gi“_ B story about f1nd1ng an. hgnest automob11e mechanic'in Tucson (Tucson. ’

“Best Dressed Men in Da1]as" (0 September, 1976)/- ‘:‘v K
o : "P1erc1ng the Stereo Mystique How Much is Enou h?“ ( an Diego,
L Novenber, 1976) ; 7

4

“Rating the French Restaurants“ ( an Diego, November. 1976)

JYour Guide to Pop wine Rating Ca]ifornia s Vu]gar VTntages.
(Coast October, 1976)

memnw¢wnmavmwﬂg:731*' o nh%'””'

~

th have the pub]ications caught on when the magazine 1ndustry genera]]ﬁh
- has not been enjoying its best years? They ref]ect a pattern,which magazine
"1;: ﬁistorian Theodore Peterson referred to as ear]y as the 1950° s, In‘h1s book éi

N\
Peterson noted the demise of the mass c1rcu1atlpn genera1 1nterest pub]ication.

The c1ass pub]ication was be/oﬂﬁng the dominant magazine type, serving'a
highly segmented audience w1th specia]ized content.4 The c1ty magazine o
”oes just that. | | L R
A ,:‘ﬁ The c1ty magazine can offer excitement to 1ts readers.. Stephen M.

511Verman, editor of Coast Magazine, says, “People want to fee1 they\beTong

v T 1n an exciting.envjronment,.these_city books .often come off as makingithe

\

. oo . :
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_town seem“‘chic‘.?_ Another publisher said, "Peop]e want to read abOut -

b :;themselves and the p]ace they live.“ Another said "We care about’ the

’ issues they care about " Significant]y. wiiiiam Kenzle, pub]isher of

”f’i MPLS. pointed out, "Having a city that S interesting he]ps.? "'l»

.-f“‘i>.f"'- Some pUbiishers of city magazines believe the success of their

C '”,magazines is due 1arge1y to a void left by nationa] and other Iocal media.;
These" weaknesses in other media are seen in editoria1~content, audience :

composition and‘u1timate1y the medium s usefu]ness to the advertiser.‘ . :

Sammye Johnson, editorLof San. Antonio Magazine, attributes hgr magazine s
i.success to the naturevof its. content - L | L

, ‘:} ) f' | "Newspapers genera]iy stress hard-core news and there is usua]ly
Tittle space given to human igtg;est stories or interesting,
~ {nformative aricles of a-broader nature concerned with economic

development, business personaiities, etc. City magazines typica]]y
~address their articles to this sector.” oo .

;i’f - al (’James Ki]]ingsworth, pub]isher of Orange County I]]ustrated said, .

" “The successfu] ones fi]] a localized need that cannot be filled
- (even with 'zone' editions) by national magazines. We can,zero
. inon a. prob]em or situation that affects most if not all of the
area we serve....Additionally, we can provide service that even
the newspapers cannot monthly calendar/dining guide, etc. We can -
communicate with mean1ngfu1 directness in our editoria] coverage "

. L . W1ck A11ison, publisher of D, The Magazine of Da]]as wrote that /,J

| -nationa] magazines are "out of touch” and "unab]e to prov1de specific .
'service information " .Taking a simi]ar position Va]ter A Forbes, of
‘ Connecticuf/‘wrote of service pieces as "“an ‘area newspapers and national.
:magazines traditiona]]y avoid.” _'_ ‘ -\'

Commenting on the local _newspaper, one. pub]isher pointed a finger at
fthe "gut]ess" press that 1eft a void that his pub11cation cou]d fii]
Another pub]isher, Thomas ,G. Fitzmorris of New 0r1eans said’ city
magazines "do what TV wonit do and what newspapers do ciumsiiy -- thgy

'discuss the city in a conversationa1 way.":

-5-




. The Business Aspect _.j-,-"rl o
‘J'charﬁcteristics of the city magazines is their audience composition
'Not dh]y are theimagazines se]ective geographica]]y, a1mdst universaT]y,
! ;upscaie. we11 educated and we]l hee]ed consumer He is char
e advegtiser S standpoint potentia]]y a very good customer

of a11~city magazines Its pub11sher c1aims that its readers

.,hoid earning $25 000. a year or more.

1Q From an advertising standpoint one of the strongest differentiating

they sérve .a demographica]]y hf’h qua]ity market The, single most heavi]y

used c1aim in the’ industry is that the reader of the city magazine i\\an 1 L

" being comfortab]e but not conﬁe~t, he is a1ert, concerned a d from\the j-'f"

Chicago s E]ite can probably make the most extravagant a dience claimsm L

’j“dian annua] T

:1ncome is $86 000, 98 pé%cent of its readers have a current passport 40
B ”percent own not- one but two homes 36 percent have given a son or daughter

C . an automobi]e costing in excess of $8,000.5 - " o 4f ;

| ‘ A1though most magazines cannet, c}aim the. audience demographics of -

'Chicago s Eiite, ‘they can make some impressive ciaims The\jncﬁme and

educatiOn 1eve1s of city magazine audiences lean strongiy toward the upperxe_,,_

e end of the sca1e, as shown in these sefgcted .data from maqaZtnes of

— - . . / ) ,

“varying circu]ations, : 2 -

C . a o < Table Ir Abat Here = - . N
The advert151ng imp]icat\dhs of the abdiepce composition are bvious.' '

Leonard Quinn- said "Advertisers.are wiiiing to pay a premium to reach

’this genera]]y affluent market "

J. Stanley Heuisier, pub]isher of Baltimore Magazine said, "As ad

'_'agency media peop]e become 1ncreas1ng1y seiective in their strategy. city

" magazines become increas1ng]y economica]::igégggv re. 1ooking for the house-

;»-5- S S hA
! BT CR U S T



. ;oA - . . Percent . o
Q’ S ercent COHege Professwna] Median Perc tOvmfng
' aduates .“ Maq;ggria1 Income HOme" .
C1rcu'lat10n5000 14999»f e e

1./ Houston o, -, 69% S "78% $46,300 - f- ;8'3%" .
2. Louisville | ,‘) o8 L 70y _$2 9,800 "/ '85%.

: 61rcu1at10n 15, 000 24 000

oMs . asp '7é7z. $25 000( est)- 7485

_2. §an31aggg / - oo 84g. o 78% $15 00 estb) SJ%
. | L - FA .

Circulation 25 ooo 34, 499 S A T _‘;,

o,

1. Fairfield County 'észl sy s4o 000(est) 954 0
2. HonoTulu - S $27 700° 9w

'Circu'lation 35, 000 44 999 S o

. 1. C'Ieve'land T ' | 72% . -. '? 76% . $22 778 ey L
4 - 2. D, The Magazine of - 64% . 67% $25 OOOQest) 79%._’-

- . " DBalias - o o : PR :

Circulation 45 Odoh;"‘ _ ~\=—«—~% -

TR
e

1. Los Angeles ek . 63 529 060. . . 65% -
-2 __1_|5hi fadephia = "30%: - N\ 32% $14 308 - -

_@’3

T

TABLE.II: Audience COmposnwn of Se'lected-(;ity Madazmes, .Source:
Publishers' statements. S

ot - % -
- . E ) P o *

. . f
/. . C . K e .. s
- o : )
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o ' ' ’ > ".'- \ .:"s S ¥
SRR '% Prob]ems Facing the C'lty Magazine B 'I‘ ;. SEIC ‘5".'

X " R . As Optimistic as 1ndustry spokesmen nppear to be, thé c‘lty nagazine is not_-
' wit ut its- prob1ems. PubHshers noted severa1 orob1ems that ex'lst 1h the‘ o
o e e R . ~~s*- : '
e c1ty magazrne business. o \»Q R , -
,';:"_g . B 1. Estab115h1ng a strong 1oca1 1dent1ty If a cfty magaz e 1sgto KR
:""a-'." s succeed, 1t must have a “raison d etre. From\a marketing staadpoint,a 1t

‘_ must be pos1t1oned in such a way as to take advantagg of whatever "Wid Is
1eft by existing 1oca1 and national med1a.‘ - ‘- _‘ o ,§ B 3
o 2. Buﬂdmg c1rcu1at1on. A perenn1a1 proh;emw.ith most nationa] mag- o

{ e . @

e | o azines, th1s prob]em alsq faces c1ty magazines ,1Bgca05e of tMack of »
oL '_ economies of scale--low. c1rcu1at1ons and, therq@r&;%hmh cost per ;housands-—
" the city magazmes are at a dwsadvantage 1n)competing wjth other media. E l,j.

Prizer. of Orlando-Land, sa1d, "There are few reasons why. a b'lg budget natiod'al

R advert1ser shou1d pay high cost per M when he can get better rates with
’- . .‘:'.

’ d . ) T

N . = o .

g

S " < , ;.- . w" o
5 ‘o*henmedia. R ot "--»(f-'z‘-'

. ‘. To build c1rcu1at1on, the pubhgher oi"Snn Antonio has: mobﬂlzed the, {
- % -Boy Scouts of Amqmca 1n 2 "San Antoutoi Ca]Hng" campaf'gn to 1ncrease W

c1rcu1at'lon to a’ mimmum 20 000 rea&ers, . ,at Centra]‘Scepe, a staff memb er’.

. . contacts and works with orgamzations 1nténested in s ng SUbSC?‘iptions g‘

.2 . “3 ' as) moneymakmg pro;ect Nashvﬂ]e 1s experim@nting with a telephon? ‘-;‘,A

N o T sales department an a1termat1ye to d1rect ma‘ﬂ s01 icitatlon. o _.-..%

*

3. F1nd1ng good ed1tor1a1 mater'la] This prob'lem is second only to the'

3
Yo

'A c1rcu1at'lon prob]em. , In magazmes re1y1ng pr__ma,rﬂy on. staffmembers ando’ln &

. those us;!ng freelancers, f1nd1ng thoughtfu] well ‘wrltten. stor1es 15@ never;'
| /\)) end1ng search George Cru\mp of Metro. said _Metr_owbuw Tike to run severa'l

- o 1nvestigative researched artic]es each year. F1nd1n’g c(ompetent wr'iters ry

N wﬂHng to comnnt themse]ves to this type of writ‘)ng hasyen d'lfﬁtu]t.ff_ '

- o - ' Y A




'to day Who needs them?"
- that ha

- ca]]y

=

f. e . }I

. to 'support quality free lance writers. Things are better. but we have a }

long way to go." Oth r publishers and editors shared that be]ief
~ Two responses revealed widely diverging Opinions of ways in which to

reduce the prob]em of finding gopd edi{driai content. Joanne Myers of .

Broward Life is. “eniistinq the suppor of more co]lége student Journalists )

In contrast Tom McNu]ty, of Chicago S Eiite, complained "I might

' say, there are a 10t of peop]e coming out of the journa]ism schoo]s who

| Hick A]]is}n, of D, observed that his market “ : '4isn't mature enough yet ,

think magazines and newspapers are not a business which has to be run like ‘

-

any other business Too many people want to be/the great American writer /

| and not worry bbout who s mhting the money to keepeveryt inggoing from day

P
. ' .

“'4. Co s of al types During the past three years, cost intreases
whit other bu51nesses have also affected the pub]ishing industry

Paper, printing, personnei and distribution costs have increased.dramati--

[y
*
IS
X4

S HN Acquiring advertiser support, 1n particu]ar national.advertisers.

,A]though this has been a common prob]em among most city magazines, the

publishers seem confident that as their magazxnes grow in qua]ity and in

readership, advertiser snpport will 1mprove, _Some of the pub]ishers noted

~ the excellent oraphics'of magazines and the fact that a retailer'who wants

to run a professionai looking and impre551ve prfnt advertisement hag very

B 11tt1e choice. the retaiier can use the locai newspaper and sett]e for a

10w level of qua]ity of reproduction or he can use a city edition of a

; nationa] magazine and forego the beiievabirity that the publishers claim’

is inherent in a good c1ty maga21ne. The third and‘bften the best,

a]ternative open to- the retaiier is to use the city maga21ne

.“ .

-
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”;vThe'FutUre : e
The urban survival manual, a? it Ts referred to by Time has,become
a significant medium of communications 6_ It has found an important, a]beit
fhnarrow, niche in the marketpiace in 1arge and medium sized metropo]itan

| areas Through carefui writing and editing and c1ever positioning, it has

grpwn in a- sometimes uncertain industry

S However S . . . ‘ (’\\,
-"Even a city magazine that fo]]ows a11 of the. rules is not
. " ‘quaranteed success, of- course, particuiariy in difficult
) Lt economic times. Production costs, and in particular the
' ~ price of paper, have risen at a staggering rate in the past
year, far above the general rate of inflation, and have wiped
o out the: profit margin at some ‘publications. "7 :

r

Sy
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Footnotes

1The author expresses his appreciation to the pub]ishers and editors
who responded so generous]y to the questionnaire: .

Wick’ A111son, pub11sher
sEdward J.. Brennan, pres1dent
.+ and qu]isher |
E Gary Brown, dub11sher
Marsha’E% Carr’, editor
. -George A. Crump, pub11sher
T Libby Ferguson, manag1ng ed1¢or
o S - Thomas G.. Fitzmorris, editor |
- =7 Malter A. Forbes, publisher
- Nancy N. Glick, editor
" and pub]isher ' '
Lute Harmon, pub11sher _
Charles F. Herd, publisher
J. Stanley Heuisler, editor
Sammye Johnson, editor
‘William Kienzle, editor
James C. Killingsworth,
pub]isher and editor
Michael R. Levy, publisher -
D. Herbert Lipson; publisher
- o
- Tom McNulty,/advertising
. director
D. F. Delle Monache, pub11sher
Joseph L. Mrantz pub11sher
+ "Joanne Myers publisher
~ Vita R. NelsqQ, editor
N and pub11s er
| Dennis Nix, publisher
‘E. L. Prizer, publisher
‘teneard Ay Quinn pub]isher

D, The Maga71ne of Da]]as
Fairfield cOunty,MagaZ1ne

Sacramento Va11ey‘Mag§iine _

Houston Magazine

Metro -

The St. Lou1s1ana
/New Orleans Magaz1ne
_Connecticut Magazine
. The -Central Scene

[ Y

Cleveland: .
Louisville <
Baltimore Magaziné
Sanh Antonio Magazine

Orange County I1lustrated

Texas Month]x

Boston Magazine and Phi]adelphia

_ Madazine - .
gjieago s Elite \-'/

- Los Angeles Magazine o
Honolulu Magazine

. Broward Life L
Westchester Magazine

Tucson Magazine o
Orlando-Land

" Delaware Today

Q . L E . .., - ' . v ‘ 10’
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[ P

‘Bob ¥. Row]and editor -
~Ron ﬁbzman managing edftor
Edwin F. Self, editor
" and publisher |
“ Norman Shavin, editor
Stephen M" Silverman, editor
(Frank E. Smith, publisher

.(Kenneth A. weich,.pubTisher»

' Coast Magazine

Sandlapper

“Hudson Valley |
. San Diego Magazineh '

At]anta

Cincinnati Magazine™

urney Stevens, Jr., publisher Nash?iiie! B o
" Herb Stein, editor © Pittsburgh Magazine .
thleen Turner, editor ‘Dayton U.S.A.’ B

~ Phoenix Magazine

2vyrban Survival Manuals," Time, March 29, 1976, p. 64, .

3"The Payoff in City Magazine,” Dun's, November, 1974, p. 72.

4peterson, Theodore, Magazines in the Twentieth Century. Urbana, I]]inois

- University of 1111n01s 1956.

5Chicago s Elite promot ional brochure, 1976.

6"Urban Surviva] Manuals," Time, March 29 1976, PP. 64 65.

TuThe Payoff in City Maga21nes," Dun Dun's, November

1 4

\
’,

1974, p. 72
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Alan D. Fletcher is associate professor of advertising at the University

of Tennessee.

He thanks Bruce Vanden Bergh. Ph.D, candidate at the University of Tennessee

- for his: he]p in designing the questionnaire
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