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ABSTRACT
! The publishers and editors of 61 metropolitan or
regional magazines responded to a questionnaire designed t> assess
the current state of the local migazine market. ¥ost of the
respondents cited the "community pride" theme as the biggest reason
for the rapid increase in popularity of *}docal® aagazines, and the
fact that the affluent and educated audience vwas very attractive to
advertisers. Poor logal news coverage by nevspapers and television
wis alsd cited as a Teason for the growth of such publications.
Respondents also cited several major probleas facing local aagazines,
inclading competition for advextising and circulation from newver
publications entering the market and the difficulty of attractiag
national advertising. Rising costs and difficulty in attracting
competent writers vere also reported as probleas. In réspoase the
guestion of what they wverdWoing to solve some of these probless,
most publishers mentiohed increasing saleg efforts, educating
advertisaers about their produgt, and upgrading the guality of their
magazines. They also planned to study reader interests, and explore
‘'ways to cut costs. (HTH)
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* METROPOLITAN MAGAZINE BOOM CONTINUES, BUT PROBLEMS REMAIN

In 1977 Fletcher 1dentified the significance of the growth and 1mpact of
city magazines on the local media marketplace. He reported the findings of a

survey of §ublishers and editors of City magazines listed in the August 27, 1976
W — -

-
Standard Hfate and Pata Service (SRDS) co;fumer magazine volume. Forty-eight city s
Y - ] .

magazines were listed and 36 comp1eted'and returned Fletcher's guestionnaire.
A H

~ i
In January 1979, Advertising Age published brief descriptions of the advertiging

1

rates and ed1t0r1a]lentent of 80 state, city and+«regional magazines which the
’ ¥

editors ackn0w1edgeﬁ as being "by no means comprehens1ve,”2 Media Cecisions pub-

. lished a relatively comprehensive list of 165 city and state megazines 1n 1ts

April 1979 155U By May, 1980 the listing under the metrfopolitan m ; e
¢
classification in SRDS had grown to include 125 magazines of whify 115 can

truly be called metropolitan rragazmes.q Most recently, Advertising Age updated

their 1979 report on metropoiitan magazines with a new l1st which inciuded 106

magaz:nes.5 l

As these data indicate, the metropolitan magazine boom has continued, ot
only has the number of magazines in this category increased, b‘l.new and
different k\nds of metropolitan magazines have entered the media marketplace.
This growth 1s partially responsible for the current term "metropolitan’ maga-
zine as opposed té-the =2arlier description of these Sub11c&taons~as "oty
magazines. Today, in addition to the sgandard city magazine, some publishers
have been exper1ﬁent1ng with shelter magazines geared specif§§a11y to the local

6

‘marketplace and 1ts upique problems. The "Home/Garden" concept, as 1t 1s
called, has been tr1eg in Houston, Dallas/fort Worth and several other markets.

Business and sports magazihés that focus on the local scene can also be foung
< among the growing ];st of local magazipes which }1t Toosely un@er Ehe metropolitan
mxgazine Lmbre]la.-nATso, some metrochijan magazines are not metropolttan at

all, b:?’are better termed state or regional magaziqsg. Exame)es of these

magazines are Down Tast (Haine), Texas Monthly and Chesapeake Bay Magazing

- R . ’)n - -
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{Maryland, Virg)nig,'PennSylvania, Delaware and Washington, D. C.).7 The
common denaminator aﬁoﬁg’these magazines is that they-are local 1n their

¢
orientation. And "local™ can mean anything from a town, city or cointy to

3

r

. a state or region.
In this study publishers and eg..brs of 115 metropo}1tan magazines, as
listed in SRDS?, were surveyed to obtain their perceptions of the place of their:

publications in the current media marketplace. The publishers and editors vere

sent a four page questjonnaire which asked about the pature of their editorial
-

and advertising staffs, competitive pressures, and problems they face in ,
t bl

producing a marketéble product. A follokup questiohnaire mailed three weeks after
the initial mailing 'produced a net response rate of 53 percent. Sixty one /
publishers and editors responded, mostly with Tengthy_answers to the open end f

vquestions.9 _ / - . \
4 i ' N

/-

Interestingly, 33 of the 61 responding magazine publishers and editors had

responded to the 1979 Advertising Age sur)ey and 39 of thejel responded to

.Advertising Age'l most recently published sectaon on metropolitan magazines.

This seems to indicate 2 responsivehgss ofi the part of- these publishers and
editors to‘compliete and return questionjiaires wh1le others apparently are more
reluctant to cooperate. This re}uctance might be due to the relatively small

staffs employed by the publishers coupled with the deluge of quesiwonnalres they

appear to be receiving, One respondent replied, "This 's the 475th guestionnaire

['ve filled out." The 53 percent response rate would uacens1dered strong without o

these qual1f1cat10ns, but 100ks stronger an 11ght of the current popularity of

metropolita? magazines among survey researchers

Reasons\fOr qrowth. AcCordIng to SRDS, of the 61 respnnd1ng fagazines, 38 were

founded 1n the\f1ve year period 1976-1979, compared w1€h 20 in the preceding five
&ear per10d and 13 in the period before that. And circulations of the magazines
included in Fletcher's earlier study have Increased by an average of 32.8 percent.

. e
Clearly the growth has come pr1marily in recent years. Why? -

(TABLE 1 ABOUT HEd'RE) ' '
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The " Iness "sense of community" themes run throughou% most of the
1
answers received. n fact, no fewer than 34 of the 6] responses mentioned

the importance of their type of magazine in covering the local scene, and by

\ M . .
doing so, appealing to pride in community. Indicative of this line of

reasoning are the following responses:

+

Burton Cohen of MPLS-St. Paul: -

The good ones are able to target in on their 2udiences' ) :
specific, community-related interests, while providing the
quality, color and ambience of a ndtional maffazine. They truly '
’ serve readers needs and interests. '

Rick Graetz of Montana Magazaine:

Because they cover subjects of local interest. . .
people get the feeling that the particular publication 1s
their own. In Montana, Montana Magazine 1s considered
"Your Montana." . :

Charles G. Meyst, formerly of Richmond Lifestyle:

Metropolitan or city magazines provide the only medium
which has the’capability of establishing the "identity and
flavor" of a market. No other medium. . .has the opportunity

. 'of position, through both editorial and design, to capture
the true "picture” of the market it serves. ,

An interestinq contrast is the comment by Pau Lison, of Monthly Detroit,

\ who observed, “Metro magazines are actually not that new, but current trends
in suburban living and Shanging ]iﬁé styles,of the afflu nt 35-55 year old

adultsha e popularized them. People 1n this age group rdentify with their

b

city redardless of its national stature.” ' '

Jogeph Shore of Atlanta §aid, "The typical. city magazine .reader's
average income is somewhere over $35,000 a year with thé median age around 3%
and this young, affluent audience\presents an jdeal opportunity fér marketing
for local advertisers." e\\\\

-




'

Tony Petrella of Lansing Magazine' said, "The people We strive to attract

are those in the upper demograph?cs in terms of incomg and education. The pre-.

Yailing attitude among publishers is "Class -- not Mass.” '

e

Sylvan Meyer of Miami Magazjne summed it up: »
T%ey effectively target'on active, involved and affluent markets
/_-and so offer advertisers prospects capable of responding to major sales
[ efforts~and high ticket items at a low per response cost. Obviously, ¢
people with.money $ gnd more than people without money, *fashion con-
. scious, style consc ous, style conscious people on the rise spend more
N than people who could Care less. g

Joseph Shore sums up t jor reason given for the phepomena1 growth of

{,
metrepolltan magazines succh 1y:

For these reasons;'se1@cti€e ;éggrtis1ng to specific markets,
keying 1n on the higher income leveds in your area, and local
editor1a) which appears in these publications, we feel that retro
magazines w111 be one of the fastest growing categories in 1980.
r'y . v
0f course, metropolitan magazines might not be able to appeal to the local
I4

ipterest\ of 2 reTat1vé1y_up;ca1ed market without a gap in editorial ceverage
left by both nat;oQF] and local med%a. The ability of metropolitan majazines

to jump in and grab the opportumty to £111 this gap s captured by the Comment
by Agnes Ash, o% Palm Beach Life, fvho sard, "Because wmgwspapers are not do(nq
their Job. Because regional TV 1s so bad. Becausépmagaz1nes'offer quality prant

and advertisers need excellent color to seil quality products.?

Remaining Problems. Although the opportunity for metropolitan magazines

. ~ \
is appaﬁent and magy’p2b11shers have grasped at the opportunity to run a maga-

zine, many of the problems that existed five ago are st131 of central concern

to mast publishers. The two most frequently reported problems deal with adver: ,
tising support and circulation. The very things that make metropolitan maga-
Zines unique ({.e.ffgéjectivitj) also cause them problems 1n generating adver-
-tising Tevenue and increasjng eirculation. The ever increasing expenses of

printing and mailing is problem for all magazines. On the editorrak side,
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just finding good, dependable writers remains a problem. A new problem,
partially due to the success of metropolitan magazines, is csﬁpetitwon ;rOm

new magazine gptfies in the local media marketplace, Roughly a fhird of

those respo ding 1dentified advertising support as a rajor problem, At?r;cting
national aJtertisers appears .to be the most prob[ematic. Persuading national
ad;ertisers that metropolitan magazines are a cost efficient way\to reach

the local, affluent market 15 still a problem to be overcome. This prqplem

is heightened by the fact that ;wo th(::: of the pub}ishers responding indicated
that more than 50 percent of their revenie comres from adygrtising., The following

) \s,)
responses were typical of most publishers] concern,

Stanley E. Flink of Connecticut Travels:

~ AN

Like any other magazine that has Séen publishing less than three
years, we find advertising suppor the most difficult problem. But
it is one we are sure time and effort will overcome.

3bseph_>hore of Atlanta: -

Adbertising support is a never ending battle. The major com-
petition for any city magazine is the local newspaper, which gets
99% of all the advertising dollars 1n the City.

Tony Petrelfa of Lansing Magazine: -

» L]

Like all magazines, advertiser support is defimitely the major
factor in overall health and growth and success, In today's economy
competition for those dollars is more stringent than ever and requires
greater planning and emphasis.

_ Thirty seven percent of the phb1ishers responding 1dent1fied circulation
and distribution of théir product as a major problem, Thas problem area has

rs

s;vera1 facexs:f Newsstand cooperation and distribution were mentioned by

many of the larger ¢ity oriented metropo11tén magazines. Subscription renewals
also appear to be a major problem, especially considering climbing postal rates
and the cost of using direct mail promotions to obta{n renewals and new subscrip-

tiqns.

’

P




v
L] »

r

bl

/

John W. Hof fman of Denver Monthly, noted that\é1rcu1at1on 1s his greatest

problem. He said that new subscriptions "are expensive and that although direct , ¢
ma{] is best way to boost numbers, cost is too high.

Monthly Detroit's Paul Lison said that distribution to newsstand dealers

is his major problem. "It 1s very imprecise and requires great time %and L

attention.”

-

bSy]van Meyer, of Miami Magazine said, "...it is difficult to know the

nature of the audience and define 1n numbers the precise size of our potential

' <
reader univen%k. Bui1lding circulatign 1s ejéénstve and risky and renewals 1
/

are aba_ys 4 problem..."
Twenty four pe#cent of thos€ responding mentioned 1ncreased cBsts as a

major problem, especially 1n light of a weakeqlng‘eCOnomy and continued

b

-

1}f]at10n. The costs of distribution, pr1nt1ng,.personne1 and paper hake
all hi1t the magazine ndustry hard and metropoliytian magazines perhaps the

hardest. Since many metropolitan magazines are still ?trugg11ng to establish
! 5

*

themselves, increasing costs coupled with the problem of advertising support "
have made it difficult for them to stay 1n business. At least oné publisher
said that strong financial backing 1s necessary to get past the first few

money-losing years. The following answers highlight these problems,

I

Er1ké Corpren of Commerce Mégazine:

Main problems are rising production costs and postal rates.
It is difficult to raise advertising rates every year to cover
increased costs.

{

H. Allen Fernald of Down East: . .
Largest problem is.rapidly escalating cost of making and delivering s
thé magazine.. Paper, printing, and postage seem to rise more
rapidly than we can raise prices. Although we have stayed’ ahead
of the snapping Jaws of inflation over the past three years, 1 have
my doubts about the future.

/s
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by st writers, cond
Obtaining ﬁﬁbd writers, both freelance and staff wrfteys, continges to
be difficult.y One publisher noted, in par¥icular, that hiring repor&ers away

from the local newspaper was ho solution since, as he said, "newspaper

4

.repOrters are the worst." ( /

Solutions tbo the problems. When ashéd about what they we}e doing to

sotve the problems facing them, publishers' answers ranged from. the humorous,

"we pray a lot," to the honest, "no easy answers." Regarding advertising

o«

supp0rt: most mentioned increasing their sales effort, educating advertisers
about their product, and continuing to work on the image and quality of their
magazines. So1ut1ongﬁ%o circulation problems included using research to

_ identafy readers' interests, pr0m0t1nd their publications om radio and TV,
wmproving newsstand distribution, increasing specwi;/fnterest sectaons, and

staying alert to 1oua} trends. To cut down on the £xpense Qf publishiag .

their magazines some publishers are conside}mng trimming the1r staffs, going
tdha 11ghter we1ght paper, and operating on a smaller budget. * The solution

that seemed to appear most often in response to a myrmad of problems was SImp1y

"working damn hard." 7

1]

An observation. Although metropgﬁ1tan magazines have found a niche in

>

the local med1a‘marketp1ace, television, with its new cable techno1ogy,f)s
also digcover1ng that segmenting an audiente can be profitable, The boom 1in
-, cable tec?mobgy iis'yet to hit hard, but the emergdnce of "all news," "all
movie," and "all sports" networks 15 here. It Bppears that the m%§9zine
f6rmat can be transferred'to television. If this 15 s0, metropolitan magazines
mjght find their competition is. not solely newspapers and other traditip;al )
media, but cable television. As television cable technology becsmes more
cost efficient, television may scon be able to enter the local markets with
a prohxct-at least as competitive as that that metropotitan magazines/now have

|t8 offer. ,
= ’
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The ad®hors wish to express their appreciation to the publishers and

editors of these magazines who responded to the questionnaire-
Aloha, Atlanta, Atlantic City Magazine, Buffalo Spree, Central Florida

Scene, Charlotte Magazine, Chesapeake Bay Magazine, Chicago Sportscene, |
City, Cieveland, Colorado Business, Colorado Woman, Commerce Magazine,
Connecticut Magazing, Connecticut Travels, Crain's Chicago Business, D Magazinre,

DallasfFort Worth Home/Garden, Dayton Magazine, Denver Magazine, Denver
;ie

Monthly, Down East, Erie Magazine; Exclusively Yours, WistonsWh, Gotd
Coast of Florida, Houston Magazife, Hudson Valley, Jacksonvi .
"Magazine, Kansas City, Lansing Magazine, Louisville, Loursville Today,
Memphis, Miam Magazine, Missoury Life, MPLS-St. Paul, Mortana Magazine,
Monthly Detroit, Nashviile!, New Mexico Magazine, New Orleans Magazine,,
New Worids, Ohio Magazing,, Orange County Home and Garden, Orange County

Tijustrated, Oregon Magazine, Orlando-land Magazine, Paim Beach Life,
Palm Beach Societal Pictoryal, Paim Springs_Life, Phoenix Magazine,

Playsure Magazine, Richmond-L1festyle, Sacramento, St. Lours, San Diego

Magazine, San Francisco Focus, Shenandoah, Southern Accents, Texas

Monthly, and Utah Holrday Magazine.
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Growth in Metropolitan Magazines

&

Circulations, 1976 - 1980 [

s
4

. ]976 C\rculat1on Total 1980 Percentage Changgf
Atlanta“’ 27, 613 39,993 + 44 8
Baltimore 15,000 46,677 11,2
Boston N 39,971 85,220~ +113.2
Broward Life -

(Ft. Lauderdale) ° 19,700 . 1&,{336, - 26.4

- Buffalo Spree 18,000 "2 0 O
Central Scene® ¢ - //’ﬁ\//_‘ '

) {0r1ando) 6,500 10,000 + 53.8
Chicago 154,064~ - 186,392 + 21.0
Cinginnati 14,585 23,947 + 64.2
Cleveland *, . 40,836 52,864 + 29.5

* pallas ) 1M,10%° 15,000 ° + 35.1
D, The Magazine of Dallas . 37,265, 60,237 + 61.6
Exclus1ve1y Yours, Wisconsi 31,753 ~. 39,443 + 24.2

- Fairfield County

(Connecticut) 26,500 26,000 - 1.9
Gold Coast Pictorial \ . '

(Ft. Lauderdale) 15,166 30,000 +97.8
Honolulu 26,740 \\{ 22,922 -14.3
Houston 13,472 16,626 + 23.4
Houston Home and Garden - 35,006 77,571 +121.6
Hudson Valley 20,000 23,900 +19.5 ¢
Los Angeles 121,117 © 158,459 + 30.6 .
Louisville | 8,873 11,140 + 25.5 n
Metro , y

(Newport News, Va.) 20,303 7 20,237 - 0.3
Miami . 25,900 17,279 -+33.3 L )
MPLS . - 23,921 39,853 ® 4+ 66.6 -
Nashville! 11,148 3,090 +167.1
New Mexico 1;.§222 72,685 + 2. d
‘New Orleans 545 * 40,500 + 65.0

_ New Yorlds 6] ,247 102,958 + 68.1
Drange County I]lustrated

{California) ) - 271,852 16,368 ~ - 28.4
priando-Land ~ ,104 26,068 - 7.2
Palm Springs, Life - h, 1938 65,431 + 5.6 P
Ph11adelpﬂca v 121,697 136,627 +.12.3

X Phoenix . 58,061 , 29,379 - 49.4 .
&£ Pittsburgh 38,793 50,767 +30.9
San Diego 2 ,369 ‘ 46,476 +107.8
af Francisco - 36,385 b~y 36,242 - 0.4
2 . Louis 25,000 44,000 “* 4+ 76.0
» xas Monthly . 158,007 247,151 W 56.4
’ fashingtonian . &« 59,150 100,874 + 70.5
Westchester 30,000 27;148 - 9.5
" TOTAL_ 1,583,906 ¢ 2,103,720 + 32.8
kl(‘\\HSource SRDS, August, 1976; May 1980° L -4




