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For more than thirty years, AURAS Design has been creating magazines. In 
three decades technology has revolutionized the way we create magazines, 
and today it is changing the way we look at them. But one thing has stayed 

the same—delivering engaging content takes more than an elegant design or 
trendy typefaces. Even the best editorial can be lost without proper context. 

Readers choose publications because they like the whole package. Every magazine 
is constantly renegotiating its value to every reader with each issue. While specific 
stories may generate interest, it is the way the publication is put together, the 
specific DNA of scope, organization, tone and execution that engages readers as 
an ongoing investment of their time.

SIX DEGREES OF PREPARATION, originally written as a series in FPO 
Magazine, is everything we have learned designing more than 100 magazines. 
While some of those publications only needed a new patina to make their editorial 
shine, many needed much more. That is where AURAS has been most helpful. 
A successful redesign for them required rethinking their editorial structure, 
reorganizing the content into packages that delivered to readers a strong value 
proposition—if you liked this issue, you are going to love them all. 

Each “degree” examines a different approach to building a stronger magazine, and 
helping you see your own publication in new ways. Some of the ideas are tried and 
true, and some you may never have considered. Each section builds on the previous 
to suggest a process that can be used to improve your publication.

The goal of this book is to create a process that can be used to imagine, launch, 
and grow magazines by stimulating dialog among editorial, design and business 
arms of a publishing team, literally putting everyone “on the same page.” 
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Is a Book About 
Publication Design 
Still Relevant in a 

Multichannel World?
The urge to convert your print publication to a 

mobile app seems irresistible. For many publishers, 
the savings in printing and mailing alone can be 

enormously enticing. But an app—however cool—isn’t 
a replacement for your print magazine. There are 

now just too many ways of reaching your readers to 
think they will be satisfied with a single product. 

With all of the channels that need to be filled, 
there is no shortcut to the job of building your 
brand and creating compelling and memorable 

editorial—and that is what this book is all about. 
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Making a digital app out of your print publication isn’t a 
solution for making a better magazine; it is just another 
way of delivering your content—with advantages and 
disadvantages. And it isn’t even the only new way, or even 
the best. Six Degrees of Preparation provides a systematic 
approach to building editorial and design elements that 
will strengthen your readers’ appreciation of all your 
cross-platform content. The examination of your mission, 
scope, audience, branding, book structure, and story 
components are still important building blocks in your 
publishing strategy. Here’s why:

l More than ever, using the Six Degrees can help 
you find engaging exclusive content, stronger 
branding, and better design—it just isn’t only about 
your print magazine anymore.

l Multiple platforms and social media subscriptions 
makes graphic identity and branded content more 
critical than ever before.

l Mobile devices makes grazing difficult. Instead 
of just reposting content, focus on branding and 
navigation to fit the platform.

l Additional multimedia assets and weblinks may 
seem like a good idea, but they distract readers and 
dilute your branding. A dedicated URL for your 
publication is great, so keep readers on the site. 

l Your print product is still a major part of your 
content distribution. It should be the reference for 
developing other channel branding, content curation, 
and promotion.

Your digital “strategy”—if you even have one—may include 
a mobile app, an online replica of your printed magazine, 
a dedicated website for your magazine, or all of the above, 
but if you are really aggressive, it might also include e-mail 
newsletters, e-pubs, podcasts, webinars, Facebook and 
Twitter comments, Instagram, Pinterest presentations, 
and YouTube or TikTok video. With so many places to 
distribute content, the qualities that make your print 
publication noteworthy could get lost in the translation.

Building a Practical Digital Strategy
Building a tablet app to replace your print publication is 
not a complete solution. It is uncertain if magazine apps 
will be a long-term solution or just a transitory attempt to 
shoehorn print publication templates into new technology.

 Judging by the swift adoption of modern HTML5 
features in newer content-driven websites, the modern 

web standard is as much a game-changer in delivering 
content as PageMaker was 25 years ago. Websites can 
now use embedded fonts and sophisticated layout struc-
tures. They don’t look like print magazines—and they 
don’t work like them either—but they do look an awful 
lot like a tablet magazine. Evolving web design can now 
create magazine-like graphic sophistication. Alternate 
delivery channels for news, social interaction, voice, and 
video provide better ways of reaching your audience 
for some content. What is a good strategy for moving 
forward in this new publishing environment?

The one answer is that there isn’t one answer, and 
no matter how aggressively companies promote their 
digital solutions, no one has developed a model that 
is a definitive use of current technologies to leverage 
content. Moreover, there’s no way around the fact that 
more channels need more eyeballs, more expensive tools 
and skills, and a completely different way of creating 
and using content, which could be an overwhelming 
assignment for traditional editors and publishers.

1) Spend your money wisely. Maybe twenty percent of 
your readership will embrace a digital distribution of your 
publication. A recent survey by the Association of Maga-
zine Publishing asked its members if they wanted a digital 
version of their publication only as a choice between 
print and digital. Only 24% said yes. And perhaps if that 
is the only choice, eventually they will get used to it. In 
the meantime, why pay a lot of money to do anything but 
create a replica when there are so many other possibilities 
to disseminate content and engage your audience?

Besides, it’s easy to make a replica edition that will 
work on pretty much any device. You can easily make 
them into e-pubs that mimic the magazine, or just make 
a flipbook that will play on any computer or reader that 
can display web pages. You can easily host it on your 
website or offer your readership the ability to download 
it as an app. This inexpensive solution gets your content 
“out there” and satisfies the readership who just wants 
digital access to your book. It doesn’t make use of all 
that digital publishing can offer, but in many ways it is 
the best ROI choice.

2) Print still matters. Even after nearly two decades 
of dire pronouncements that the end of print publica-
tions is imminent, they are still flourishing. According 
to magazine guru Samir Husni, there were over 200 
pub start-ups in the last two years.

Your print publication still matters. It should still be 
seen as a flagship publication of record. For academic, 
institutional, and association publications, it is still 

The Six Degrees Still Matters 
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considered a valued part of a membership package. 
Maybe in the last decade the revenue potential of a 
trade or association publication has been lost, but its 
reputation as a point of authority and credibility for 
an organization is still an important asset. Assuming 
you are not going to abandon your magazine, what 
can you do to leverage the content created each issue, 
and how can the assets from archives and organiza-
tional resources be put to best use?   

3) Add digital assets and platforms that matter. 
Adding “extras” to a digital version of your magazine 
apparently isn’t a compelling reason to abandon the 
print experience, at least according to readers who 
vote with their downloads.

The temptation to add content that simply didn’t 
fit into the print edition might seem like a perfect 
use of extra material, but readers see it for what it 
usually is—dross that good editorial gate-keeping 
has already dismissed. Interactive graphics can also 
seem like a prime example of using a tablet’s inher-
ent capabilities, but often the product is simply an 
animated rehash of a print graphic that works just 
as well. 

Enhancing print elements using interactive graph-
ics, slideshows, video, and reference links to outside 
sources are only worthwhile if they improve the value 
beyond the printed version either through extended 
depth of content or a greater ability to understand 
and manipulate the material. In almost all cases this 
isn’t material that should belong in a special “digital” 
edition of your publication. But there are plenty of 
places to add extra content. 

4) Think multi-channel. Your digital strategy 
should be based on two important points: your print 
publication is no longer the single source of content 
and connection with your readership; and everything 
you “publish” should work together using the same 
graphics, branding and editorial standards. It’s clear 
that the key to a successful publishing strategy is the 
total impact of all channels working in synergy—think 
of them as a single product comprised of multiple, 
overlapping editorial packages.

Encouraging a readership to become engaged by 
viewing the same content on multiple platforms is 
increasingly redundant with wideband streaming and  
ubiquitous adoption of media apps. Yet maintaining 
a single publishing brand is a necessary strategy for 
maintaining a nimble relationship with your readers. 

For many publications that have limited resources, 

this approach is difficult. Applying the same editorial 
standards across channels can prove a challenge. Many 
organizations do not have a single editor or publisher 
for their print and digital products. Their web sites 
are not geared towards editorial, and have other busi-
ness concerns that are independent of the publication. 

Having a dedicated URL for your publishing 
brand is important, but it needs to have the resources 
to manage the content, audience response and 
technologies. Many organizations are satisfied to 
just repurpose content by reposting the magazine as 
simple web pages that abandon most of the character 
and branding of the print publication. But Wordpress 
themes plus site-builder add-ons such as Elementor 
provide the tools to build on top of the simple repur-
posing of print content into opportunities to enhance 
engagement.

And the clincher, is that your on-line presence is 
the nexus for directing your readership to influential 
social media apps. Your magazine might be the 
genesis of your branding, content curation, and struc-
ture, but using your site as a home base integrating 
with your Facebook, Instagram, YouTube, or TikTok 
channels can create more reader engagement for the 
content in each issue of your publication—and make it 
more influential.

In this world of many platforms it is even more 
critical to build a unified graphic identity, develop 
unique editorial concepts and create integrated 
branding. The sad reality for most associations, B2B 
publishers and institutions is that delivering engage-
ment to their membership is handled haphazardly. 
It’s often relegated to interns or inexperienced staff, 
except it has become obvious that it requires atten-
tion from a dedicated moderator tasked with curating 
those spaces. That takes a person with seasoned 
communication skills. 

Despite all the hype about building large follow-
ings through aggressive pandering, it really matters 
that the quality of the content, the branding of the 
material, and the excellence of its production makes 
a difference. Sloppy writing, lax copy editing, and 
insufficient moderating are a direct reflection of the  
amount of respect it has for its audience. Editorial 
curation is more important than ever.  a

The Six Degrees Still Matters 
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Similar to restaurants or Broadway 
shows, a lot of the expense in start-
ing a magazine is up front. Usually, 
the publication needs to be staffed, 
designed, produced and printed 
before you can convince a single 
subscriber to make a permanent 
commitment. A large launch, like 
Condé Nast’s Portfolio in 2007, might 
cost as much as $100 million over 
the first three years of publication. 
But people have launched successful 
magazines with less—a lot less.

How do you get from the idea to the 
launch? After all, a magazine is more 

than just stories and pictures; more than fonts, images and printing; more 
than subscribers and advertisers. A magazine is a creative business based 
on an informed assumption: If enough people like the content, they will buy 
the publication or at least provide a steady, well-defined demographic that 
advertisers will pay to reach.

Like any publication, your start-up needs a business plan. Along with 
an ROI (Return-On-Investment) strategy, you need a creative rationale 
that will function as a blueprint for building the actual publication. 
That document is the Mission Statement.

Many people confuse a Mission Statement with a briefer, more 
promotional positioning statement found in media kits. A positioning 
statement often glibly presents a publication’s relevance to advertisers, 
whereas the Mission Statement is actually a magazine’s business plan. You 
wouldn’t go to a bank trying to land a loan with a one-paragraph business 
plan, so why would you start a magazine without a Mission Statement? 
It provides, in equal measure, justification for the profitability of your 
magazine and a creative manifesto for content scope and audience growth 
on a continuing basis.

MIS SI     N:
             P     SSIBLE

Degree ONE:

SIX DEGREES of  
PREPARATION
The process of starting 
a new publication, or 
redesigning an existing 
one, benefits from 
anything that might 
improve the probability 
of success. Over the six 
installments of this series, 
we’ll take a practical and 
philosophical look at 
what makes magazines 
work. Together, these six 
segments will comprise 
a blueprint for magazine 
success. 

MISSION STATEMENTS How 
do you get from idea to 
launch and increase the 
probability of success? 
Start with a plan.

ARCHETYPES Why should 
your magazine be more like 
other magazines, except 
when it shouldn’t? The 
answer lies in two centuries 
and 100,000 titles. 

BRANDING More than a 
logo, more than a title, the 
soul of your publication 
is in its organization, 
tone and memorability. 
It’s what keeps readers 
coming back for more.

SCOPE What, exactly, should 
your magazine be about? 
And how does it validate the 
mission and create a path 
for growth and prosperity? In 
many cases, it’s not what you 
put in—it’s what you leave out. 

ISSUE MAPPING AND 
NAVIGATION What’s on each 
page and why are key to 
making readers appreciate 
what makes your title 
unique and worth reading.

COMMUNITY, PRODUCTS 
AND REFERENCE (C/P/R) 
These are the DNA of every 
successful enthusiast, B-to-B 
and association publication. 
Harnessing the power of 
C/P/R can jump-start or 
revive your magazine.

Your favorite magazine 
was once just a GLEAM 
in someone’s eye. Before 
there were stories and staff 
and advertisers, before 
there was a template and a 
nameplate, there was only 
an IDEA for a periodical 
that could be profitable. 
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MIS SI     N:
             P     SSIBLE

J A S O N  C L A R K E

Parts of a Mission
A Mission Statement should contain 
the seeds of everything that grows into 
the magazine you launch or defines your 
existing magazine. These elements define 
the publication:

l  Why there is opportunity 
for this title

l  The size, availability and potential 
of your target audience

l  The scope of the publication, 
and how editorial content will 
uniquely define the magazine

l  A comparison of the competition
l  Broad benchmarks for success  

and growth

This may seem familiar to veteran 
journalists. It’s as simple as Why, Who, 
What, Where and When.

Why This Magazine?
There are many reasons to publish a 
magazine, and not all of them have a 
bottom line based on economic profit. 
Some magazines raise the profile or cred-
ibility of an organization; others promote 
religious, social, political or promotional 
agendas. Whether or not you intend for 
your magazine to make money, it still 
costs money to publish. Justifying the 
expenditure to the sponsoring organiza-
tion still requires evaluation of the 
opportunity cost—why this publication 
is the best use of the capital available for 
achieving the desired goals.

In fact, what are the goals? A good 
Mission Statement begins with why the 
publication should exist. Since this is an 
internal document, all reasons should be 
included. While it’s perfectly acceptable 
to create a publication with the primary 

goal of turning a profit with as little cost 
or effort needed, that reason would sound 
crass and manipulative used as a position-
ing statement in your Media Kit. But you 
would list it on the Mission Statement.

Usually, the reasons listed are more 
practical—need for ongoing promo-
tion, or a demographic underserved by 
current publications. Sometimes, there’s 
opportunity for a more focused publica-
tion in a broader niche, such as a luxury 
homes publication in a market where 
real estate publications already exist. So, 
the Mission Statement begins with a 
Statement of Opportunity. 

For our fictional start-up magazine, the 
following gets at the heart of the oppor-
tunity: “Our publication intends to be the 
primary reference for 1 million gadgeteers 
who are avidly searching for credible and 
up-to-date information on cutting-edge 
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gadgetry, but can only find occasional 
general information on this subject in 
noodler publications.” Here is a recog-
nized substantial sub-demographic of an 
already successful enthusiast niche that 
wants a narrower, more explicit focus on 
a field of interest. 

“The growth of the gadget segment 
of the noodler community has been 
exponential since the release of Gadge-
tron 2.0 kits, attracting more and more 
noodlers to this area and bringing new 
enthusiasts into the fold,” explains why 
this opportunity is exploitable. 

Finally, “Creators of ever-expanding 
gadget peripherals will join the 
current noodler advertising segment 
as interested participants in the new 
publication,” defines the economic 
feasibility of the magazine. These state-
ments describe why the publication has 
a chance for success, and they become 
the basis for the other components of 
the Mission Statement.

Find Your Audience, 
or Imagine It
The rationale for large-circulation 
general-interest publications becomes 
increasingly dicey when other forms of 
mass communication promise larger, 
more immediate contact with audiences. 
Television did it, and the Internet and 
cell phones have followed suit. But 
much like national am radio evolved into 
regional fm broadcasting in the ’60s, 
the opportunity for publishing niche 
content to smaller audiences has grown 
tremendously. 

Success for your publication begins 
with defining a universe for your 
content scope and then accurately 
estimating what percentage can be 
lured into your reader community. 
Some universes are small but can be 
almost totally converted—for example, 
an association that gives a magazine 
subscription as a membership benefit. 
Other universes are large, hard to define 
and produce fewer dedicated readers; 
examples include the consumer business 

and shelter markets, which are notori-
ously fickle. Overestimating the number 
of converts is a common mistake and 
can have serious ramifications on cash 
flow and advertising support. 

Another approach to finding your 
audience is to define a paragon reader, 
often the founder of the magazine. To a 
great extent, Playboy is an extension of 
who Hugh Hefner thought he was—or 
wanted to be—in 1950. Other magazines 
share similar beginnings. Certainly, there 
wouldn’t have been a Cook’s Illustrated or 
Wizard magazine without the conviction 
of their publishers that a large like-
minded audience existed. 

There’s something almost romantic 
about the publisher-as-paradigm success 
story, but unless you’re Donald Trump or 
Oprah Winfrey, don’t expect investors to 
be impressed. Still, not every magazine 
needs to roll out to a million readers. 
With the Mission Statement approach, 
you’ve got an undeniable gut-check built 
into every decision.

Even with the best demographics, 
it’s often a guess as to how many readers 
will love your magazine. The debate 
over what comes first, the wants of the 
reader or the scope of the magazine, can 
be an agonizing seesaw. And sometimes, 
readers don’t even realize they want 
something until they see it. How can you 
process statistics for that?

What’s in It for Me?
The editorial scope of your publication 
is the defining factor for your audience 
and your advertisers. The more explicit 
it is in the Mission Statement, the easier 
it will translate into an actual magazine. 
Breaking down the scope into major 
content areas and defining themes for 
feature content will help you gauge the 
depth of your magazine’s concept. Imag-
ining franchise content (think SI Swim-
suit issue, the Fortune 100) and ancillary 
programs (books, conferences)—both of 
which are important ways to generate 
unique content—also helps build cred-
ibility for the  editorial stamina of the 

publication.
Getting back to our sample publica-

tion, now called Gadgeteer, the scope 
in the Mission Statement includes all 
things gadget-related: products, proj-
ects, tools, theory, processes, creativity, 
application, inventions, the gadget 
community, gadget celebrities and even 
gadget humor. If this sounds like an 
editorial lineup, it should. Beyond that, 
the publisher envisions ancillary proj-
ects, such as The Gadgeteer Conference, 
Greatest Gadgets of the Year, Gadgeteer 
Innovator Awards, Gadget Workbook 
Series and “Great Gadgets Hour” on 
the DiY Network. All of these possible 
franchise enrichments will provide 
editorial fodder for the magazine.

Mission Statements for magazines 
also should account for more than the 
printed edition. Developing a strategy 
for the website component of your 
new publication at this initial stage can 
provide a clear structure for growing 
the entire media enterprise. Imagine 
elements that work better in cyberspace: 
Forums, webinars, downloads, multime-
dia demonstrations, and links to other 
resources are effective additions of 
content not easily achieved in print.

Specific content targeting possible 
vertical markets for advertising can also 
go into the Mission Statement. In some 
publications, the primary advertisers are 
obvious—they make products or services 
that directly support the content. At the 
next level are advertisers interested in 
your readers because they fit into a desir-
able demographic, usually by income or 
age, but this group has little effect on 
scope.

Developing the editorial model at 
this stage will have important benefits as 
the book is realized. A detailed descrip-
tion of the content in the Mission 
Statement will have a direct relationship 
to each editorial element in the premier 
issue. It should be possible to vet 
every new editorial idea by comparing 
it against the scope described in your 
Mission Statement.

YOUR MISSION: WHY, WHO,     WHAT, WHERE & WHEN
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Why Is This Magazine 
Different From All 
Other Magazines?
Package designers go to a supermarket 
and shoot pictures of the shelf display of 
products in the same category as their 
project. They’re not doing research for 
creating something exclusive or wholly 
different; their goal is to create a package 
that is unique among other products yet 
also feels like it belongs among them.

Comparing a magazine to the 
competition works in a similar fashion. 
What works for one publication might 
also work for yours, but with a new, 
distinctive branding. Finding areas of 
content that are underrepresented, or 
handled in a shallow way, may provide 
actual editorial distinction between your 
title and others. 

Examining the tone, or editorial 
voice, of the competition is also infor-
mative. In the ’70s, Marvel Comics 
helped redefine superhero comics by 
contrasting its voice against that of 
the competition. In rival DC Comics’ 
universe, the mythic, emotionally 
unconflicted exploits of Superman 
involved fighting clearly defined 
external evil in imaginary places like 
Metropolis. 

In the Marvel universe, Spiderman 
lives in a recognizable New York, and 
his teen angst and inner demons are as 
potent as his super-powerful adversaries, 
whose own destructive paths are often 
the result of debilitating tragic flaws. 
This new approach to storytelling and 
character development defined the 
Marvel world and ended the domination 
of a decades-old franchise. Ultimately, 
DC Comics was forced to reappraise 
and relaunch its classic characters. For 
example, in the hands of Batman’s next 
writer and artist, Frank Miller, the 
Masked Crusader became the morally 
conflicted and obsessed Dark Knight.

Finding a niche in a niche through 
editorial voice is one good reason for 
comparing your publication to your 
direct competitors. Widening the circle 

to include other publications that 
overlap only somewhat in content will 
give you a perspective on the broader 
interests of your intended audience. Also, 
it may be a source of mutually beneficial 
editorial and business relationships. 

Niche publications are always inter-
ested in reaching a broader audience, 
and more mainstream publications want 
the expert content that can come from 
narrowly focused titles. It wouldn’t be 
surprising to find that niche magazine 
Gadgeteer provides content to Noodler 
Monthly in exchange for promotion and 
resources from the larger, more broadly-
scoped magazine. 

Mission…Possible?
Thomas Edison said, “Many of life’s fail-
ures are people who did not realize how 
close they were to success when they 
gave up.” Since publication growth is an 
ongoing process marked by subscrip-
tions or ad pages or reader response, 
success for your publication must be 
benchmarked. Appropriate documenta-
tion, objective evaluation and timeline 
projections are important parts of every 
mission, including your magazine’s.

Business plans often exploit the 
potential of a concept that captures the 
imagination and enthusiasm of its target 
market. The YouTubes, Facebooks and 
Googles of today are examples of the 
capacity for untested ideas to generate 
a firestorm of interest that far exceeds 
expectations during the growth phase of 
the product. As enticing as those stories 
may be, they are the exceptions. 

Generating benchmarks that are 
relevant often starts with worst-case 
scenarios and minimum acceptable 
results. For publications, the chart 
usually shows how much outgo can be 
tolerated with the expected start-up 
costs and when the magazine will 
produce a profit.

The total revenue from all sources—
subscriptions, advertising, special 
promotions, ancillary programs—should 
be figured into the numbers, but only 

when a project is actually launched. 
It’s just not kosher to anticipate funds 
from a project that doesn’t exist.

The three-year plan is the classic 
magazine model. Expecting loss in year 
one, growth and modest profit in year 
two, and maturation and sustainability 
by year three allows plenty of time for 
evaluation, course correction and, if 
necessary, a soft landing. But, as noted at 
the top of this article, profit is not the 
best benchmark for every magazine, so 
it’s critical to find the right indicators 
and analysis tools for your magazine. 

Elaborate business plans for new 
publications often include elaborate 
budgeting and multiple achievement 
scenarios. While these are important, 
especially to satisfy external investors, 
they’re overkill as part of a Mission 
Statement. With criteria for success, 
and a timetable for when that success 
may occur after launch, are included, it’s 
easy to see how well the Mission State-
ment functions as a legitimate business 
plan.

For Gadgeteer, capturing 5% of its 
million-plus universe and securing 
a 20/80 ad-to-editorial ratio for its 
96-page issues ensured that produc-
tion costs, editorial development, and 
initial marketing lists and materials 
would be covered. By year three, at 
40/60 ratios, 120 pages and a 75,000 
circulation, it turned a nice profit, 
especially with the success of the first 
Gadgeteer Conference, which drew over 
2,000 participants.

Now, the only thing to look out for 
is the launch of Noodler’s Gadget Monthly, 
because nothing breeds imitation like 
success. But the publisher isn’t too 
worried, because he already thought of 
that in the Mission Statement. a

YOUR MISSION: WHY, WHO,     WHAT, WHERE & WHEN

D E G R E E  O N E :  M I S S I O N
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if it walks like a duck…” is more than common 
sense, it’s the internal system that we all use to 
figure out what we experience. Human cognition 
is mostly about categorizing. It’s human nature to 
parse information by comparing and cataloging 
content into familiar categories. As dishwater-dull 
as that sounds, it has surprising application to the 
improvement of your magazine. 

At the bookstore, magazine racks are organized 
into broad groups of titles—women’s magazines, 
shelter publications, celebrity rags, many flavors of 
enthusiast publications—recognizable categories 
obvious with even a casual glance. 

But the similarities are more than skin-deep. 
Collect a pile of pubs from a similar group and 
compare their content—it’s easy to see they share a 
common DNA that informs their design and edito-
rial scope. Look at any enthusiast publications—they 
don’t even have to be about the same hobby—and 
similar story types abound. There are product 
reviews, how-to’s, expert advisors, optimization 
and skill enhancement stories, conference reports, 
community feedback and maybe even yearly award 
programs. It could be a magazine about cars, cats or 
cameras —the subject matter might be different but 
the editorial scope is similar. The same holds true 
for many magazine groupings. And for each of these 
magazine categories, there is a progenitor—a real 
historical title that became the standard-bearer that 
other, newer publications have been compelled to 
reference—an  archetype. 

The term archetype has its roots in the sixteenth 
century when it literally meant “the first mold.” 
Carl Jung borrowed the idea of archetypes and 
extended it into the psychological realm. In Jungian 
psychology, the term has a deeper context: “a 

collectively inherited unconscious idea, pattern of 
thought, image, etc., universally present in individual 
psyches.” Both the original and the more recent 
meanings of the word are apropos to publishing. Our 
long exposure to magazines as cultural artifacts has 
burned many archetypical publication “types” into 
our collective unconscious. So, when we look at a 
new publication, we search for content that helps us 
categorize it. Many of these publications take their 
cues from seminal titles that originally defined the 
niche—that first mold.

Using Archetypes
Understanding the historical precedent is important 
for publication creators, but grasping the archetypi-
cal elements that have evolved is even more critical. 
It’s nice to know that Time is the historical progeni-
tor of the newsweekly, but the generalized structure 
of rubric-oriented content punctuated by a longish 
feature article and augmented by regular columnists 
is the model that all newsweeklies follow. 

It’s hard for publications to exist outside of this 
structure, no matter how idiosyncratic or unique 
the subject matter or structure. Sure, it is possible 
to create an original archetype, but usually it 
happens unexpectedly. After all, if you try, you are 
making a magazine that sets its goals against other 
archetypes and by extension, becomes a reflection 
of them, not a distinct new ideal. Perhaps the last 
real new archetype is the magalog, that almost-
editorial form of publication that has the dual goal 
of selling a lifestyle and a company product. Who’d 
have thought after a century of separation between 
church and state, the bravest new world would be a 
marriage between them?

If your publication has an archetype, then it 

Archetypes
HOW READERS MAKE 

SENSE OF MAGAZINES

Degree TWO:
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Archetypes
SIX DEGREES of  
PREPARATION
The process of starting 
a new publication, or 
redesigning an existing 
one, benefits from 
anything that might 
improve the probability 
of success. Over the 
six installments in this 
book, we’re taking a 
practical and philosophical 
look at what makes 
magazines work. Together, 
these six segments 
comprise a blueprint 
for magazine success. 

MISSION STATEMENTS 
How do you get from 
idea to launch and 
increase the probability of 
success? Start with a plan.

ARCHETYPES 
Why should your 
magazine be more 
like other magazines, 
except when it 
shouldn’t? The answer 
lies in two centuries 
and 100,000 titles. 

BRANDING More than 
a logo, more than a 
title, the soul of your 
publication is in its 
organization, tone and 
memorability. It’s what 
keeps readers coming 
back for more.

SCOPE What, exactly, 
should your magazine be 
about? And how does it 
validate the mission and 
create a path for growth 
and prosperity? In many 
cases, it’s not what you put 
in—it’s what you leave out. 

ISSUE MAPPING AND 
NAVIGATION What’s on 
each page and why are 
key to making readers 
appreciate what makes 
your title unique and 
worth reading.

COMMUNITY, PRODUCTS 
AND REFERENCE (C/P/R) 
These are the DNA 
of every successful 
enthusiast, B-to-B and 
association publication. 
Harnessing the power of 
C/P/R can jump-start or 
revive your magazine.
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behooves you to know what editorial 
elements are considered standard parts. 
Here are some of the nuts and bolts:

SCOPE. The driving definition of the 
archetype is usually the scope of content. 
The broad categories are defined that 
way: business-to-business, association, 
enthusiast, news, men’s, women’s, 
fashion, shelter, teen, celebrity and a 
few others. But every publication within 
the archetype defines a slightly different 
scope that brands and distinguishes the 
title. Hustler is harder core than Pent-
house, which is harder core than Playboy, 
although they all are players in the adult 
men’s archetype. Rolling Stone goes for 
the 800-lb gorilla spot; Vibe specializes 
in rap, soul and R&B, while Blender 
shoots for a younger audience. The 
distinctions in scope are not monolithic 
but represent distinct business strategies.

MUST-HAVE ELEMENTS. Some things 
in each archetype are so critical to the 
genre that they need to be included. 
What’s a men’s magazine without 
the centerfold? Can a women’s title 
avoid the Christmas issue? Every 
fashion magazine has to build a big 
fat September Fall Fashion issue to 
stay in the black. Cooking pubs have 
recipes and studio food shots, sports 
magazines have standings and acerbic 
columnists, and laddie titles need a 
busty C-list celebrity falling out of 
her bra on the cover. In fact, if you 
take the juvenile prurience out of a 
magazine like Maxim, is it even in the 
archetype anymore? 

Several years ago, a publisher in 
Baltimore attempted to break into the 
laddie archetype with a magazine trying 
to do just that. ADAM was a short-lived 
failure (although it had a lot of other 
dysfunctional issues besides a flouted 
archetype). Without the tease and the 
T&A, was it Esquire Junior or Redbook 
for men? Even the editor wasn’t sure, so 
what could they expect potential readers 
to think?

COVER TREATMENTS. It’s no coin-
cidence, when you peruse the racks 
at your local Barnes & Noble, that 

titles within an archetype all have 
similar covers. There’s Britney (or 
Lindsay) on the Cover of OK, Us, 
Life&Style and People (you know, the 
classy one). There’s a reassuringly 
glamorous female star on the cover 
of InStyle, Redbook, Self and Cosmo. 
There’s Oprah on O, and Rachel on 
Rachel Ray Everyday. There will be a 
car fronting Car&Driver, Motor Trend, 
Automobile and Road&Track, and most 
of them will be shot three-quarter 
head-on on a mountain road. 

RELEVANCE. Changes in technology, 
cultural trends and new economic 
imperatives alter archetypes, making 
them less successful models. The 
popular wide-distribution general-inter-
est magazine archetype has lost much of 
its value, and such titles as LOOK, The 
Saturday Evening Post or Life magazine 
have respectively long-disappeared, 
mutated into antiquated niche pubs or 
gamely hung on through brand power 
alone (as was the case of Life, which 
came back from the dead once but 
folded again in 2007). 

Other titles in the niche are still 
publishing, but have seen decimated 
circulations and are scrambling to remain 
relevant. TV Guide and Reader’s Digest 
have been drastically re imagined as they 
increasingly find their original concepts 
untenable in today’s multimedia, 
Internet-accessible culture.

It’s Not a Straightjacket,  
It’s a Supermodel
Far from being a restraining factor that 
demands lock-step compliance, editors 
and designers should use the knowledge 
gained from understanding their 
archetype to define critical elements of 
their magazines that can be made more 
engaging. Simply mimicking an arche-
type is not enough; adding a unique 
variation to the in-common content 
helps define a publication’s tone and 
creates a unique product. Here are 
some simple approaches for making 
improvements:

RENAME COMMON DEPARTMENTS.  
Many magazines print reader mail. If 

your department is named “Letters” or 
“Letters to the Editor,” you’re missing an 
opportunity to brand your title. Rather 
than use generic titles shared across 
archetypes, try to find department titles 
that express the scope of your content 
defined by your own archetype.

SPIN THE ARCHETYPE’S 
CONTENT. B-to-B publications often 
have new products sections, but finding 
a distinctive approach to these pages 
makes your content go the extra mile. 
Extending the category by adding user 
comments, rating functionality and 
utility, or providing category compari-
sons are all interesting extensions to the 
same old product press releases. The key 
idea here is starting with the archetype’s 
expected content and then doing some-
thing interesting with it.

FIND FRANCHISE IDEAS. Often, being 
original isn’t the same as being unique. 
Finding a better way to handle feature 
concepts that are common editorial 
fodder within an archetype can lead to 
distinctive annual content. For example, 
many publications have Ten Best Lists 
or contest results, but it’s the specific 
way you pull off these generic ideas that 
create branded content and make your 
publication a must-read.

PLAN YOUR CALENDAR. Many arche-
typical elements are part of an annual 
cycle in the volume of a magazine. 
Common ideas like a Yearly Round-
Up, a Conference Issue, an awards 
issue or a seasonal issue are part of 
various archetypes. A calendar planned 
to distribute these favorite features 
over the course of the year can help 
create anticipation for distinct issues 
instead of a diffuse expectation that 
the next issue will show up more or 
less on schedule. When Stereophile 
magazine publishes its list of Recom-
mended Components in June—a classic 
yearly round-up story and awards 
story rolled together—it is always the 
best-selling issue of their year, and 
a premium asset that pulls in new 
subscribers and maintains the loyalty 
of existing readers. 

 12 S I X  D E G R E E S  O F  P R E P A R A T I O N



BREAK OUTSIDE THE BOX. Extending 
the scope of your editorial and expand-
ing your readership can demand moving 
beyond the limitations of a particular 
archetype. But it’s still a useful reference 
point for a move into unknown territory.

Editorial creativity and risk-taking 
happen regardless of archetype. Some 
publications are based on “para-
gons”—publishers or editors whose 
own unique interest and perspective 
define a publication—while others are 
business propositions that calculate the 
competition’s scope and the economic 
potential of adding new content to reach 
new readers. Even these approaches 
can benefit from using archetypes as a 

baseline of content from which to grow.

Archetypes—as logical and intuitive as 
they seem—are actually just models that 
you use to help evaluate and strategize 
change for your publication. These 
aren’t “rules,” only historical and cultural 
resonances, but they are powerful 
enough to make a difference. They’re 
always evolving, as new creative editorial 
ideas started in one magazine become 
added to the “must-have” elements of 
an archetype, and get added to all of 
the titles in a category. It’s rare for a 
franchise concept to avoid assimilation 
into an archetypical scope, given enough 
time. Still, while many have tried, no 

one has ever come up with a version 
of the Harper’s Index that didn’t seem 
overly referential to the original instead 
of a standard component of an intel-
lectual general-interest magazine.

Archetypes are just one way of 
thinking about your magazine from 
the perspective of readers, advertisers, 
distributors and your competition—and 
possible avenues for creating a more 
resonant version of your title.

Extending the Power 
of Archetypes
Using an archetype to better define a 
magazine to stimulate the expectations 
of readers is only the most obvious way 
of using them. Jumping off into demo-
graphic, regional or cultural variations—
or boldly leaping into content areas 
that are normally associated with other 
archetypes—are only a few approaches to 
create unique publications that are self-
defining even as they reflect and respect 
the original archetype. 

But the real fun starts when you tele-
graph reader response to a publication 
by giving them an archetype that creates 
a positive initial impression. There are a 
few approaches to using this technique. 

CREATE A HYBRID. Just as new 
combinations of flora or fauna can be 
bred that combine the strengths of 
their disparate forebears, magazines 
that share archetypes but have different 
editorial scope can be blended shrewdly 
to create a new magazine whose scope 
combines the virtues of both predeces-
sors. Saveur magazine is a great example 
of tweaking traditional genres. A hybrid 
of two enthusiast archetypes—the 
travel magazine and the cooking maga-
zine—this award-winning title combines 
archetypical elements from both into a 
successful model that leverages advertis-
ing, demographic and content synergies. 

✚

=

✚ =

NEW MAGAZINES COME FROM CROSS-BREEDING.  
Clever cross-pollination of titles—especially those 
that share very similar and desirable demographics—
can eventually create new archetypes. Doing it 
in reverse and trying to trace the roots of trendy 
new magazine types is also a fun game to play. (Of 
course, the bottom example is just a guess.) 

D E G R E E  T W O : A R C H E T Y P E S
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From its tagline, “Savor a 
World of Authentic Cuisine,” 
to the name of its grazing 
section, “FARE” (can you think 
of another word that resonates 
with both food and travel?), Saveur 
combines elements of cooking 
magazines—recipes, food shots, 
product comparisons and kitchen 
tips—with the travel publication’s 
first-person travelogues, scenic 
photography, destination features 
and travel data. It reminds readers 
that its mission is to combine the 
two archetypes into something 
fresh.

BORROW CREDIBILITY. Readers 
identify your magazine as one they 
want by recognizing the general 
archetype behind the publication. 
But archetypes can also be used 
to influence the perception of 
your magazine, to add authority or 
cachet by association. “Borrowing” 
the look and feel of a consumer 
newsstand publication encour-
ages readers (and advertisers) to 
appreciate your association, B-to-B 
or other controlled-circulation title 
as if it actually  that archetype. And 
the beauty thing is that readers don’t 
even realize they’re responding that way. 
Stimulating their stored reservoir of 
publication models is a subtle and effec-
tive approach to adding more credibility 
to your title.

CREATE ACCESSIBILITY. A spoonful of 
sugar may help the medicine go down, 
but tackling cultural and demographic 
niches takes a lot more effort. Because 
the natural cognitive process wants to 
categorize content, a snap decision—for 
me/not for me—is made. An archetype 
is a whole collection of these ideas 
whose total defines the optimal demo-
graphic group. These ideas signal that 
the publication is meant for them, and 
readers are tremendously more open to 
absorbing the content—even after they 
realize that their initial impressions 
were wrong. 

Thomas Nelson Publishers has 
a real handle on this idea. It has 

produced best-selling versions of the 
New Testament by packaging the Bible 
in the guise of a Teen magazine for 
girls called Revolve; one for boys called 
Refuel that looks like a gamer maga-
zine, and a hip-hop “urban” bible called 
Real, where—as their own promotion 
says— “King James meets Queen 
Latifa.” There is a kid’s version called 
Magnify. Each of these publications, 
which are dubbed “biblezines,” uses an 
archetype that is meant to appeal to 
the intended audience. One look at the 
covers and their archetypical mimicry 
demonstrates how effective the 
concept has been, and why the original 
version in 2002, Revolve, has spawned 
numerous variations and inspired titles 
from other publishers.

This is potent management of 
perception, and it might have a 
backlash from readers who ultimately 
realize that, in effect, they have been 
deliberately misled. Attempting this 
strategy requires that one really “gets” 

the original archetype. 
Readers who “see a 
wolf in sheep’s cloth-
ing” become even more 
reticent to accept the 
editorial. If the exercise 
is not pulled off with 
panache, the ultimate 
insult to  credibility—
lameness—is the 
result. Maintaining 
the posture of the 

archetype throughout the interior is 
a prodigious feat, but readers familiar 
with it are sensitive to nuances that 
signal authenticity. 

Two hundred years of magazine history 
still resonate in today’s publications, 
some of which have uninterrupted 
existence since the early-nineteenth 
century. Modern titles, for all their 
high-tech production, cross-platform 
branding and focus-group management, 
still appear on newsstands organized 
into their archetypical categories. 
Readers respond to visual cues and 
editorial motifs that are based on a 
lifetime of magazine exposure. As they 
scan the shelves for content aimed 
at their interests, they give individual 
titles only a quick glance. Attracting 
attention is more than a matter of 
compelling cover lines or dramatic 
images; it also demands digging into a 
reader’s “database” of expectation and 
mining for gold.  a 

WHO AM I? Thomas Nelson 
Publishing has had incredible 
success with Revolve, a 
re-imagining of the New 
Testament as a Teen magazine 
archetype. So much so, in 
fact, they’ve also released 
the same text in the format 
of (going counter-clockwise 
from top) a gamer magazine, 
an urban culture title, and a 
Nickelodeon-like kids book. 
And—I kid you not—they have 
even published Epic Battles 
of the Old Testament. 
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HERE’S AN AXIOM IN THE PUBLISHING WORLD THAT  
magazines ought to rethink their design and issue 
map at least every five years. Given the effort it 

takes to get a typical issue of a magazine out the door, the 
extra burden of simultaneously rethinking the publication 
is almost, well, unthinkable. 

Yet, complacency damages the effectiveness of a publi-
cation. Readers and advertisers notice, and in the worst 
way: not by being angry or demanding, but by becoming 
disinterested. That’s really a double whammy. Not only 
are you delivering a product whose value is compromised, 
you’re sending the message that you’ve lost interest, too.

Of course, publishers, editors and designers realize this. It’s 
just that most often no one has budgeted the time or money to 
deal with the problem. This is the real obstacle: Treating a maga-
zine design as a finished product that never needs review is the 
wrong model for effective growth.

REDESIGN 
G U I D E

A U R A S
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Anticipate Redesign
A Better Approach
Most organizations recognize the value 
of ongoing research and development, 
and everyone knows that regular main-
tenance is critical for valuable assets of 
all kinds, from homes to cars to clients. 
Even so, few organizations have strate-
gies in place for maintaining the vitality 
and development of one of their main 
assets—their publication. 

For many publishers, redesign is a 
daunting task—it rears its ugly head 
at ill-timed moments and demands 
attention—whether it results from an 
upper management edict or a disturb-
ing renewals report. It’s possible to 
eliminate most of the anxiety and a lot 
of the stress that comes with a magazine 
makeover if you proactively plan the 
redesign into your work life. 

When redesign is an element of 
ongoing work, it’s integrated into 
everyone’s duties instead of treated like 
an extracurricular activity that requires 
overtime and squeezed time frames. 
Ideas developed through a process 
of group evaluation are usually more 
satisfying and effective. Finally, factor-
ing in redesign as part of a long-term 
budget reduces the sticker shock of 
finding an excellent vendor to tackle 
the actual redesign. The side benefit of 
this approach is that, since the project 
is built into future plans, every issue 
leading up to the redesign is an oppor-
tunity to evaluate what aspects of the 
book might be changed. 

An Ongoing  
Redesign Strategy
Integrating redesign into your workflow 
demands making time for evaluation, 
budgeting funds that eventually will be 
spent on a new template, and deciding 
who will do the work. Whether it’s done 
in-house or contracted to a designer 
or studio, the period of redesign will 
demand extra attention from everybody.

KEEP YOUR EYE ON THE  MISSION. 
Every publication has goals for its 
readership, its bottom line and its scope. 
By categorizing your mission goals and 

demonstrating how they are represented 
in your issue map, you create an outline 
that can also be a work plan for growth 
(see “Mission: Possible,” degree one). 
Your mission goals could have changed, 
or they could be underrepresented 
in your magazine. This simple way of 
showing the application of your mission 
makes it easy to spot what’s missing, or 
what’s off-point and can be improved.

MAKE TIME TO CRITIQUE. Every issue 
is an opportunity for change, but that 
happens only when there’s time for 
reflection. Although it seems the end 
of one issue collides with the start of 
the next, finding even an hour to group 
review the printed issue is an important 
part of moving forward. The review 
should be comparative—look at the 
current issue against the last and against 
the proposed content of the next issue. 
Magazines are all about theme and 
variation. The most effective content is 
derived from clear, rich themes that have 
ample depth for interesting variation.

GET EVERYONE INVOLVED. Empower 
your staff and leverage your reader-
ship by creating multiple channels 
for feedback on your magazine. The 
most critical aspect of a redesign—on 
the house side—is buy-in from upper 
management and staff. These people 
need to feel they are involved in the 
process and an important resource for 
advice. Reader participation is useful, 
too. Encourage suggestions or follow-
up comments through your e-mail or 
website, or conduct informal sampling 
by phone or at industry events that your 
readers attend.

When discussing the title, try to 
avoid nitpicking or overly detailed 
deconstruction of particular articles; 
focus instead on broad content areas, 
overall satisfaction and outside-the-box 
suggestions. You can even use your 
publication or its companion website to 
launch a design initiative, engage your 
readership with possible directions of 
change, and encourage feedback with a 
reward of some kind.

SET SCOPE FOR THE  REDESIGN. 
Everyone has an opinion about the 
extent of work that needs to go into a 
particular redesign. While some people 
won’t feel a need for any change at 
all, others will lobby for a relaunch. 
Somewhere in between lies the true 
scope of the redesign. Determining the 
extent of a redesign effort is the most 
critical decision that should be made 
internally. A  redesign can be cosmetic, 
structural or fundamental; usually, it has 
some elements of each type. Dividing 
the redesign proportionally among these 
three levels goes a long way to defining 
the scope of the project.

SET A CONCRETE TIME LINE. Setting 
an issue date to launch the redesign 
helps the process become “real.” Plan 
backward from that issue and set 
interim deadlines. Keeping the active 
part of the redesign under six months 
is a reasonable goal. If it’s too long, 
the sense of urgency may dissipate, 
and there will be a corresponding loss 
of enthusiasm  for the project. The 
better prepared you’ve become through 
constant consideration of redesign 
issues, the shorter the actual redesign 
effort can be.

Integrating redesign into your 
publishing culture is the best way to 
keep all your titles relevant. Magazines 
by nature have a dynamic relationship 
with readers. Each issue is yet another 
opportunity for the title to excite them. 
When the time comes for a major reno-
vation of your magazine, it should be an 
extension of the ongoing dialog, not a 
brand-new conversation.

Get Help
Are You In or Out?
Critical in the redesign decision is 
whether it will be performed by the 
regular art director or farmed out to a 
consulting designer or studio. Opinions 
go both ways, but there is no definitive 
choice; it depends largely on the abilities 
of the in-house staff and the extent of 
the redesign scope. 

Even when a redesign is performed 
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in-house, it’s hardly “free.” The 
principal redesign team needs time 
to accomplish the task without the 
exigencies of the regular production 
schedule. It really is unfair to expand 
the duties of the regular art director 
by adding the redesign on top of the 
regular workflow—no matter how eager 
he or she may be to do the job. Finding 
people to step in and handle ongoing 
design and production for a few issues 
might be necessary in order to achieve a 
redesign with merit.

No one is more familiar with the 
content and workflow than the AD of 
the magazine. And successful imple-
mentation of the redesign is more likely 
when the person doing the redesign 
is going to handle the issue-by-issue 
chores, too. 

But going outside has advantages. 
Redesign and ongoing layout are two 
different skill sets, and while some art 
directors are good at redesigns, many 
lack experience. In-house ADs can find 
it difficult to be creative at reimagining 
a title they are so close to. Even if 
they’re given carte blanche to rethink 
the magazine extensively, they might 
not have the political clout to execute 
something dramatically different.

A consultant brings experience from 
multiple projects and a fresh eye to 
the publication. Thus, magazine staff 
can focus on critical evaluation and 
direction. 

In fact, there’s no reason to be 
monolithic about this process. Regular 
staff can handle a great deal of the 
process, and outside consultants can 
provide whatever level of involvement 
the publication desires. It’s all a matter 
of defining their role before you start 
looking for them.

Choosing a Firm
Finding a design consultant often 
seems like a crapshoot—there’s not 
necessarily a correlation between fees 
and quality—and every redesign has its 
own unique difficulties. But there are 
some things you should do to make the 
selection process successful in finding 
the right fit for your publication:

REQUEST CURRENT BEFORE-AND-
AFTER SAMPLES. Nothing will be 
more indicative of your results than 
reviewing recent work from a firm. 
Examples that demonstrate treatments 
of editorial similar to that of your issue 
structure and art budget are extremely 
useful and simple to spot. It’s easy to 
be dazzled by really nice design—and 
that’s important, since you should be 
impressed with the work—but there 
needs to be a practical connection to 
your project.

HAVE A CONVERSATION WITH YOUR 
PEERS. Naturally, a studio will only 
present its success stories, but there’s 
much to learn from references, and 
more often than not they’ll be happy to 
talk with you. Ask about the working 
relationship; how the firm reacted to 
critiques and addressed problems; how 
well the firm guided them through the 
process; and what parts of the process 
were most enlightening. After all, a 
specialized publication firm should bring 
experience to the job that exceeds the 
expectations of the client. 

BE CLEAR ABOUT YOUR DIGITAL 
STRATEGY. Creating a digital app 
version of your magazine requires a 
different skill set and a radically differ-
ent design to work impressively. A true 
digital app takes almost as much work as 
the original pront design. But, if all you 
want is a digital flip-book edition that 
can be read on a computer or tablet, that 
takes relatively little alterationfrom the 
print design. Be sure to ask for the costs 
associated with creating specific types of 
digital products. 

DON’T ASK FOR SPEC WORK. Besides 
it being contrary to AIGA Ethical 
Guidelines, you simply won’t get relevant 
product when you request sample design 
work. Without the studio really under-
standing your needs, their spec work will 
be no more relevant than samples from 
other projects.

That doesn’t mean you can’t ask 
for a critique of your publication, 
or an opinion on the direction of 
the redesign. Just view it more as a 

demonstration of how thoughtful 
and articulate your interaction with 
the firm principals will be than as a 
defining element of your choice of 
studio based on their uninformed 
recommendations.

PUT YOUR CARDS ON THE TABLE. 
Nothing works better when negotiating 
a fee than being upfront about your 
budget and your timetable. Redesign fees 
are always flexible; it doesn’t matter what 
size the firm or who their other clients 
have been. There are lots of extenuating 
reasons for design firms to take your 
job—at your budget. You’ll never know 
if they will unless you ask, so don’t take 
a high fee at face value. Finalize your 
search by choosing your preferred firms 
on the basis of their work, and see if you 
can find a way to make a deal.

GET A CONTRACT. When you finally 
agree on terms, make sure your contract 
explicitly details the scope of the job 
responsibilities, the deliverables, and the 
time line and fee disbursement. 

Your legal department may be 
inclined to add the usual disclaimers 
about liability, confidentiality, ownership 
and compliance with federal and state 
law. None of this will bother a profes-
sional firm, but they will take exception 
to the project being referred as a “work 
for hire” and will reserve the right to 
retain ownership of materials rejected 
by you during the redesign process. 
These demands will have no effect on 
your redesign, so unless your organiza-
tion has a fixation on rights-control, 
there’s no reason to make this detail a 
deal-breaker. a
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Brand ing
MORE THAN SKIN     DEEP

Degree Three:

Is a brand just a logo stuck onto a product? In the original 

meaning of the word—a fiery torch that indelibly marks an object—the 

brand was an objective declaration of ownership, but it evolved into a 

subjective summation of the values practiced by the owner. A brand has 

become a symbol of the choices made by the makers of a product. Your 

brand is more than simply a nameplate stuck onto the top of a magazine 

cover, but a declaration of the choices made in the editorial and business 

scope of your title. Your brand is the mark of the complex construction 

that comprises all the qualities that make your magazine unique. 

Four Layers of Branding
Magazines are sophisticated information 
delivery mechanisms with a long history. 
Branding is like turbocharging their ability 
to help readers “get it.” There are four 
ways in which magazines imprint them-
selves onto their readers: graphic identity, 
issue packaging, franchise content and 
editorial voice. Each of these contributes 
elements of memorability, anticipation 
and delight that are essential to rampant 
magazine addiction. Each part also affects 
the others, so that a well-branded publica-
tion works on all levels simultaneously.

The first two chapters examined how 
a magazine’s mission dictates the content 

and structure, and the way aligning 
(or imitating) the relevant publishing 
archetype makes it easier for readers to 
understand the scope of a publication. It’s 
a logical progression to apply these ideas 
while adding distinctive editorial tone and 
visual elements to the mix. 

Graphic Elements
The actual graphic elements in a publica-
tion can be simple, but they need to be 
distinctive and consistent. Some visual 
ideas are as simple as large margins and 
lots of white space, while more complex 
designs use modular grids, theme and 
variation in color and position, and 

SIX DEGREES of  
PREPARATION
The process of starting 
a new publication, or 
redesigning an existing 
one, benefits from 
anything that might 
improve the probability 
of success. Over the six 
installments of this series, 
we’ll take a practical and 
philosophical look at 
what makes magazines 
work. Together, these six 
segments will comprise 
a blueprint for magazine 
success. 

MISSION STATEMENTS 
How do you get from idea 
to launch and increase 
the probability of success? 
Start with a plan.

ARCHETYPES Why should 
your magazine be more like 
other magazines, except 
when it shouldn’t? The 
answer lies in two centuries 
and 100,000 titles. 

BRANDING More than 
a logo, more than a 
title, the soul of your 
publication is in its 
organization, tone and 
memorability. It’s what 
keeps readers coming 
back for more.

SCOPE What, exactly, 
should your magazine be 
about? And how does it 
validate the mission and 
create a path for growth 
and prosperity? In many 
cases, it’s not what you put 
in—it’s what you leave out. 

ISSUE MAPPING AND 
NAVIGATION What’s on 
each page and why are key 
to making readers appreciate 
what makes your title 
unique and worth reading.

COMMUNITY, PRODUCTS 
AND REFERENCE (C/P/R) 
These are the DNA of every 
successful enthusiast, B-to-B 
and association publication. 
Harnessing the power of 
C/P/R can jump-start or 
revive your magazine.
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sophisticated application 
of a variety of typographic 
elements based on a few 
savvy font family choices.

If anything, the tendency 
to overdesign is more 
detrimental to branding 
than relying on a simpler set 
of elements and applying 
them consistently. The most 
difficult aspect of extremely 
complex templates is their 
inability to stay fresh and 
exciting for the designers 
of each issue; the design 
template can become a 
straightjacket instead of a 
creative guide.

Establishing a set of 
design motifs that can be 
used as theme and variation 
is at the heart of a successful 
magazine design. Simple 
elements become dramatic 
branding motifs when applied 
deliberately. Think about 
magazines with strong visual 

identities: Time’s red border. 
National Geographic’s yellow 
one; or even Highlights Maga-
zine’s classic trapezium are 
iconic branding motifs based 
on simple elements. National 
Geo’s whole identity is built 
around an open bordered 
yellow rectangle.

Additional graphic 
branding elements are 
similar to many corporate 
identity programs. The cover 
nameplate is like a logo; 
typographic consistency 
and standard placement of 
elements in all applications 
are the same concerns 
addressed in magazine style 
sheets and modular grids. 
Choosing a color palette 
to use in your publication 
echoes the “colortyping” used 
by many corporate identity 
programs to differentiate 
divisions or regional entities.

Each element of an 
identity program has 
the possibility of being 
extended by creative 
choices that apply to the 
overall design. For example, 
using classic typographic 
techniques —such as small 

caps, flourishes, size-
specific fonts 
for even color, 
and a limited 

choice of mostly 
serif fonts—gives 

a distinctive look 
to a publication. 

Choosing to use 
edgy or eccentric 

handmade headline 
type lends a specific 

tone to a magazine, 
as does the use of illustra-
tion or photography to 
accompany openings. The 
New York Times Magazine 
is an interesting example 
of a decidedly text-heavy 
publication that uses 
consistently engaging 

illustration in its opening 
spreads while allowing 
nearly text-only succeeding 
pages in many stories. Of 
course, the Times magazine 
can afford illustrators and 
photographers who can 
contribute striking content, 
but the Times’ approach is 
not a compromise; rather, 
it’s built into the nature of 
the content.

Packaging Makes the 
Product Make Sense
Even a great design and a 
strong mark won’t be enough 
if there’s no associated 
messaging that carries the 
brand. Tide’s distinctive burst 
alone isn’t enough; it’s the 
message of strength, rejuvena-
tion, cleanliness, freshness 
and value that’s associated with 
the brand name. Apple means 
innovation, eccentricity and 
style. Jell-O is associated with 
fun, convenience, family and 
(oddly enough) healthiness. 

Magazines need to carry 
their brand by helping readers 
associate strong messaging 
with the identity. To some 
degree, it begins with the 
choice of title, but that isn’t 
always a prerequisite. Many 
titles are built around a name 
or topic that lacks specificity 
to the scope of the book. For 
every GOOD magazine, there 
are several Lear’s. Who could 
guess that Blender is a music 
magazine?

Then again, it only takes 
a second to “get” what 
Blender is. The scope of the 
content, the tone of the 
book and the identification 
with its audience are readily 
apparent from the cover 
images, the tagline, the 
cover lines and the structure 
of the book revealed in the 
TOC.

These packaging elements 

that reveal the bones of the 
template are also crucial 
branding elements. They 
associate content with unique 
structure and an editorial 
voice. A story in Blender 
could appear in Rolling Stone, 
VIBE or even PASTE, but 
its tone and positioning 
brand it for Blender. While 
individual departments may 
have generic content that 
shares scope with other titles 
in an archetype, distinctive 
branding of the department 
and the content package that 
contains it binds the content 
to the magazine in the mind 
of the reader.

Franchise Content 
Builds Character
It’s one thing to brand 
generic content, but another 
thing altogether to create 
unique ideas that can be used 
as definitive content firmly 
associated with your publica-
tion. This content—called 
franchise content because 
it belongs to the magazine 
and is promoted as uniquely 
available only in the maga-
zine—is one of the hallmarks 
of periodical publications. 
Just as a business franchise 
takes a unique concept, 
applies distinctive branding 
and then grows through the 
application of the elements 
in expanding geographical 
locations, franchise content 
is a magazine equivalent of 
Quiznos; and when it takes 
off, it’s the equivalent of 
Starbucks (well, up until last 
year, anyway).

Great magazines have 
franchise content that 
transcends their own 
publication. You may never 
read Sports Illustrated, but 
you’re probably aware of its 
Swimsuit Issue, and who’s 
on the cover. Similarly, 

GUESS THE TITLE. 
It’s not hard because 
these simple, graphic 
borders pack a big 
branding punch. 
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you may never read People 
Magazine, but you may still 
be aware of who it thinks 
is “The Sexiest Man Alive” 
each year.

Franchise content extends 
beyond annual features to 
elements included as part 
of the standard magazine 
template. The first issue of 
Playboy in December 1954 
featured Marilyn Monroe on 
the cover, but the full-length 
nude portrait against a red 
silk background was a full-
page bleed, not the famous 
“centerfold” and—without 
permission—Marilyn was 
named “Miss Sweetheart” 
for December. It would be 
another few years before 
these famous elements were 
actually a part of the Playboy 
template—and the archetype 
for the modern “Men’s” maga-
zine. Yet, today, imagining 
Playboy without its franchise 
content—the “Playmate of 
the Month,” the centerfold, 
“Playboy Interview,” “The 
Unabashed Dictionary,” 
and all of the other famous 
elements—is impossible. 
Combined with one of the 
world’s most recognized 
nameplates and an iconic 
logo, the content concepts 
work to create an indelible 
idea of the magazine—even 
if you’ve never held one in 
your hands. And to think the 
magazine was almost called 
Stag Party.

Building franchise content 
isn’t a formula, however, and 
some of the most famous 
proprietary content ideas 
evolved out of necessity 
or dumb luck. Even the 
most successful franchise 
concept of all time, the 
Sports Illustrated Swimsuit 
Issue, began as a mere five-
page photo shoot in 1964 
as a way to fill pages in an 

otherwise sports-shy issue in 
March. Creating dedicated 
content sometimes smacks 
of contrivance, imitation 
or desperation, but when it 
connects with an audience, a 
great content idea can exist 
even without a dedicated 
publication.

The fashion critic 
Richard Blackwell released 
“Blackwell’s List of Ten 
Worst-Dressed Women” 
starting in 1960 up until his 
death in 2008 and despite 
a host of imitators, the 
snarky list got heavy media 
coverage when he released it 
each January. Even without 
a dedicated publication, 
compelling franchise content 
can have a life of its own.

It’s Not Just What 
You Say, It’s How 
You Say It
One thing that made 
Blackwell’s List successful is 
the tone of the comments. 
The list is a conglomeration 
of poetic techniques, from 
alliteration (Martha Stewart: 
“dull, dowdy and devastatingly 
dreary” and “fabulous fashion 
independents”) to free verse 
(Cher: “A million beads/And 
one overexposed derriere”) 
and pun (Queen Elizabeth: 
“Was she the palace Christ-
mas tree, or just a royal 
clown?”). Often, he simply 
quiped: Martha Stewart 
“Dresses like the centerfold 
for Farmer’s Almanac.” Other 
times, he combined forms: 
Dixie Chicks “…look like a 
trio of truck stop fashion 
tragedies/trapped in a 
typhoon.” 

Many believed the 
list was mean-spirited. 
However, Blackwell has 
shown letters from many 
celebrities, including Dolly 
Parton, Mariah Carey and 

Show Me the Bunny
Hefner came up with the idea of 
a rabbit because of its “humorous 
sexual connotation” and its “frisky 
and playful” image. The tuxedo 
was added for sophistication. In 
addition, he chose a rabbit as a means 
of tweaking his nose at Esquire and The 
New Yorker, which used men as symbols. The rabbit logo 
was designed by Art Paul, who was hired freelance to 
design the logo but stayed on to become the art director 
of the magazine for the next 30 years. According to Paul, 
“If I had any idea how important that little rabbit was 
going to be, I probably would have redrawn him a dozen 
times to make 
certain I was 
doing him 
justice. As it 
was, I did one 
drawing and 
that was it. 
I probably 
spent all of 
half an hour 
on it.”
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country singer Tanya Tucker, 
expressing their thanks for 
being selected. While one 
could conclude that the 
list is rude, historically, the 
fashion maven selects only 
the most buzzworthy celebri-
ties—generally pop culture 
icons who capitalize on their 
flamboyant appearance—for 
inclusion. The impact of this 
humorously derisive yet not-
exactly-mean tone started a 
kind of humor that has since 
become widespread, and is 
the current modus operandi of 
programs as disparate as The 
Daily Show with Jon Stewart 
and TMZ.

Choosing the tone of 
your publication is an edito-
rial prerogative that should 
revererate in the design of the 
book. Slang, argot and dialect 
have visual and typographic 
equivalents, so a clear intent 

for the editorial approach 
is reflected in how the 

designer chooses 
color, layout and 

fonts.
When 

Time was 
redesigned in 
2007 it was 
clear that 
matching the 

editorial tone 
to the design 

was one of the 
highest priorities, 

as well as respect-
fully acknowledging 

the visual legacy of 
previous designs. Time is 

a highly formatted editorial 
package in which the ability 
for readers to make a quick 
scan and then move toward a 
more in-depth read as inter-
est warrants is the primary 
motif. Issue to issue, repeated 
formats familiarize readers 
with patterns they eventually 
learn to parse effortlessly, and 

begin to enjoy.
The templated visual 

language places heavy 
demands on editors and 
writers to write to space, use 
short punchy heads, make 
declarative summary blurbs 
and captions, and subvert 
personal style to the needs 
of the magazine’s tone. Few 
publications can demand such 
rigid application of editorial 
content into a template. Yet, 
in the case of the weekly 
news magazine, Time is betting 
that reader familiarity with 
the book’s structure and tone 
will be the key to keeping the 
print publication attractive 
to its current subscribers and 
younger, less-print-oriented 
readers.

Branding Evolves 
Building a magazine brand 
takes patience and trial and 
error, and is often influenced 
by the talents and eccentrici-
ties of the people who publish, 
edit and design the issues. But 
every publication can benefit 
from an identity audit to 
evaluate how intently these 
four branding approaches are 
working in a publication. 

While it may seem obvious 
that a redesign addresses the 
graphic elements of an iden-
tity, a thorough revamping of 
a publication also demands a 
close look at how successfully 
the template defines scope. 
How feature stories create 
unique content and content 
presentations. And finally, 
how consistent editorial tone 
captures the attention of the 
readers. a

BRIEFCASE

Cussing Kissin’
How explicit language and images are treated in a publication 
is an editorial policy that affects the tone of the magazine. 
Some magazines won’t use certain words at all and leave a dash 
instead, whereas some use the first letter and provide helpful 
dashes so the reader can figure it out (thanks for the help!) 

Even when such language is used, publications have rules. 
Some will use obscenities in direct quotes, or in fiction printed 
in the publication (as The New Yorker does), while others allow 
the tone of an article’s writer to remain intact, even if the 
writing is laced with profane invectives (as Esquire often will). 
And finally, there are publications that have no compunction 
about using the most colorful adjectives as part of the editorial 
tone of the magazine in heads, decks and blurbs in every issue. 

The use of profanity and slang is a deliberate choice to 
engage a readership through inclusive argot or an edgy tone 
that presents a sense of complicity—it shows you’re part of 
the “cool” crowd. 

But what happens when something comes along that 
challenges the standards of your magazine? The Biblical 
Archaeology Review had exactly that problem when it wanted 
to publish a rare find—oil lamps found in Ashkelon that just 
happened to have images of randy Ashkelonians doing the 
nasty. BAR editor Hershel Shanks solved the problem 
by letting the readers vote on whether images of the 
lamps should be shown in the pages of the magazine. 
The readers responded overwhelmingly in favor of 
publication, but to make sure that 
any offended readers could 
be placated, the oil lamp 
images were printed 
apart from the text 
on a page backed by 
an ad, so it could be 
torn from the issue 
without disturbing 
the article. 

 22 S I X  D E G R E E S  O F  P R E P A R A T I O N



Here’s how Pentagram 
partner Luke Heyman 
redesigned Vibe magazine. 
It might have been short 
but his ideas are sweet.

STEP 1. PANIC

STEP 2. DISGUISE PANIC 
BY DISTRACTION.
Ask lots of questions:
j Why are you redesigning?
j Why now?
j What’s wrong with what you have? 
j What do you want to retain?
j Are you changing the editorial 

content or the structure?
j What do you want your readers to 

see: evolution or revolution?
j What does your audience think: 

Have you done any reader surveys 
or focus groups?

j Why isn’t your art director doing 
the redesign?

j What does the editor/publisher/
owner (anyone with power) think? 
Can we talk to them?

j What’s the competition doing?
Try and listen to some of the answers.
STEP 3. STILL IN A PANIC 
YOU LOOK TO STEAL 
OTHER PEOPLE’S IDEAS.
j You buy all the competitors’ 

magazines.
j You educate yourself about the 

content. In Vibe’s case, watch lots of 
music videos.

j You buy related magazines and 
foreign magazines. (Showing 
foreign magazines makes you look 
cosmopolitan and sophisticated. 
They can be expensive, but charge 
back to the client as research.)

j You Google images from related 
industries—in this case, music, 
fashion.

j You look through the back issues for 
cool stuff that’s been thrown away 
by mistake. (Vibe was originally 
designed by Gary Koepke, who 
produced a simple, bold and time-
less design. We stole some of that.)

STEP 3.5. PUT ALL 
THE REFERENCES AND 
RESEARCH ON THE WALL. 
ORGANIZE IT.
For Vibe we showed three groups:
1. tough, urban, gangsta, ghetto
2. affluent, soft, feminine
3. early ’90s retro day-glo—a trend in 
sneaker and fashion design
Force them to talk about what they 
like and don’t like...listen.

STEP 4. SET UP GRIDS. 
DO NOT REINVENT THE 
WHEEL. CHOOSE TYPE-
FACES. DO NOT REINVENT 
THE WHEEL. Make sure one 
is a grown-up text face—one that’s 
quite “boring” (i.e., readable and 
non-trendy). If they have any long 
stories that should be read, you’ll 
need that. The display fonts can have 
more character but the text face 
shouldn’t be too distinctive: It’ll get 
tired very quickly. For this project, we 
re-embraced Vibe Gothic, which was 
drawn for the magazine years ago. It 
had been crowded out by a lot of 
other fonts. In fact, we cut the font 
families down to just Vibe Gothic 
and Leitura—a large serif family with 
some sexy display weights.
STEP 5. FIGURE OUT THE 
SECTION, DEPARTMENT 
NAMING AND HIERARCHY. 
The editors will probably want to do 
this but you might need to help them 
along. Design ways of labeling the 
pages clearly—the navigation. Use 
these elements and others as ways 
of “branding” the page. The editorial 
must separate from the ads and the 
magazine must have its own identity.
For Vibe we came up with two 
graphic ideas:
1. The broken word rubric. This was 
a direct lift from some of the early 
issues. It was used for a few months 
and then discarded. We loved it and 
lovingly restored it. It’s something 
inappropriate for almost every other 
project we work on so we jumped at 
this opportunity to do something so 

“irrational.”
2. The five bar device. This very 
flexible graphic was designed (or 
programmed) to evolve. 

STEP 5.5. MEANWHILE, 
TALK TO MORE PEOPLE, 
including the folks actually doing the 
job day-in and day-out.
MORE QUESTIONS: What 
are their favored magazines? They’ll 
often say Vanity Fair and GQ. At this 
point, gently remind them that they 
have 8% of the budget of Vanity Fair 
and GQ and 12% of the staff. Bring 
down their expectation level.

STEP 6. DESIGN SAMPLE 
COVERS, key department pages 
and a couple of feature spreads for 
two or three different directions. 
RAPID PROTOTYPE. The 
idea is to get a sense of look and 
feel. Kerning captions at this point is 
not useful.
When you show single pages, show 
them next to ads. Show them next to 
their current ads—realistic ads. Not 
just beautiful ads. Show. Discuss. 
Listen. Make them choose one 
direction.

STEP 7. REFINE TYPE AND 
GRIDS. KEEP TRACK OF 
WORD COUNTS. If you hand 
over pages with 20% fewer words 
on them there’s probably going to 
be a problem. Take care of folios, 
end slugs and all the other details. 
Establish the basic color palette 
and hopefully you’ll be able to 
standardize some formats. Captions, 
etc. should be the same throughout 
the book.

STEP 8. NOW QUICKLY 
APPLY THE SYSTEM TO 
EVERY PAGE. Most pages come 
naturally—the solution is obvious and 
you’ll probably know it when you see 
it. There are always a few that need 
working through. 

REMEMBER THIS. Magazines 
are systems, so repetition is good. 
Each section probably doesn’t 
need its own grid. You want it to 
hang together. The illustration and 
photography and special sections are 
what will keep the publication alive, 
organic and evolving. Changing the 
font for every story “to keep it fresh” 
is confusing and annoying.
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Degree FOUR:SIX DEGREES of  
PREPARATION
The process of starting 
a new publication, or 
redesigning an existing 
one, benefits from 
anything that might 
improve the probability 
of success. Over the six 
installments of this series, 
we’ll take a practical and 
philosophical look at 
what makes magazines 
work. Together, these six 
segments will comprise 
a blueprint for magazine 
success. 

MISSION STATEMENTS 
How do you get from idea 
to launch and increase 
the probability of success? 
Start with a plan.

ARCHETYPES Why should 
your magazine be more like 
other magazines, except 
when it shouldn’t? The 
answer lies in two centuries 
and 100,000 titles. 

BRANDING More than a 
logo, more than a title, the 
soul of your publication is 
in its organization, tone and 
memorability. It’s what keeps 
readers coming back for more.

SCOPE What, exactly, 
should your magazine be 
about? And how does it 
validate the mission and 
create a path for growth 
and prosperity? In many 
cases, it’s not what you put 
in—it’s what you leave out. 

ISSUE MAPPING AND 
NAVIGATION What’s on each 
page and why are key to 
making readers appreciate 
what makes your title 
unique and worth reading.

COMMUNITY, PRODUCTS 
AND REFERENCE (C/P/R) 
These are the DNA of every 
successful enthusiast, B-to-B 
and association publication. 
Harnessing the power of 
C/P/R can jump-start or 
revive your magazine.
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WHAT’S IN, WHAT’S OUT AND WHY
IT SHOULD BE THE MOST OBVIOUS PART 
OF A MAGAZINE PREMISE: WHAT’S IT 
ALL ABOUT? But here’s the complica-
tion—magazines not only need to be 
about something, they need to appeal 
to someone. Scope is the sum of all the 
editorial decisions you make to attract 
and appeal to all your audiences—readers, 
advertisers and investors.

Scope comes from the Italian skopo, 
meaning aim, and the word skopos, which 
means target. So, in the most basic sense 
of the word, scope is not only a declara-
tion of your intended content, but an 
evaluation of how well your magazine 
meets its own definition. You get to build 
the target and then you choose how to 
shoot at it—and to complicate matters—
you get to constantly move the target.

The parts of your scope are relatively 
simple. Your magazine is defined by its 
mission, and the degree to which you 
broaden your focus extends your scope. 
But the more inclusive your content, the 
less you can rely on your readership to be 
intrigued with the entire magazine, and 
the more difficult it becomes to create 
a distinctive niche. Finally, practical 
considerations of archetype, advertising, 
page count and production specif-
ics affect scope. You have to actually 
produce the magazine you promise.

One way to think about this is to chart 
editorial in three dimensions: defining 
the breadth of your content, the degree 
of depth in your stories and the relation-
ship between content and time. Some 
magazines may have a huge breadth but 
a small time frame (think newsweeklies), 
while others may have incredible depth 
but extremely narrow breadth, such 
as an academic journal. Mapping your 
content can sharpen your perspective and 
highlight problems in your scope. You 

may not be able to create the editorial 
depth you want in the time or money 
you have to produce each issue, or you 
may have so much breadth that it can’t 
fit into your page count. Keeping an 
eye on your “value proposition”—the 
amount of engaging content you offer 
readers in exchange for their money and 
time—should be a constant benchmark 
for editorial structure.

Finding the Right Scope
There are no “rules” about how content 
is created for a magazine; sometimes 
the only true defining factor is the 
interests of the publisher or editor—and 
when their publications are synonymous 
with their eccentricities, the results can 
be successful because of them. Many 
of these eponymous pubs, like O—The 

Oprah Magazine, or Martha Stewart 

Living benefit from the enthusiasm and 
credibility of their founders despite the 
fact that they aren’t in traditional mast-
head positions. Marvin Shanken molded 
Cigar Aficionado and Wine Spectator into 
luxury vehicles that reflected his own 
interests, and found an enthusiastic audi-
ence. No one would question the fact that 
Henry Luce’s political and moral obses-
sions drove Time’s coverage in the first 
two decades of its existence, and Hugh 
Hefner’s Playboy remains a testimony to 
his own world view.

Discounting the paragon publisher 
effect, you can create a scope based on 
logical elaborations on your goals for the 
magazine. Here’s where we start making 
use of ideas that have been described in 
earlier parts of the series. As you’ll see, 
there are five elements that can be considered 
when determining the best scope for your 
publication.
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1 Be Mission Forward
In the first part of this series, 
we described the mission 
statement of your magazine 
as similar to a business plan. 
Your scope is your editorial 
plan of action for your 
magazine, and the choices 
you make should be directly 
derived from your mission.

The mission statement 
also has practical business 
goals attached to it that 
don’t translate directly to 
editorial, but there still needs 
to be accommodation for 
those goals. If your trade 
publication plan identifies a 
dozen vertical markets that 

need to be addressed 
to facilitate ad sales, an 

editorial structure has 
to be created to support 

that mission element. 
It could be an editorial 
package that addresses 

these elements in indi-
vidual departments, or a 

series of special sections 
that cover the gamut one 
market segment each issue. 

Even provision for adverto-
rial concepts are part of your 

editorial scope.

2 Respect the Archetype
Even the most iconoclastic 
publisher still has to pay 
attention to where the 
magazine will sit on a news-
stand, and if it’s a new title, 
both readers and advertisers 
want to know what “kind” 
of publication it will be. 
More than that, identifying 
the archetype serves as 
a starting point for what 
the magazine is and isn’t; a 
reference that new readers 
can use to understand why 
the magazine should matter 
to them, and ultimately 
why they should prefer it to 
competitors in the niche.

There are editorial 

motifs that are expected in 
certain archetypes. Cooking 
magazines will have recipes, 
seasonal menus, a focus on 
food and menu types, and 
technique and provision 
information. Referencing 
the archetype doesn’t mean 
following it so much as 
deciding how your scope 
differs and why. As much 
as O is Oprah’s baby, it still 
fits solidly in the middle 
of the Woman’s Magazine 
archetype.

3 Go from Broad 
to Narrow
Here’s another visualization 
technique that might make 
sense too. Most people know 
what Venn diagrams are, and 
maybe even their cousins, 
Euler and Johnston diagrams. 
These can be handy ways 
for scoping your scope. In 
this instance, a large circle 
represents the entire mission 
of your magazine. Inside 
this shape should fit broad 
editorial elements that make 
up your book, and within 
those, individual department 
or story components that will 
actually appear each issue. 
Some of those components 
might overlap two of the 
larger components, and in 
fact, the more they do, the 
more interesting they can be.

Almost everything stays 
within the largest circle—it’s 
your mission—but perhaps 
the next area of exploration 
might be content areas 
that only partially intersect 
with the mission. These 
are the dangerous but 
seductive editorial elements 
that broaden your scope 
but dilute your audience 
focus. There are always 
corollary factors—reader 
demographics, advertiser 
vertical markets and content 

BRIEFCASE
Fairways+Greens
Back when I came to the magazine nearly seven years ago, Vic 
Williams and I just wanted to build a publication that people 
would read. In fact, that was our informal tagline for a long 
time: The Magazine Golfers Read. Vic was busting his hump to 
put out a magazine that only covered Reno-Tahoe and Northern 
California, and he was writing about the same courses and same 
stuff over and over again. So together we began to branch 
out until Fairways+Greens covered the entire West Coast, even 
with an occasional Hawaii section and quite a bit from Western 
Canada. It was painful at times, and there are still readers who 
don’t realize we’re not just a Northern California publication—
but we figure that’s a battle any magazine has to fight when 
they expand and evolve.

We decided to do things a bit differently than the typical 
golf publication, and in the process try to fill the void 
between the national magazines and the local magazines. 
(There’s a great regional travel magazine out here on the 
West coast called Sunset, and it’s always 
been a model of sorts for the direction 
we want to head in terms of market 
share.) So we limit the amount of 
instruction coverage we do because 
there are national mags that do it much 
better than we ever could. Same with 
equipment reviews—we only write about 
things we’ve personally tested because 
we believe our readers want (and trust) 
our opinion.

And we have very little coverage 
on private golf unless there is a real 
estate or resort component to the 
property. Pretty much, we wanted 
to cover West Coast golf that is 
accessible to the masses. Thus, 
our tagline has morphed into We Know Golf Travel. And 
Golf Travelers Know Us. Our reader surveys show that folks 
put a lot of stock in what we print (81% say destinations 
or products seen in the magazine make them want to 
learn more about the destination or product) and 97% of 
readership regularly include golf when they travel.

We always want to do something more creative on the 
cover or write about something that nobody else has thought 
about. We’re not always successful, but we like to think 
we bring a different perspective to golf. It all goes back 
to a mission statement I learned from a friend during my 
newspaper days: “Publications should inform, entertain and 
inspire their readers.” And we hope we’re doing at least a little 
of each with every issue. —DARIN BUNCH, CO-PUBLISHER

 26 S I X  D E G R E E S  O F  P R E P A R A T I O N



D E G R E E  F O U R :  S C O P E

synergies—that are compel-
ling enough to warrant an 
expeditionary foray outside 
the Venn circle of your 
mission. Look how success-
ful the Sports Illustrated 
swimsuit edition became—
definitely out of scope!

4 Find a Unique 
Approach
No matter how unique 
your magazine may seem, 
there will be content that is 
similar to content in other 
publications. There is always 
some form of competition, 
even if it isn’t always another 
magazine. Covering similar 
editorial ground as other 
sources is a natural result of 
being part of an archetype, 
but how you handle the 
material makes all the differ-
ence. Wired magazine has 
a letters department and a 
new products department, 
but they are called, respec-
tively, Rants ’n Raves and 
Fetish. These approaches 
reflect both the mission 
elements of the publica-
tion—and a sense of what 
their readers would find 
engaging.

Developing franchise 
content—stuff not found in 
any other publication—is also 
a function of scope. Creating 
unique department concepts 
and building feature stories 
with enough depth to become 
annual tentpole issues help a 
publication grow a personality 
reflected in both editorial 
choices and tone.

5 Build a Reader 
Paradigm
Lacking the driving force 
of a publisher determined 
to proof content against his 
or her own idiosyncratic 
interests, one way to begin 
to refine your scope is 

to construct a reader 
paradigm by defining the 
perfect reader and then 
using interviews and 
reader demographic 
information to confirm, 
revise or extend your 
“perfect reader” profile.

Imagining your 
typical reader helps 
develop a sense of corol-
lary interests that your 
real audience might have 
and the possibility for 
expanding your scope 
to accommodate them 
or add to your business 
opportunities. The same 
is true for refining your 
scope to eliminate edito-
rial that might appear 
opportunistic or at odds 
with your core values.

Your “perfect” 
subscriber doesn’t have to 
be real, of course. Someone 
half male and half female 
is not the same thing as 
having a 50-50 gender split 
in your subscription base.

You could start by 
building a Frankenstein’s 
monster out of all the 
particulars in a reader 
that is on your wish list, 
without regard to actual 
demographics (start-ups 
might not have anything 
in the way of a subscriber 
base), in an attempt to 
establish the explicit 
parameters of your scope 
and then try to find your 
reader universe through list 
building from other publica-
tions that have overlapping 
demographics.

Knowing most of your 
readers are independent 
entrepreneurs, or that they 
also have children, are 
valuable pieces of data that 
might seem irrelevant to 
your scope. Yet, if you know 
your audience shares a similar 

interest, lifestyle or affiliation, 
there might be opportunities 
to incorporate content that 
could further solidify your 
subscription base. At the 
very least, there is evidence 
to show advertisers of an 
off-scope product, or if you 
share your lists, the potential 
for more sales.

Scope is a tool for growth 
and a check against losing 
sight of the core content 

that attracted your audience 
in the first place. The ability 
of magazines to constantly 
change and yet somehow 
stay true to themselves is 
a delicate balancing act 
revolving around the twin 
needs of staying valuable to 
your original audience while 
building a loyal following 
of new readers attracted to 
your publication for new 
reasons. a

BRIEFCASE
Widescreen Review

Once upon a time in the last 
century, a video buff named Gary 
Reber was looking for high-quality 
sources for his expensive front-
projection system—which in those 
days, with a CRT boardroom-
quality monitor, video switcher 
and scaler, cost upwards of 40 
grand. At the time, the best 
consumer source was Laserdisks, 
12-inch silver platters that 
output analog NTSC signals.

Laserdisks were expensive, 
so Reber wondered, if he had 
a magazine that reviewed 
Laserdisks, would studios 

send him free review copies? 
Turns out, they would. That’s how Widescreen Review 
started 17 years ago. It’s still being published and has a 
circulation of around 20,000.

From the beginning, WR was Reber’s baby, and he 
filled the pages with stuff that interested him. High-
end equipment reviews, industry news and gossip, and 
technical education were (and are still) part of the mix, 
along with those Laserdisk reviews, which were as much 
concerned with audio and video quality as the movie 
content.

Today, Widescreen Review’s scope is still relevant, 
because Reber’s quest to achieve movie theater sound and 
picture at home is even more achievable with HDTVs and 
the latest processors. And those Laserdisks? Long gone, 
but Blu-Ray discs now offer image and sound quality that 
in some cases can surpass a theater’s. And when they are 
replaced by streaming from the cloud, Reber will probably 
still be there, and so will his readers—even if they are 
reading WR on an iPad.

www.ReferenceSeries.com
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The natives have become notoriously restless. Even people who The natives have become notoriously restless. Even people who 
likelike to read magazines have become ambivalent about buying  to read magazines have become ambivalent about buying 
an issue, let alone subscribing to a magazine. Your publication an issue, let alone subscribing to a magazine. Your publication 
has to appeal to the tyro as well as to the loyal fan. And what has to appeal to the tyro as well as to the loyal fan. And what 
do first-time readers of your magazine want to know?do first-time readers of your magazine want to know?

First-time readers are enticed into cracking 
open the book by compelling interest. Cover 
blurbs and provocative imagery will get them 
inside, but what keeps them there and keeps 
them coming back? For many readers, it is 
the structure of the magazine and the acces-
sibility of the content. So, when a newcomer 
is thumbing casually through your current 

issue looking for that cover story, you have to 
grab the opportunity to wow them with what 
you’ve got.

In Degree Four we reviewed how the 
scope of the magazine plays an important 
part in keeping interest high. The scope 
of the publication is revealed in the issue 
map, and the organization of the editorial 

ISSUE MAPPING AND     NAVIGATION

Tell Your 
Readers 
Where to Go

 

Degree FIVE:SIX DEGREES of  
PREPARATION
The process of starting 
a new publication, or 
redesigning an existing 
one, benefits from 
anything that might 
improve the probability 
of success. Over the six 
installments of this series, 
we’ll take a practical and 
philosophical look at 
what makes magazines 
work. Together, these six 
segments will comprise 
a blueprint for magazine 
success. 

MISSION STATEMENTS 
How do you get from idea 
to launch and increase 
the probability of success? 
Start with a plan.

ARCHETYPES Why should 
your magazine be more like 
other magazines, except 
when it shouldn’t? The 
answer lies in two centuries 
and 100,000 titles. 

BRANDING More than a 
logo, more than a title, the 
soul of your publication is 
in its organization, tone and 
memorability. It’s what keeps 
readers coming back for more.

SCOPE What, exactly, should 
your magazine be about? 
And how does it validate the 
mission and create a path 
for growth and prosperity? In 
many cases, it’s not what you 
put in—it’s what you leave out. 

ISSUE MAPPING AND 
NAVIGATION What’s on 
each page and why are 
key to making readers 
appreciate what makes 
your title unique and 
worth reading.

COMMUNITY, PRODUCTS 
AND REFERENCE (C/P/R) 
These are the DNA of every 
successful enthusiast, B-to-B 
and association publication. 
Harnessing the power of 
C/P/R can jump-start or 
revive your magazine.
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construction is revealed in 
the navigation design. The 
navigation design imparts 
branding to the publication, 
alerts readers to the arche-
type of the publication and 
also reveals the key tenets 
of its mission. As we reach 
this fifth of the six degrees, 
it is clear how all of the 
previous elements come 
into play as an issue’s 
template is laid out and 
visually executed.

Order, Order
The Table of Contents 
is a schematic road 
map of the layout 

of the book. If your 
publication has a flat or 
inexpressive structure, then 
so does your TOC. The 
most basic structure for 
listing departments and 
features gives readers very 
little information about the 
scope or the mission of a 
magazine—mostly all it does 
is assure the reader that it 
is a magazine; these are the 
minimal tropes of the publi-
cation genre. But a book 
with a more sophisticated 
issue map has a Contents 
page that can be so much 
more informative.

THE ISSUE MAP is more than 
a template for a typical issue; 
it’s a content game plan that 
breaks a complex enterprise 
into manageable chunks and 
provides a process for evalua-
tion and change.

At the simplest level, the 
issue map defines the struc-
ture of the publication—the 
way features, departments 
and advertising are distrib-
uted through the book. Not 
just their order, but what 
percentage of the book each 
part occupies.

THE MAGAZINE’S STRUC-
TURE is further defined by 
subdivisions of content.

Departments might be 
divided into columnists, 
commentators and process 
advice. Their relative length 
and design can be fixed to 
a certain word count or a 
particular layout.

Features, the number and 
length, can define the maga-
zine. There may be many 
short stories of equal length; 
or a couple of elaborate, 
well-developed features; or a 
longer main feature followed 
by shorter stories.

All of these choices influ-
ence the design—branding 
and navigation elements, 
art and typography consid-
erations—that is identified 
with the look of your maga-
zine. And it all starts with 
structure.

Fresh Perspective
Imagine your publication 
reorganized in a way that 
makes its value more obvious 
to readers. You probably 
have some excellent content 
but perhaps it’s never been 
organized in any revealing 
way. Conduct an exercise 
that involves taking a step 
back from your publication 
and re evaluating your issue 
map.

BREAK OUT THE SCIS-
SORS. The exercise consists 
of breaking down all the 
individual elements of 
your magazine: f eatures, 
departments and advertis-
ing—literally cutting your 
pages up—and then shuffling 
them around. Similarities in 
subject matter or editorial 
structure, or even the look 
of a page, may suggest organi 
zation that will produce 
packages of content with a 

A Fast Example
In Fast Company, there’s a monthly editorial package 
called FAST TALK. It’s a business-people profile section 
that reports the advice of significant individuals involved 
in a common field of work. The section consists of six 
or so short bios, large-format location portraits and brief 
quotes on the relevant theme. In fact, most of the non-
feature pages are made up of format-oriented sections. 
NOW is a monthly calendar, NEXT is a grazing section, 
and a series of short columns all receive uniform treat-
ment. Like many magazines, Fast Company has moved 
its features to the end of the book, instead of placing 
them in the traditional “well” at the center. This structure 
provides advertisers a more seductive set of positions 
that are all in the “front of the book.” It is significant too, 
to realize that the ratio of features to department pages 
in Fast Company is about one-to-one. Their editorial 
approach values the departments and features equally.

The structure of this magazine is a deliberate approach 
to fulfilling their mission of bringing engaging busi-
ness reporting to their audience by presenting personal 
insight and practical resources.
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cohesive editorial thrust. This 
kind of exercise can foster 
incredible creative brainstorm-
ing among your staff—the people 
who know the publication best.

There are different 
approaches to building variety 
and rhythm in the publication. 
Valid ways of organizing your 
publication may be based on:
j your mission statement
j editorial construction
j demographic groups
j categorical segmentation
j advertising priorities
j archetypical elements.

For example, if your 
magazine is based on a mission 
that is easily broken down into 
several critical elements, then 
those parts can become basis 
for packages that define the 
structure of your book.

A second example is packages 
of similar editorial construct. 
Many magazines have a front 

“grazing” section of short items 
and news bits. The content of 
the section may cover a wide 
scope, but is distinctive in its 
editorial approach and design, 
and that defines the section.

Your content may immedi-
ately suggest groupings, or you 
can try to fit your content into 
defined packages that group 
content. This approach might 
lead to ideas for departments or 
recurring features that weren’t 
obvious before.

Navigation, Branding 
and Attitude
Now your TOC becomes more 
informative because your group-
ings help readers understand 
the scope, tone and direction of 
the magazine. It also reinforces 
the branding—those attributes, 
such as a recognizable editorial 
voice and visual elements and 
ornamentation, that make your 
magazine unique and readily 
identifiable to its readers.

Scouting 
On Point
Scouting magazine is 
a publication of the 
Boy Scouts of America, 
and, unlike its better-
known sister (brother?) 
publication Boys’ Life, 
it is sent to more than 
one million adult leaders 
of Scout troops. The last 
major redesign was more 
than a decade ago, and 
the magazine had lost 
sight of its audience and 
its mission. The book was 
light on departments and 
heavy on short features, 
which, although interesting, 
tended to be off-mission in 
helping leaders to lead better. 
A redesign had the goal of 
updating the cosmetics, but 
soon evolved into a complete 
restructuring of the content.

The new Scouting has 
three department packag-
es: a grazing section called 
Trailhead; Roundtable, a com-
munity resource section; and 
Outdoors, a best-practices 
package geared toward 
camping, hiking and travel.

Developing each section 
required building new depart-
ments and evaluating the value 
of each new content idea. The 

“value proposition” for each 
story—the justification for its 
inclusion as an asset to the pub-
lication—was evaluated both 
on editorial validity based on 
the mission, and a clear demo-
graphic rationale to encour-
age adults. And, of course, an 
advertiser’s interest in the topic.

The new tagline “Lead, Inspire, 
Explore” roughly equates to 
each package, and serves as a 
gut check for developing the 
feature well.
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Bob Mazzuca expresses concern 

about young people’s health and 

the growing problem of youth 

obesity. Volunteer leaders, he 

says, can set the example to 

lead healthy, productive lives.
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Articles scheduled for the September 

and October issues include: the 

Okpik winter camping program 

at northern Tier high Adventure 

Base, a whale of a tale about 

nature’s largest mammals, and 

a canoe trip on the Suwannee 

River with Florida Troop 188.
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Send them to us and 
you might be a winner 
in Scouting magazine’s Celebrate the Adventure 
Photo Contest. We must receive your entries by Oct. 
1. Check out the May-June issue of Scouting, or go to 
our Web site, www.scoutingmagazine.org/ 
photocontest, for all rules and more information. 

Help Wanted
SIzzLIng SuMMER Fun 

If you’re a Scout or Scouter 18 

or older who loves the outdoors, 

learns fast, and enjoys working 

with people, the BSA’s three high 

adventure bases invite you to 

apply for a super summer job. 

here’s how to make contact: 

Florida national High 

adventure sea Base 
Summer hires: 130. Pays: $215 

per week and up, more for spe-

cialty positions. Room and board 

are also provided. Positions 

include program, retail, and food 

services staff. Specialized posi-

tions, such as scuba instructors 

and watercraft operators, must 

be certified prior to employment. 

P.O. Drawer 1906, Islamorada, Fl 

33036; www.bsaseabase.org. 

Philmont scout ranch 

Summer hires: 1,000. Pays: $950 

a month, plus room and board. 

Positions include trek rangers, 

backcountry interpreters, and 

craft counselors. 17 Deer Run 

Road, Cimarron, nM 87714;  

575-376-2281, philstaff@

philmontscoutranch.org. 

northern tier national  

High adventure Bases

Summer hires: 175. Positions 

include canoe trip leaders 

and outfitting staff. Pay varies 

by position; first-year staff-

ers generally make $920 a 

month, plus room and board. 

P.O. Box 509, Ely, Mn 55731-0509:  

218-365-4811, info@ntier.org.

WHAT TO WATCH

tune in to  
‘america’s  
Best idea’ 
Yosemite. Yellowstone. The Everglades. Gates of the Arctic. The 
names read like an honor roll of America’s great national parks. And 
starting this month, ken Burns, one of America’s great documentary 
filmmakers, takes viewers inside these parks as they’ve never been 
seen before with “The national Parks: America’s Best Idea.” 

Filmed over the course of more than six years in some of the 
country’s most spectacular locales, Burns’ 12-hour, six-part series 
tells the story of the parks and the people—rich and poor, famous 
and unknown, soldiers and scientists, natives and newcomers, 
idealists, artists, and entrepreneurs—who devoted themselves to 
saving some precious portion of the land they loved. 

“The national Parks: America’s Best Idea” runs each night 
between Sept. 27 and Oct. 2. All episodes will be shown more 
than once; check local listings for times.

Scouting 
goeS green 
From the forest to 
the pressroom to the 
mailboxes of 1 million 
subscribers five times a 
year, Scouting adheres to 
a strict policy of environ-
mental responsibility. that 
tradition was recognized 
recently by the Sustainable 
Forestry Initiative (SFI), 
which certified Scouting 

magazine—and Boys’ Life, too.
SFI’s seal of approval means that the 

Scouting workflow at its printing partner, 
Quad/graphics, will undergo annual sur-
veillance audits as well as full certification 
against the SFI Standard every five years. 

With more than 154 million acres 
certified across north America, the SFI 
sustainable forestry certification program 
is one of the largest in the world. partners 
like SFI will help Scouting and its readers 
continue to be good stewards of the earth. 

Whether they’re swimming, 
kayaking, or scuba diving, 
Scouts take to water, well, like 
a duck takes to water. That’s 
all the more reason to help 
honor the 100th anniversary 
of the BSA by signing up 
for the Preserve America’s 
Waterways initiative. The 
program challenges par-
ticipants to give 1 million 
community service hours 
this year to help preserve 
and protect our nation’s 
lakes, streams, rivers, and 
shorelines. 

There’s no one formula for 
getting involved with the 
initiative. Depending on their 
home base, some Scouts and 
Scouters might restore local 

watersheds or monitor water 
quality, while others could 
clean up beaches or work to 
restore coral reefs.

Jimmie Homburg, chairman 
of the Preserve America’s 
Waterways Project, says the 
benefits can be enormous 
both for the environment 
and the Scouts and leaders 
who pitch in to help. 

“it’s our world, and we have 
a chance to leave it to the 
next generation better than 
we found it,” Homburg says. 
“Your efforts will set an 
example for the entire nation.” 

To make a splash in  
this vital project, go to  
www.pawaterways.org.

Got Photos?

the Boys are Back! 
Don’t miss the second season of “Scouting For Adventure,” the 
Outdoor Channel’s original series based on the BSA and Boys’ 
Life. Filmed at national high adventure bases and Scout camps 
across the United States, the series highlights exciting activities: 
rock climbing, kayaking, scuba diving, backpacking, horse riding, 
canoeing, whitewater rafting. 

You’ll see plenty of scenic beauty as Scouts tackle challeng-
ing outdoor activities such as coral-reef sailing and mountain 
trekking, but the emphasis remains on Scouting’s core values, 
safety, and team building. The season is already under way. 
Each of September’s four episodes runs four times, so tune 

in Wednesdays at 
8:30 a.m. Saturdays at 
1:30 and 6:30 p.m., or 
Sundays at 6 a.m. (all 
times Eastern). Or, set 
the DVR. 

saVing our watery worLD
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KeLLy rodrIgue wears many hats 
in Scouting. He’s the commissioner 
for the Southeast Louisiana Council’s 
Bayou District, chairman of the 
Catholic Committee on Scouting for 
the Diocese of Houma-Thibodaux, 
and Scoutmaster of Troop 820, which 

he organized last year. He 
recently stepped down as 
Cubmaster of Pack 820—but 
only so he could become his 
younger son Zachary’s Tiger 
Cub leader.

In between his Scouting, 
family, and work responsi-
bilities—he’s the registrar at 
Nicholls State University—
Rodrigue took a moment to 
discuss what he’s learned from 
his years in Scouting.

gIven that you wear so 

many hats In scoutIng, how 

do you avoId Burnout?  
The biggest thing you need 
to do right off is to get the 
support of your spouse. 
Get him or her involved in 
Scouting. Scouting can be a 
wonderful family activity, but 
it helps tremendously when 
your whole family is involved. 

You must also remember to take the 
time to recharge your own batteries.

what Keeps you goIng as a scout 

Leader? Knowing that I can make a 

difference in my sons’ lives. 
Also, the friendships I have 
entered into with other leaders 
and their families, many of 
whom I certainly would have 
never met if not for Scouting. 
But more than that, it’s 
knowing that I can make a 
difference in other Scouts’ lives 
as well.

when you started troop 

820 Last year, you onLy had 

a Few scouts. what have 

you Learned aBout worKIng 

wIth a new troop? You have 
to start somewhere. Beginning 
with a small number can 
certainly allow for bonding 
between the Scouts. Continue 
to hold outings even with 
small numbers. Get them 
involved in volunteering 
at Cub Scout events where 
Webelos Scouts will see them. 
Our troop doubled in size 
after the first year.

the transItIon From cuB scoutIng 

to Boy scoutIng can Be hard For 

Boys—and For theIr parents. what 

advIce do you have aBout worKIng 

wIth new troop parents? Many 
parents have a tough time letting go 
and allowing the boys to make deci-
sions and take control. You have to 
gently remind the parents from time 

to time that Boy Scouting is supposed 
to be boy led. It is designed to help 
them mature and learn. Sometimes 
the best leaders just get out of the way.

shIFtIng gears to cuB scoutIng, 

what have you Learned aBout 

recruItIng parents? Watch the 
parents and how they interact with 
the Cub Scouts at meetings to recruit 

Kelly rodrigue
How do you prevent burnout as a super-involved  
Cub Scout leader? For this Scouter, it’s all in the family.

Kelly Rodrigue
ScoutER SIncE: 2003
HoME: houma, la.
cuRREnt poSItIonS: 

Commissioner 
of the Southeast 
louisiana Council’s 
Bayou District, 
chairman of the 
Catholic Committee 
on Scouting for the 
Diocese of houma-
Thibodaux, and Troop 
820 Scoutmaster
DAY Job: Registrar, 
nicholls State 
University
FAvoRItE cAMp: 

Camp V-Bar, located 
on Salmen Scout 
Reservation
pRouDESt MoMEntS In 

ScoutIng: Seeing my 
son James earn the 
Arrow of light and 
wife, kelley, get her 
Wood Badge beads

assistant den leaders. You never know 
what will happen to a leader as a job 
may change and require a move. This 
way you will have someone ready to 
step in if necessary. It also helps to 
lessen the load of the den leader.

once you’ve recruIted them, how do 

you get them to traInIng? Keep on 
them. Once most of your leaders are 
trained, others actually feel the pres-
sure to get trained as well. The “Every 
Scout Deserves a Trained Leader” 
mantra is so very important to believe 
and act upon any chance you get.

many pacKs Lose momentum over 

the summer. what’s the secret to a 

great summer program? Plan one 
or two fun events per month. Work in 
belt loops, rank requirements, etc., if 
you can, but just make sure the events 
are fun. Have a barbecue at someone’s 
house. Show a movie and pop some 
Trail’s End popcorn, or order pizza. 
Play miniature golf. Hold a derby. Take 
a day trip to a nearby festival.

what have you Learned aBout 

servIng as a roLe modeL For your 

scouts? Realize that you are a 
Scouter and setting an example at all 
times, whether in uniform or out of 
uniform, whether at a Scouting event 
or just shopping at the supermarket. 
Good Scouters are Scouters for life in 
both attitude and lifestyle.

what other advIce wouLd you 

gIve to new scout Leaders? Never 
stop doing your best and always be 
prepared. Those mantras aren’t just 
good for Cub Scouts and Boy Scouts; 
they’re good for everyone. ¿

eagLe paLms recognIze 

eagLe scouts who remain 
active in Scouting and earn 
merit badges beyond the 
21 required for Scouting’s 
highest rank. After the 
number of new Eagle Scouts 
began to exceed 3,000 each 
year, BSA officials saw the 
need for awards beyond 
Eagle Scout. So the Palms 
were introduced in 1927.

what are the requIrements 

For earnIng an eagLe paLm? 
For each Palm, the Scout must 
be active in his troop, team, or 
crew for three months, dem-
onstrate Scout spirit, develop 
and demonstrate leadership 
ability, earn five merit badges, 
take part in a Scoutmaster 
conference, and complete a 
board of review.

what do the paLm coLors 

sIgnIFy? The Bronze Palm 
represents five merit badges, 
the Gold Palm 10 merit 
badges, and the Silver Palm 
15 merit badges. Scouts must 
earn Palms in that order.

can a scout earn more 

than three paLms? Yes. 
Conceivably, he could earn 
up to 20 palms—depending 

on how many merit badges 
he completes and how much 
time he has remaining before 
his 18th birthday.

do merIt Badges For a paLm 

have to Be earned aFter 

a scout has Become an 

eagLe scout? No. Any merit 
badges he has earned since 
joining Scouting may be 
used, except those applied for 
his Eagle rank.

what Is the cutoFF date For 

earnIng paLms? Scouts may 
not earn Palms beyond their 
18th birthday. 

can venturers earn paLms? 

Any male Venturer who has 
achieved the First Class rank 
as a Boy Scout or Varsity 
Scout may continue advance-
ment toward Star, Life, 
and Eagle Scout ranks and 
Eagle Palms up to his 18th 
birthday.

where do scouts wear 

paLms? Palms are worn 
on the ribbon of the Eagle 
medal or, for adult Scouters, 
on the Eagle square knot. 
They are not worn on the 
pocket emblem. When worn, 
Palms should represent the 

number of additional merit 
badges earned. For example, 
a Scout who has earned 20 
additional merit badges (and 
completed the other require-
ments described above) 
would wear a Silver Palm 
and a Bronze Palm.

does a scout have to hoLd 

a posItIon oF responsIBIL-

Ity such as senIor patroL 

Leader to earn a paLm? No. 
The requirement states “…
develop and demonstrate 
leadership ability.” A Scout 
could meet this requirement 
in other ways such as by 
serving on National Youth 
Leadership Training staff or 
completing a Scoutmaster-
assigned leadership project.

I recentLy saw a scout 

receIve a Bronze paLm at hIs 

eagLe court oF honor. how 

Is that possIBLe? Scouting 
counts tenure for the Bronze 
Palm from the date of the 
Eagle board of review. If 
that Scout’s court of honor 
occurred more than three 
months after his board of 
review, he could have earned 
a Palm by that time. ¿

above and Beyond
What it takes to earn the Palms.

AdvAncement FAQ’s
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sleeping Beauties
Modern fabrics and the latest technologies help 
you slip into something more comfortable.
Lean BacK, Breathe out, and close your eyes. It’s 11 p.m., the end of 
a hard day, and time for bed. Your sleeping bag is cinched shut, with 
warmth seeping in, and your pad a buffer above firm ground. Believe it: 
A quality sleeping bag can feel more comfortable than a bed. Add crisp 
night air, stars, and a full belly from the Dutch oven peach cobbler, and 
you’ve got a formula for a good rest in the great outdoors.

So here are our choices for five new bags, from a summer-weight cover 
to a mummy made for 30-below, guaranteed to keep you cozy in any 
season—all night long. ¿

stephen regenoLd writes “The Gear Junkie,” a column on outdoors equipment 
at www.gearjunkie.com.

GreAt GeAr b y  s t e P h e n  r e g e n o l D

REI zEN 
RATED TO 25°
$159, WWW.REI.COM
made for spring, summer, and fall, this 
versatile zen has a mummy hood and a 
face shell of rip-stop nylon for durability 
on the ground. a roomy foot box and 
full-length zipper with draft protection 
add comfort and warmth. Pad loops 
provide attachment points to keep you 
from rolling onto the tent floor. the 
entire package, which employs synthetic 
insulation rated for 25-degree nights, 
crams into a basketball-size stuff sack 
for transport on the trail. 

SIERRA DESIGNS WICkED HOT 
RATED TO 45°
$179, WWW.SIERRADESIgnS.COM
Backpackers going light on the summer trail 
will love the wicKeD Hot, a bag that packs 
small and provides enough insulation for 
nights down to 45 degrees Fahrenheit. it 
weighs a mere 23 ounces—lighter than a single 
hiking boot. on warmer nights, a zippered foot 
vent opens to provide air for your toes. eco 
bonus: the wicked Hot comes stuffed with a 
PrimaLoft insulation derived from used plastic 
bottles. they’re shredded, spun, and born 
again for life anew inside the bag.

BIG AGNES SkINNy FISH 
RATED TO 20°
$179, WWW.BIgAgnES.COM
Bags from Big agnes have gained 
fame for a system that mates sleeping 
bag and pad via an underside bag-
length sleeve. inflate your pad and 
insert it into the sleeve. the result: 
a bed-like platform that you cannot 
roll off. the sKinny FisH, a three-
season bag, is good down to 20 
degrees. it’s also a feat of sustainable 
design, incorporating 100 percent 
recycled-content insulation with a 100 
percent recycled rip-stop nylon shell. 
comfortable and eco-conscious. 

MOUNTAIN HARDWEAR LAMINA 
RATED TO MInuS-30°
$245, WWW.MOunTAInHARDWEAR.COM
no featherweight, the Lamina weighs in at 5.5 pounds. But 
it’s warm. mountain Hardwear rates this mummy for nights to 
minus-30 degrees. a wide cut and billowed synthetic insulation 
helps retain body heat. offset quilting and welded seams 
eliminate cold spots. and for your head and face, a hood and 
draft collar seal in warm air.

kELTy ECLIPSE 
RATED TO 35°
$70, WWW.KELTY.COM
this classic rectangle sleeping bag has served 
campers like you for decades. But Kelty has 
updated the old design with a two-layer quilt, 
offset to eliminate cold spots. it’s rated to 
35 degrees, using a soft polyester-cotton 
liner and hollow-core synthetic insulation to 
keep you toasty warm. For more temperate 
nights, unzip the ecLiPse to convert it into a 
large, cushy blanket. extras include a pillow 
pouch and a pocket for the flashlight or other 
necessities you need to keep close at night. 
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BRIEFCASE
EDITORIAL BRANDING 
consists of two elements: 
franchise language and tone. 
Clearly, the generic title of 

“Departments” does little to 
describe the unique scope of 
your publication. The content 
in each section, and the way 
the sections and individual 
departments are titled, reflect 
the editorial tone of the 
publication by using argot, 
branded naming conventions 
or distinctive department 
concepts. The accompanying 
Briefcases provide great 
examples of department 
packages organized to create 
distinctive branding that 
reflect the scope and mission.

MARRY EDITORIAL TO 
DESIGN BRANDING. The 
tone of the publication is 
affected by visual and naviga-
tion design decisions, because 
those choices can dictate 
editorial copy. For instance:
j The way standard magazine 
elements such as decks, 
headlines, subheads, captions, 
jump lines, blurbs and story 
addenda are approached 
typographically establish a 
consistent visual style and 
editorial tone. If heads are 
supposed to be short and 
decks long, if captions start 
with a two word in-line title, 
these elements need to be 
written that way consistently.
j Distinctive typographic 
motifs, such as an eclectic 
smash of font families for 
two-word department titles 
may be a strong visual motif, 
but they won’t work without 
clever editorial naming 
conventions.

Creating even more of 
these unique-to-your-magazine 
design+typographic+editorial 
elements can begin with 
finding new approaches to 
conventional departments 

Ancestry Has 
Good DNA
Ancestry.com’s institutional 
publication, Ancestry maga-
zine, needed a thorough 
tuneup if plans to increase 
its distribution twenty-
fold was to be successful. 
The publication—an 
enthusiast magazine 
for people who enjoy 
tracing their family 
genealogy—had good 
content, but a shallow 
issue map. Consisting 

of loosely defined depart-
ments and features, and nonexistent 
typographic and ornamental navigation, 
the redesign was an opportunity to 
create a new issue map that would help 
readers get the most from the content. 
The result of editorial brainstorming 
was an epiphany about reader interests.

Categorizing then-current depart-
ments and thinking about why the hob-
by fascinated readers, the editors real-
ized that there were three broad cat-
egories of interest: understanding the 
past to put their family history in con-
text; the techniques and case studies of 
searching for past relatives; and mak-
ing a record of current family history to 
pass along as a legacy.

These three areas became three 
content packages in the new book—
Yesterday, Today and Tomorrow. The 
navigation is simple, each section is 
identified by a small rubric in the upper 
left corner, and each department title 
surprints the rubric in a light tint. That 
simple typographic design holds togeth-
er the entire magazine.

Looking at the issue map, it becomes 
obvious that creating content packages 
makes branding through theme and 
variation more easily accomplished and 
more obvious to the reader.

A side effect of the new structure 
for the book was a burst of editorial 
creativity in developing new depart-
ment ideas and sharpening the focus of 
retained topics.

3000 Years Later, It’s Still a 
Small World
B Y  E S T H E R  Y U  S U M N E R
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   do you have to go to 
connect your branches to the rest of 
the world’s? Says science writer Steve 
Olson, only about 3,000 years.

Olson, author of Mapping Human 
History, began his quest to  the 
most recent common ancestor  
hearing about Mitochondrial Eve—a 
female believed to have lived 150,000 
years ago, who can be found in every 
family tree. But when Olson did the 
math, it seemed there was greater 
potential for the numbers. “I realized 
there had to be ancestors more com-
mon than [Mitochondrial Eve],” Olson 
says.

To prove his theory, Olson recruit-
ed Yale statistician Joseph Chang and 
MIT neuroscientist Douglas Rohde. 

Together, the group went beyond 
mere generations and included mat-
ing, geography, migration, culture, 
language, and social class in their 
equation. 

 resulting formula, says Olson, 
works like this: “In 1,500 years or 
so, I’ll be the ancestor of most of the 
people living on the planet. And then, 
several thousand years from now, I’ll 
be the ancestor of everyone living on 
the planet.  research] ties people 
together and makes them realize they 
are more closely related than they 
thought they were.” 
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7 things you’ll find in a 
cemetery—aside from
the obvious

Arrivals and departures. 
Check tombstones for dates and locations of birth and death.

Married names and maiden identities. 
Look right and  tombstone next door may belong to a 
sibling whose surname is the same as the one you’re seeking.

A mom’s mom. 
Play hide-and-seek with a grandma who remarried and you may 
discover that, while the husband changed, Grandma still stuck 
close-by.

Life stories and death’s tale. 
Decipher tombstone inscriptions and images and you’ll luck into a 
custom-carved life story.

People who loved a love one. 
Welcome the neighborhood—whether it’s a small family cemetery 
or a large, public one, odds are good that other people buried 
nearby had more than just plot location in common with your 
ancestor.

Undiscovered relatives. 
Meet the in-laws, second-cousins, half-sisters, and step-brothers—
both your ancestor’s and possibly even your own.

Micro-history you can touch, understand, and feel. 
Learn the history of just one person. Remember, under every 
tombstone lies a story just waiting to be told.

 S E P T E M B E R / O C T O B E R  2 0 0 6  • A N C E S T R Y  15

The start.
In 1848, sisters Kate and Margaretta Fox,  
preteens from Hydesville, New York, claim 
to speak with the dead in their reportedly 
haunted home.  communicator, they 
determine, is a ghost who answers ques-
tions via knocks and taps on a specially-
designed, tilting table.  spirit also, with 
the assistance of the Fox sisters, points to 
letters to spell out words.

The craze. 
 communication  exploits  of  the  Fox  

sisters become highly publicized, gaining 
the attention of New York Tribune publish-
er Horace Greeley and U.S. Senator Natha-
nial Tallmadge among others. 

The government. 
President  Abraham  Lincoln  is  reported  
to hold séances in the White House.  

claims gain media attention but are  
never 

The commercialism. 
 Ouija  board  is  developed  as  a  

simpler means of communicating with 
spirits via text; it’s granted a patent in 
1891. Unlike its predecessors, the Ouija 
board does not require penmanship of a 
contacted spirit (the planchette, for exam-
ple, required spirits to handwrite mes-
sages). Instead, the Ouija board is printed 
with letters and short answers so a spirit 
can simply point out his or her messages. 

The end.
 Fox sisters admit to fraud in 1888 (the 

sisters confess that they make the spirit 
noises themselves by cracking their toe 
joints).  Ouija board, however, thrives. 
In 1967, toy company Parker Brothers 
buys the rights to the board. Today, the 
Ouija board features glow-in-the-dark 
letters and message indicator making it 
easier—and eerier—to speak with the 
dead.

Sources: Time magazine, 21 September 1925;  
www.spirithistory.com; Hasbro

How a pair of preteens taught 
Americans to text-message  
the dead
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such as Editor’s Message or 
Letters. Wired gives standard 
departments a Wired spin 
through titling and design. 
It isn’t Letters, it’s Rants. 
The funny title reflects 
the editorial tone, but it’s 
the whole structure of the 
department—with a larger 
initial lead-in, some images 
to enliven the mix, graphic 
sidebars and a playfulness 
in editorial responses—that 
makes a branded distinctive 
treatment out of the same 
department found in many 
publications.

DESIGN AND NAVIGATION 
ELEMENTS further define 
packages of content and 
reinforce the visual branding 
of your magazine.

A creative and organized 
issue map facilitates applying 
navigation ornament and 
branding. In most cases, the 
clearer the construction, the 
simpler the design needs 
to be. Using a few simple 
motifs—like a combination 
of fonts, distinctive rules, 
a limited color palette or 
simple geometrics—is all 
you need to create the 
theme and variation that 
connect all the elements in a 
section. Rejiggering common 
elements a bit for another 
section helps each package 
maintain a distinctive look 
while still retaining an 
overall design integrity.

A Magazine Is a 
Volume, Not an Issue
Once the magazine has had 
a “makeover” of its issue 
map and template, there is 
still another task that caps 
the process—applying the 
same ideas to the editorial 
calendar.

Think about it: Magazines 
are really abstract constructs 

that are physically recreated 
each issue. The template, 
issue map and editorial scope 
are the DNA, reengineered 
each time the title is 
published. The family resem-
blance is more than a side 
effect of efficient workflow, 
it’s the way publications 
engage and retain readers.

To keep tantalizing the 
audience, the issue map needs 
to accommodate surprise 
and variation. Too strict a 
template, too similar the look 
each issue, the less readers 
remain engaged. If a reader 
survey finds that, although 
generally well received, your 
audience can’t remember in 
what issue they saw a particu-
lar story, then more needs to 
be done to make each issue 
memorable.

THE FEATURE WELL is the 
obvious place for producing 
memorable content.
j Creating packages of 
editorial tied around a 
central theme is an effective 
approach to both increasing 
reader interest and franchise 

branding.
j Conventional stories can 
also benefit from being cate-
gorized as a scope-defined 
story type, with a formatted 
editorial approach, distinc-
tive sidebars and design 
approaches that appear each 
time the story-category runs. 
Review the features in your 
publication, and you’ll realize 
that many share similar 
story types. An enthusiast 
publication like Macworld is 
going to have New Product 
Reviews, How-to’s, Category 
Overviews and New Tech-
nology features continually.
j Annual tent-pole features 
are another aspect of the 
issue map—extending the 
idea past the template and 
into the yearly calendar. 
These stories become build-
ing blocks in your feature 
well that enhance readers’—
and advertisers’—ability to 
appreciate your magazine.

A STRONG ISSUE MAP is a 
mold that deserves to be 
broken—sometimes. Allow-
ing for the possibility of new 

material in the department 
packages, or “special reports” 
or other franchise content 
that gets a one-time-only 
design in the feature well 
will keep your publication 
fresh and readers anticipat-
ing the next issue.

Your issue map is also a 
key to growth. When your 
departments are comfort-
ably ensconced in branded 
packages, it is easy to add 
new ones or dump depart-
ments that aren’t working. 
It’s possible that some 
departments become so 
popular that they are worth 
spinning off as features 
or splitting into two 
departments with narrower 
scope. In the feature well, 
newly-developed feature 
concepts don’t have to be 
cast in stone, but they can 
be branded as if they have 
the potential to become 
perennial concept types.

There’s a final side effect 
of a tight issue map—the 
magazine actually becomes 
easier to produce. It’s useful 
to have strong examples 
of style and structure 
from previous iterations 
for guiding writers when 
assigning stories. Depart-
ment packages become 
less about reinventing the 
layouts every issue and more 
about finding appropriate 
art and expanding the value 
of sidebars, graphics and 
illustration.

Growing in new direc-
tions; figuring out better 
ways of making the book 
content more obvious to 
your readers; and avoiding 
confusing or overly ornamen-
tal navigation that is more 
a distraction than a guide is 
much easier when you start 
building your pub with a 
good map. a

BRAND, NOT 
BLAND The 
letters page in 
Wired is called 
Rants, and 
has come to 
incorporate more 
than just reader 
letters, but also 
demographic 
charts (some 
maybe a bit 
tongue-in-cheek) 
and editorial 
commentary on 
reader response. 
Extending for 
three pages, the 
section builds 
community and 
encourages even 
more comments—
becoming a 
distinctive 
element in the 
magazine’s mix.
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SIX DEGREES of  
PREPARATION
The process of starting 
a new publication, or 
redesigning an existing 
one, benefits from 
anything that might 
improve the probability 
of success. Over the six 
installments of this series, 
we’ll take a practical and 
philosophical look at 
what makes magazines 
work. Together, these six 
segments will comprise 
a blueprint for magazine 
success. 

MISSION STATEMENTS 
How do you get from idea 
to launch and increase 
the probability of success? 
Start with a plan.

ARCHETYPES Why should 
your magazine be more like 
other magazines, except 
when it shouldn’t? The 
answer lies in two centuries 
and 100,000 titles. 

BRANDING More than a 
logo, more than a title, the 
soul of your publication is 
in its organization, tone and 
memorability. It’s what keeps 
readers coming back for more.

SCOPE What, exactly, should 
your magazine be about? 
And how does it validate the 
mission and create a path 
for growth and prosperity? In 
many cases, it’s not what you 
put in—it’s what you leave out. 

ISSUE MAPPING AND 
NAVIGATION What’s on each 
page and why are key to 
making readers appreciate 
what makes your title 
unique and worth reading.

COMMUNITY, PRODUCTS 
AND REFERENCE (C/P/R) 
These are the DNA 
of every successful 
enthusiast, B-to-B and 
association publication. 
Harnessing the power of 
C/P/R can jump-start or 
revive your magazine.
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     REVIVE YOUR  
 PUBLICATION  
WITH C/P/R 

The six degrees of preparation build upon 
one another: the first degree of crafting a 
useful mission statement provides the foun-
dation for finding archetypes that work to 
reenforce reader expectations; branding builds 
reader recognition on top of the archetype; a 
well-defined scope clarifies the content mix to 
reinforce the branding, and tuning the issue 
map makes the scope more obvious to readers. 

Even after all of that, the question of 
what, exactly, makes your magazine—any 
magazine—a satisfying experience hasn’t been 
addressed. How do you craft the content 
of each issue to engage your readers so that 
they eagerly anticipate reading the next issue? 
How do you keep them hooked? 

Degree SIX:
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The answer is both more obvious 
and more complicated. Like the air we 
breathe, we sometimes forget that the 
very nature of periodical publications 
is critical to the experience. Readers 
continue to love magazines because 
they are both static and progressive. An 
issue is a fixed, timely product but the 
magazine moves through time, forming a 
relationship to the community of readers.

TIMELINESS To say that a publication is 
timely doesn’t mean that it is necessarily 
up-to-the-minute; it just means that it 
isn’t timeless—and that is the point. Think 
about how you interact with magazines. 
When you see an issue, you almost 
always want to know not just what it 
is, but when it is—the current issue or 
from sometime past. And there is a 
huge market in old magazines precisely 
because they exist frozen in the moment 
they were produced. Old issues of 
Life, or Playboy, or even Stereo Review 
fascinate us precisely because we’re 

looking at a snapshot of the past. You 
rarely consider a novel or a film interest-
ing because of the way it accidently 
captured the period of time when it 
was created; in fact, most people try to 
ignore that quality. 

Regardless of how often websites 
are updated, their amorphous structure 
and accumulation of content fails to 
impress viewers with that same sense 
of “timeliness.” Visitors hardly ever 
know the context of “when” something 
on a website was created. Google 
doesn’t even look for results based on 
timeliness.

This may seem like the most obvious 
thing in the world, but every issue of 
your magazine is a new opportunity 
to engage your readers. Magazines are 
dynamic products that can respond to 
readers, cultural trends, and new editorial 
direction as soon as the next publishing 
cycle, so change is always happening, 
because an issue of a magazine is always 
produced in the now, for the now. 

RELATIONSHIPS There’s another aspect 
of the magazine experience that is 
important—the audience of readers 
becomes a community bound together 
by self-interest. Because the magazine 
swims in the sea of time, each issue is 
another opportunity to deliver content 
fine-tuned to reader needs and changing 
circumstances, and interacting with 
readers—your relationship with them—
is part of the process. Letters, emails, 
focus groups, speaking engagements 
at conferences and cultural events 
are shared opportunities where the 
readers shape the publication. Books 
are published, films are released, but 
magazines grow one issue at a time into 
volumes. Between issues, creative staff 
has the opportunity to steer the publi-
cation and keep its compass true.

And yet, really, how many publishing 
operations think about these “obvious” 
things? What does your publication 
do to enhance its currency, relevance 
and authority? How do you enhance its 
connection to your reader community? 

It’s tough to even approach those 
questions while struggling to get each 
issue to the printer. Usually, creating a 
new editorial line-up and issue map is 
part of a complete redesign project that 
most publications only undertake every 
five years, on average. Freed from the 
usual scramble to get the current issue 
out the door, how do you evaluate your 
current content and find inspiration to 
develop and implement new concepts? 

Go full circle back to Degree One. 
The mission statement we originally 
developed is divided into three areas: 
who the magazine is for, what the scope 
of the content is, and how the magazine 
delivers unique content. Now let’s call 
these three areas COMMUNITY, PRODUCT AND 

REFERENCE, or C/P/R.
 The simple mnemonic can help you 

focus on changes that improve the time-
liness of your editorial mix and enhance 
the connection with your readership. It 
can be an easy way to test your line-up 
and see if you need to adjust or augment 
your content. The best part is that, while 
this approach can make a redesign much 
more effective, it can be used to improve 
your magazine each and every issue.

Manny goes downtown to 
his favorite Jewish deli on 
East Houston to buy food 
for a big party, and instead 
of the old brownstone 
storefront with familiar neon 
sign, he finds a gleaming 
granite entryway. Inside, the 
ancient maple counters have 
been replaced with stainless 
steel and marble. 
Behind the counter, his 
regular waiter has changed 
from his usual apron and 
paper hat into a bright white 
chef’s jacket with his name 
embroidered above the front 
pocket.

“Oy,” thinks Manny, “the place 
has gone fancy-schmancy. 
But I’m here, so I might as 
well order.”
He tells the counterman, “I’m 
having a big party. Can I get 

10 pounds chopped liver?” 
The counterman replies with 
a hint of disdain, “Well, I’m 
afraid we no longer have 
chopped liver, but we do 
have a wonderful chicken-
liver pâté with fresh-cracked 
pepper and a hint of sherry. 
How about that?” 
Manny thinks it over and 
figures that pâté and 
chopped liver are pretty 
much the same, so why not?

“Fine,” says Manny, “I’d also 
like three dozen blintzes.” 
Again, with a slight wrinkling 
of the nose, the counterman 
says, “We don’t have blintzes, 
but we do have some 
delicious crêpes filled with 
Neufchâtel and covered with 
a sweet cherry puree.”
Manny sighs, and with a 
shrug, says, “Okay, the 

crêpes then. Last, I need 
six pounds of novy.” and, 
getting the drift, waits for 
the response.

“Sorry—no novy, but I can 
offer a delicate Scottish 
salmon slowly cold-smoked 
over Alder embers.”
Now a little peeved, Manny 
gives in completely. “Great,” 
he says, “that’s it.”
The counterman tallies the 
order. “So that’s ten pounds 
of our fine liver pâté, three 
dozen crêpes, and six pounds 
of Scottish smoked salmon. 
When may we deliver this?”
Manny tells him, “The party 
is Saturday.”

“WHAT!” the indignant 
counterman huffs, “You 
want I should schlepp on 
Shabbos?” 

Love Me Like Argot  
THE BEST WAY TO UNDERSTAND THE POWER OF ARGOT IS WITH...A JOKE
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C/P/R Is What Your 
Magazine Is All About
Performing C/P/R can reveal where your 
publication needs help. It is not only 
useful for determining the right mix of 
content, but it can also be a stimulus 
to thinking about the structure of your 
magazine and even the tone of the edito-
rial voice. Looking at each category, it 
is hard not to start testing your content 
against these ideas.

COMMUNITY Your readership (and your 
potential readership) is literally defined 
by your scope; change your scope and 
expand or contract your core readers. 
When you imagine the common self-
interests of your audience, you can see 
that they share a world-view that can be 
exploited for content and context. 

Communities of enthusiasts SHARE 

AN ESOTERIC LANGUAGE. Words specific 
to a hobby, culture or trade—often 
called argot—are like litmus tests of 
your authenticity. The more fluent and 
current your use of language in your 
editorial voice, the more “cred” readers 
give your magazine. The more esoteric 
the audience, the more argot used in 
copy (without explanation) convince 
readers that you are “one of them.” Wine 
Enthusiast isn’t going to explain what a 

“flight” is, or how “degrees brix” matters, 
and they certainly won’t stop to explain 
how wine can have “legs.” They revel in 
tasting descriptors such as grassy, tannic, 
yeasty, oily, oaky, smokey, mineral, and 
dumb, which all sound pretty disgusting 
to outsiders. But then, teetotalers don’t 
even care what terroir is.

Readers who are also oenophiles—
wine lovers—are even now testing the 
credibility of this article by the accuracy 
of this example—they can’t help it.

Your readers also SHARE COMMON 

ENVIRONMENTS, so references to these 
places stimulate camaraderie. Whether 
it’s a workspace like a MacPro running 
InDesign (or Quark!) in a design 
studio, or the feel of the felt or the 
tension around the flop, turn and 
river at a Texas Hold ’Em table in a 
(lose the Las) Vegas casino, describing 
common environments excites and 
charms your readers.

Getting the details right is critical, 
and even a small slip-up is pounced upon 
by your most ardent readers, many of 
whom have a collusive schadenfreude-like 
interest in your magazine, and want 
to “help.” Chuck Lorre, creator of the 
TV show “Big Bang Theory” hired “a 
certified science nerd” to make sure all 
the references to exotic theories, written 
formula and collegial references were 
accurate—and another geek to vet asides 
about video games, Star Trek (TOS) and 
comic books. He told a Comic-Con 
audience that “our viewers go all squishy 
when they hear a reference to something 
really obscure.”

The more enthusiastic your audi-
ence, the more they love to SHARE 

COMMON EXPERIENCES—even if they aren’t 
really-real. It’s no wonder that, amid 
all the hardcore pictorials in Penthouse 
during its Guccione-led heyday, the 
most popular part of the magazine was 
the Penthouse Forum—reader’s letters 
graphically describing far-fetched 
sexual adventures that the writers 

“never believed would happen to them.” 
Even without that kind of passion, 
readers are passionate about hearing 
shop talk and war stories, and it can be 
an important component or sidebar to 
almost any kind of feature story. 

Readers SHARE A PROFESSIONAL PASSION 
for your scope and their own obsession 
makes great feature fodder. The nature 
of the community matters to your 
readers. They are interested in history, 
current events and speculation about the 
future. The want to explore important 
ideas and controversial issues with depth 
and breadth. They are interested in 
peers and they want to develop deeper 
understanding in their field of interest, 
in many cases far beyond what an “unbe-
liever” can stomach. 

Finally—and really a summation of all 
the others—your readers love that they 

SHARE EXCLUSIVITY, and enjoy being part of 
a group privy to inside information and 
insight. Developing “franchise content” 
that has authority and cachet and that 
has a wider promotional or cultural 
impact beyond your readership makes 
your readers feel special. When your 
exclusive content is picked up by more 

mainstream media your readership is 
empowered. Biblical Archaeology Review, 
an enthusiast publication with 120,000 
subscribers, grabbed headlines in The 
New York Times, Newsweek, and all major 
networks’ news shows when it published 
a story about the discovery of an ossuary 
that has the inscription “James, brother 
of Jesus” scrawled on its side. The result-
ing media storm not only generated 
new subscribers but enhanced renewals. 
During BAR’s three-year crusade in the 
’90s to coerce archaeologists to publish 
their research on the Dead Sea Scrolls, 
circulation doubled.

A community and its micro-culture is 
constantly morphing. New technologies, 
economies and demographics alter the 
playing (or working) field. A magazine’s 
continuing success is largely based on 
being on the leading edge of these 
changes, not only delivering content that 
reflects their readers self-interest, but 
actively influencing it. Vogue doesn’t just 
report on fashion, it uses its pages and 
its clout to set the style agenda.

PRODUCT If Community is the “who,” 
then products are the “what, why 
and how” of your scope. Obviously, 
the Product category is about tools, 
consumables and their efficacy; but it 
also deals with the art and science of 
your entire editorial scope. 

Pretty much any enthusiast (hobby) 
magazine devotes a lot of its editorial to 
products. Sound&Vision dedicates most 
of its content to Product in one form 
or another. So does Macworld. Much of 
their space covers ACTUAL PRODUCTS in the 
forms of specific reviews and category 
overviews. Readers expect evaluations 
that are comprehensive; they’re inter-
ested not only in specifications, features 
and quality, but they also want to know 
how innovative the product is within 
the spectrum of similar ones both 
current and historical, and what its end 
value might be—in productivity, quality 
and monetary cost.

But Product is more than products. 
Quilter’s Newsletter—like many craft 
magazines—devotes much of its space 
to TECHNIQUE in the form of project 
how-to’s and enriching reader skill sets. 
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Enthusiasts want to know about more 
than new products; they want to 
know about new ideas and practices. 
Equine enthusiast publications don’t 
spend much space describing horses, 
they focus on improving the reader 

experience of riding them. 
A community of engaged readers 

wants to know more than their tools 
and how to use them, they want 
to know HOW THINGS WORK. Readers 
of Road&Track will probably never 
design or build a car. In fact, many of 
them will never even drive many of 
the high-end vehicles profiled in the 
pages, but they do want to understand 
how cars are developed, designed, 
produced and marketed. They 
want to understand the underlying 
technologies in engines, tires, braking 
systems and materials. Their pursuit of 
personal EXPERTISE is perhaps the single 
most critical factor in expanding the 
value of your magazine content. 

Clearly, timeliness is a crucial 
element in the Product category. 
There’s always new stuff; sometimes 
innovations create new product 
categories that can radically change 
fundamental assumptions in a 
hobby or industry. Who would have 
predicted that carbon fiber technol-
ogy would have affected so many 
hobbies?—from skiing, fishing, golfing, 
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what’s new
BY  A N G I E  H O D A P P

ABOVE Stars over Aspenhof, 
69˝ x 90˝, 2005, by Irene Mueller 

of Ballwin, Missouri, won first 
place in the traditional category 

at the 2006 PNQE.

TOP RIGHT Color Dance, 43˝ x 57˝,
2006, by Sharon L. Schlotzhauer of

Colorado Springs, Colorado, won
first place in the innovative category

at the 2006 PNQE.

“PNQE is the most

prominent textile arts event 

on the East Coast all under

one roof.”
Mancuso Show Management

PNQE Returns for 14th Year
Robbi Joy Eklow, Linda M. Fiedler, and Vikki Pignatelli will be

among the faculty of celebrated piecing, quilting, and surface

design teachers at the 2007 Pennsylvania National Quilt 

Extravaganza September 6-9. 

N E W S  •  N E I G H B O R S • N O T I O N S

This year’s event–the 14th annual edi-

tion–will be held once again at the Expo

Hall of the Pennsylvania Farm Show

Complex in Harrisburg. “Sew…a needle

pulling thread!” will be the theme of the

quilt competition.

More than 600 quilts and garments,

200 vendors, and 15 special exhibits will

come together to make this one of the

East Coast’s largest quilting events to be

held under one roof. Three of the special

exhibits will showcase a body of work by

a single artist: the art quilts and soft

sculpture of Maggie Baggett; the Native

American-inspired quilts of Joe Horansky,

based on symbols of the Southwest and
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1Cuckoo Clock, $325.00. Friends in the Bee Internet
TV personality Jodie Davis designed this delightful
cuckoo clock after the many clocks in her collec-

tion. This limited-edition timekeeper is hand
crafted in Germany and measures 10˝ x 12˝ x
6H˝. Every hour and half hour the clock strikes,
the cuckoo pops out from behind the doors, and the
hand-carved kitty and quilter jump into action. A carved
thread spool swings back and forth at every tick. The
manual shut-off allows you to silence the cuckoo if
desired. Jodie and Company, jodieandcompany.com

4Rotating Rotary Mat, $69.99.
The 17˝ square, self-healing rotary cut-
ting mat will make cutting large patch-

es or projects easier. The surface rotates
so you can cut multiple times without
moving your body or your fabrics. And
with its non-slip backing, you don’t have
to worry about the mat sliding across the

table. The green mat is painted with
bright yellow lines for clear visibility

so you’ll be able to cut triangles,
squares, or any shape you

need. Olfa, 800-962-6532,
olfa.com

shop talk
Our latest discoveries
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3LaundryPure System, $799.00; optional
KDF Prefilter $59.00. This “green” alternative
to soap and cleaning agents for washing linens,

clothing, or any fiber uses only cold water filtered
through an oxidation and silver ion unit to remove
dirt, bacteria, perfumes, and chemicals. The cleaning
system eliminates potential allergic reactions or skin
irritation due to detergents that remain in the fibers.
Colors are brighter, too, as soap residues are removed
after several washings. You won’t need to add any-
thing to the wash to clean your quilts. LaundryPure is
compatible with most domestic laundry machines
and can be installed without a plumber. The prefilter
is optional for removing chemicals found in the water
source. A risk-free trial is guaranteed. Ecoquest, 877-
242-5183, yourbestlaundry.com/wordcorp

5Handi Light, $24.95.
Improve visibility while
sewing with this clip-on halo-

gen lamp. The flexible neck will
make spotlighting any area a
snap; shine the light directly
where you need it and eliminate
shadows for a clear view. Handi
Light is lightweight and attaches
easily and securely to your
machine, workbench, or desk.
The bulb is covered with a pro-
tective coating to reduce heat,
and the glass shield prevents
contact. The cord’s on-off switch
is easily accessible. Handi
Quilter; 877-697-8458, handiquil-
ter.com

2The Little Box of Baby
Quilts, $22.95. Twenty
charming quilt patterns are

included in this box of inspira-
tion and information. Laminated,
full-color project cards provide
step-by-step directions on quick
piecing, applique, and raw edge
techniques for creating quilts
that babies and their mothers
will love. Learn how to stitch
whimsical frogs, hearts, trucks,
caterpillars, and even “I Love
Mama” into your patchwork. The
5H˝ x 8H˝ box has a convenient
magnetic closure for easy open-
ing and secure closing.
Martingale & Co., 800-426-3126,
martingale-pub.com

If your favorite quilt shop doesn’t
carry these items, contact the
manufacturers directly. Prices are
manufacturers’ suggested retail.

     

Quilter’s Newsletter 
The redesign of this enthusiast title was 
guided by C/P/R. Front- and back-of-
book grazing sections were created, each 
dedicated respectively to community and 
product. New departments were added 
dealing with new product categories, and 
new columnists presented fresh views to 
the community. 

Like many hobbyist titles, the product 
aspect of the magazine is paramount 
(although Quilter’s Newsletter defines 
its mission as community-forward). An 
important mission in QN is quilting proj-
ects (how-to’s) which were grouped into 
a branded section. Special attention was 
paid to improving the utility and com-
prehension of the step-by-steps. The 
feature well was refocused with fewer 
articles but better balance among com-
munity, product and franchise stories.

Even the tagline consid-
ered C/P/R. The new tagline, 

“ART•CRAFT•COMMUNITY” reflects the 
magazine’s mission—divided into the 
three magic elements.
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30Divine Improvisation:

The Patchwork of

Rosie Lee Tompkins

BY  E L I  L E O N  W I T H  A N G I E  H O DA P P

The late Rosie Lee Tompkins is remembered

for her unique improvisational style and her

devotion to God in an exhibit of works never

publicly displayed before.

36 The Fabric Diary, Part 1

BY  J E N N I F E R  C H I AV E R I N I

A young woman buys a bed-and-breakfast

and inherits the mysteries of the quilts inside

in this new three-part novella by the creator

of the Elm Creek Quilts series.

40 Talk to the Animals

BY  K AT H L E E N  M c L A U G H L I N

Starting a quilt without a plan can be a walk

in the jungle. The voices of favorite teachers

and the fabrics themselves can provide

helpful guidance.

46 Folds, Pleats, and Tucks

Q U I LT M A K E R’S  WO R K S H O P

W I T H  M A RG I T  M O R AW E I T Z

Traditional dressmaking techniques become

artful three-dimensional surface design when

used on quilts.
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98 Photo Finish
BY  K AT H Y  A R ROYO

What a Guy
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51 Shop Talk

New products for your sewing

room, for cleaning fabric, and

for fun

52 Easy Lesson: Sleeve and

Label in One
BY  LY N  M A N N

Attach a hanging sleeve and a

label to your quilt completely

by machine.

54 Power Stitching
BY  A N G I E  H O DA P P

A history of embroidered

quilts–and a look into 

their future

56 Finish Line
BY  Z J  H U M BAC H

Look closely at longarm

quilting–there’s something 

for everyone.

58 Fabric Focus

Introducing new lines that

have caught the eye of QN

editors

60 Book Reviews

E Y E Q NEWS • NEIGHBORS • NOTIONS

73 Short Takes
Go back to school with a

paper-pieced apple for

the teacher; top tips; join

the ends of your binding

beautifully.

74On the Cover–

Buckskin by
Marla Yeager
This prizewinning

quiltmaker talks about

her process and shares

the how-to for making a

pieced border.

80 Kekkon
BY  A N N E  H A R M O N  DAT KO

Japanese and American

fabrics marry in a lovely

bed-size wedding quilt.

82 French Dressing

BY  J A N  M AG E E

A red-and-yellow French

border print adorned with

black olives inspired this

warm, inviting pieced

throw.

86 Fig Leaf
BY  BA R BA R A  F I E D L E R ,  S U S A N

G E D D E S ,  A N D  M I C K I E  S WA L L

Stripes increase the visual

appeal of this twin-size

tessellation quilt.

90 Cocheco
Friendship, Part 3

BY  G L A D I  P O R S C H E

Assemble the top and

complete your folk-art

masterpiece.

W O R K B O O K

Q L A B TIPS • TOOLS • TECHNIQUES

10 What’s New
BY  A N G I E  H O DA P P

16 Quilting Bee

Our readers share stories about

sugar beets and new babies.

18 Right off the Bolt

BY  A L I SO N  B O LT

An introduction to this

“quiltocrat” and her 

quilting credentials

20 Loose Threads
BY  H E L E N  K E L L E Y

An old-fashioned girl’s new

perspective on updating

21 Beartooth Views
BY  J O H N  F LY N N

Meditations induced by the

rhythm of hand quilting

22 Meetin’ Place

Take five–applique shapes, 

that is–with Diane Lane of

Wichita, Kansas.

24 About Space
BY  I R E N E  B E R RY

Take a peek into Peg Spradlin’s

snowbird studio.

25 Forum
BY  M A RY  T H O M PSO N

It’s time to take your fabric

stash out of the closet.

26 Readers’ Quilt Show

Enjoy a selection of pieces

from the European Art Quilt

Foundation’s latest traveling

exhibit.

26
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fabric focus T H E  L A T E S T  L I N E S

Mod Mary Rose 

from Quilt Gate; distributed exclusively 

by Robert Kaufman Fabrics

From the small dots to the large, retro

floral, the fabrics in this collection pro-

vide a wide range of print scales. The

colors are not what I typically choose,

but I enjoy the challenge of

incorporating unusual fabrics

and colors into my work.

BARBARA FIEDLER

Inspired 
by Kings Road Imports 

These classy and sophisti-

cated prints are a wonderful

combination of Jacobean-

style motifs and small-scale

florals. Lately, I have been

experimenting with raw edge

broderie perse and mirror-

image patchwork. I think

these fabrics would create a

lot of visual appeal using

these methods.

JOLI HINES SAYASANE

Cho-Cho no Sanpomichi 

(Flight of the Butterfly) 

by In the Beginning Fabrics

Kumiko Sudo’s new designs will

be a welcome addition to my

stash of Asian-inspired fabrics.

I especially like the elegant,

low-contrast prints in this

collection. The fabric has

a nice hand and a fine

weave, and I can be 

certain that patch edges

will turn smoothly for

hand applique.

IRENE BERRY 
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readers’quiltshowE U R O P E A N  A R T  Q U I L T S

ABOVE: What To Do
with Mum/Dad?,
57˝ x 33˝, 2004, by
Mirjam Pet-Jacobs
of Waalre, the
Netherlands. The
quiltmaker combined
machine embroidery,
stamping, and
stenciling to express
her concern about
caring for elderly
parents.

RIGHT: Beyond Life,
61˝ x 57˝, 2006, by
Olga Prins-Lukowski
of Molenschot, the
Netherlands. Inspired
by Mahler’s second
symphony, the quilt
contains handpainted
cotton, silk, and
organza.

The European Art Quilt Founda-
tion was created by a group of
quilters in an effort to gain
acceptance for their work as
a contemporary art form. With
a fourth juried exhibit traveling
to galleries in Europe and the
United States, the foundation’s
organizers feel they are well on
their way to meeting that goal.
The quilts shown in this issue
were selected from the group’s
most recent exhibition.

ABOVE: Within Walls–Inspiration,
Protection, Security, Containment,
63˝ x 79˝, 2004, by Sandra Meech
of Binfield, Berkshire, United King-
dom. The four panels incorporate
photo transfers with hand-dyed
and commercially printed fabrics
to depict walls of historic buildings.

RIGHT: Wood #1, 31˝ x 30˝, 2006,
by Willy Dorelijers of Dordrecht,
the Netherlands. The artist used
cheesecloth and transfer crayons
to compose this spectral image of
the woods of the future.
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WORKBOOK
intermediate

FIG LEAF D E S I G N E D  BY  B A R B A R A  F I E D L E R

A N D  S U S A N  G E D D E S ,

M A D E  BY  M I C K I E  S WA L L
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D E G R E E  S I X :  C / P / R

and camping, to products as diverse 
as knives, hi-fi speakers and aircraft. 
No one believed that the iPod was a 
game-changer when it was introduced in 
2001; some people openly ridiculed the 
product. So, a magazine’s long-term cred-
ibility is based on getting it right first. 

Readers’ self-interest is exploited 
when you earn their trust in your cred-
ibility. Trust in the reviewers and their 
opinions is important, but all through 
your book, readers need to believe you 
have the clout to deliver superior insight 
because of your technical knowledge, 
insider connectivity and rampant advo-
cacy for their causes.

REFERENCE How do you deliver on the 
premise that you know a hell of a lot 
more than your readers do, but in a good 
way? Simply, your audience grades your 
magazine on the INCISIVENESS AND EXCLU-

SIVITY OF CONTENT, and values expertise 
delivered from primary sources and 
expert aggregation. In other words, they 
want material from people with impec-
cable credentials, experts they trust and 
admire. And they want that content 
edited by someone who knows what’s 
good and excises what’s not.

Have you ever looked at the news 
section of a cheap trade or association 
publication and it was immediately 
obvious that you were reading repur-
posed press releases without even 
the benefit of a quick copy edit? Or 
scanned a New Product section and 
realized that it was all advertising copy 
supplied by the manufacturers—prob-
ably for a fee. Readers aren’t fooled 
by this kind of filler, and while they 
might even value the information, the 
publication loses authority because of 
its disregard for the intelligence of its 
readership.

Reference material gives readers what 
they want and what they don’t even 
realize they want. Delivering expert 
content by identifying their HEROES AND 

MASTERS, GENIUSES AND INNOVATORS and 
getting exclusive—or at least extensive—
access to their stories, opinions and 
perspective. 

Building trust through expertise 
needs more than profiles and 

commentators, it also demands editorial 
courage. Readers want EXPERT PERSPEC-

TIVE. Rating products, reviewing events 
and pondering the past, chewing over 
contemporary issues and prognosticating 
the future inevitably results in exclusive 
content that can be exuberant and 
controversial. You need to challenge 
yourself to exceed readers’ expectations.

Ultimately, reference material is 
all about setting the agenda for your 
readers and compelling them to follow. 
LEADERSHIP demands a clear position on 
important issues and building initia-
tives that are clearly branded to your 
magazine’s mission, and nothing is more 
about timeliness than that. Your editorial 
imperative is to own the content. You 
want to make the news—not just cover it.

Recognizing C/P/R
C/P/R is easiest to understand using 
enthusiast, trade or association 
magazines as examples. These are great 
archetypes because their scope is clearly 
defined. Cooking magazines are about 
food and its preparation, music maga-
zines are about performers and their 
work...you get the idea. Trades are all 
about their market segments and every 
association pub’s mission is to serve their 
members’ common interests. 

These titles also have a well-defined, 
highly qualified readership. It is easy to 
see who the readers are, or where to 
go get them. Moreover, these readers 
already see themselves as part of a 
community of professionals or artists or 
enthusiasts—a community that should 
see your publication as a vital element 
of their lifestyle. Your job is to insinuate 
your magazine into their brains.

C/P/R is especially suited for evaluat-
ing common aspects of most trade and 
enthusiast publications. Their readership 
forms a COMMUNITY of interest, and like 
most communities they are interested in 
forming commercial and social relation-
ships and participating in conferences, 
associations and events that celebrate 
their niche. The PRODUCT focus forms 
the centerpiece of scope in most trade 
and enthusiast publications and the 
myriad ways it is dissected, analyzed, and 
celebrated is the heart of the magazine. 

Lastly, the REFERENCE quality of these 
publications promote exclusive content 
that delivers credibility, authority and 
value—and makes the magazine a 

“must-read.” 

The Beat Goes On
The balance of content among the three 
parts of C/P/R helps readers understand 
the personality and priorities of your 
publication, and can define the editorial 

“voice.” But rather than let the balance 
be a matter of chance, a proactive 
editorial decision can be helpful. An 
even balance isn’t necessarily the goal; in 
fact, a heavy emphasis on one category 
might be a strategic choice in competing 
with another magazine in your niche. 
Compare your competition’s content to 
your own using C/P/R and you might 
find a direction that sets your magazine 
apart, and ahead, of other titles.

Remember, this isn’t some no-brainer 
method of building a magazine. It isn’t 
definitive. It’s a tool that allows you to 
take an objective approach to your edito-
rial line-up, shake it up and see what 
happens. 

C/P/R is the final complement to 
the other five degrees of preparation. 
From the initial mission and business 
plan of your title, to the practical genre 
affiliation of its archetype, the scope 
you build and the issue map that is ulti-
mately created, each can be “proofed” 
with C/P/R. 

If you agree that these categories are 
not just convenient distinctions, but are 
valid component DNA that make up 
a great magazine, then applying them 
to your publication will only make it a 
richer experience for your readers. Isn’t 
that the point? a
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1) HAVE YOU COVERED ALL THREE 
EQUALLY WELL OR IS THERE AN 
EMPHASIS OR LACK IN ONE AREA? 
The style and personality of your 
publication should be a deliberate deci-
sion about how the three categories are 
balanced. A workbook-style magazine 
might have very little Community 
content, and some association publica-
tions might have very little Product 
content—instead choosing to focus on 
their community of members.

The choice of coverlines might be 

another good test of C/P/R. Using 
the same process as with your TOC, 
see how each category is featured on 
the cover. While your entire book may 
have a deliberately lopsided distribu-
tion, it might be worth considering a 
more balanced combination for the 
cover. It’s also a good way to evaluate 
up-front grazing sections. Since these 
are often a melange of content from 
the entire scope of the publication, 
the balance there is important too.

2) IS THE CONTENT IN THE REFER-
ENCE COLUMN REALLY EXCLUSIVE, 
OR CAN THE INFORMATION BE 
FOUND OTHER PLACES? This 
includes commentary from recognized 
experts in the field of interest; critical 
reviews of media, conferences, exhi-
bitions or legislation; and franchise 
content such as a Person of the Year, 
or a Top 100 listing. 

Capturing talent that will enhance 
your exclusive content can also 
improve your branding. When you 
bring in expert writers or primary 
sources to contribute regular content, 
their credibility rubs off on your 
magazine in two ways: their inherent 
expertise and your savvy in getting 
them. 

Franchise content has another 
inherently exclusive component. It is 
often aggregated material created 
by forming a panel or roundtable or 

using focus groups or surveys. The 
resulting opinions, reviews or listings 
have the power of the primary 
sources enhancing the authority of 
the content. The Fortune 500 is 
simply a listing of companies by 
revenue, but its analysis and expert 
commentary have always augmented 
the package and turned a concept 
into a brand. 

It’s not a bad idea to imitate 
other magazines’ franchise ideas, but 
creating your distinctive authority 
through specific category or evalu-
ation criteria is enough to make the 
imitated idea your original. After all, 
what’s the Inc. 500, but the Fortune 
500 for small businesses, and Forbes 
has practically built their magazine 
around franchise lists. 

3) HOW DIFFERENT IS THE 
 EDITORIAL RHYTHM OF THE 
STORIES IN EACH CATEGORY? If all 
your departments tend to be essay-
length prose pieces, and your features 
just long stories, perhaps it is time to 
take a step back and consider more 
variation in the conceptual underpin-
ning of each story type. The sidebar 

“Categorize Your Content,” left, shows 
some examples of story concepts 
that might fit in each category. What 
makes them interesting is that each 
concept demands a unique editorial 
structure that will result in a more 
varied book and increased opportuni-
ties for interesting design. 

4) DO THE FEATURES REPRE-
SENT A BALANCE OF THE 
CATEGORIES? While there’s 
nothing wrong with a single 
issue having a preponderance 
of features in one category, a 
quick check of the editorial 
calendar might show that there is 
a systemic imbalance throughout 
the year. Adding a short 
Community feature in a Product-
heavy editorial well can provide a 
nice variation for readers.

Franchise content stories can also 
be built around C/P/R categories. 

Categorize your content with C/P/R
Organize an issue of your magazine under these three heads, trying to fit each specific story 
against a story concept, or meme. Here are some examples of common story types for enthusiast, 
B-to-B and association publications that might match your editorial, but there are many more 
memes that can be exploited for original editorial content. 
C O M M U N I T Y  P R O D U C T  R E F E R E N C E
Conferences and Events Reviews Media (Book Reviews, etc.)
Master Profiles/Interviews Utilization Shows/Exhibitions
Forum/Feedback Category Overviews Industry/Enthusiast 
Prognostication
Historical Events & Visionaries How-To’s Essays from Leaders/Experts
Q & A/Roundtables Pro Tips & Tricks Contests & Lists
Reader Tips & Tricks Critical Issues Expert Analysis 
Vertical Markets Step-by-Steps Year-End Wrap-Ups

C/P/R isn’t a manifesto, it’s the foundation 
of a technical exercise that makes you 
more aware of how your magazine currently 
works and suggests direction to improve 
the editorial mix. If most of the C/P/R 
concept makes editorial sense, it is time to 
apply the ideas. Use the Cover and TOC 
from an issue and place each cutline or 
piece of content under the appropriate C, 
P or R heading; if some ideas fall into more 
than one category, that’s not a problem. 
If you can’t figure out what category it 
belongs under, you need to question the 
focus or relevance of the content. After you 
are done with the list, ask yourself some 
hard questions about the results:

THE 9 STEP C/P/R PROGRAM       TO REV UP YOUR MAGAZINE
Appyling these ideas of Community, Product and Reference to your                 publication may surprise you.
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A Product franchise story could 
be Year’s Best New Products, or 
Editor’s Choice. Community franchise 
concepts like Life Achievement 
Awards or Annual Conference Report 
that profile people at work and play 
builds community rapport. The Refer-
ence category has perhaps the most 
possibilities since they are often over-
lapped ideas with the other categories. 
The previously mentioned Best Prod-
ucts concept is both a Product and a 
Reference story. Developing an Our 
Greatest Moments historical piece is 
both a Reference and a Community 
concept. Interview series are by 
nature Reference pieces because the 
interview is an exclusive event shaped 
by your publication. 

5) LOOKING AT EACH FEATURE, IS 
IT POSSIBLE THAT A SIDEBAR OR 
FOLLOW-UP STORY COULD EXTEND 
THE FEATURE INTO ANOTHER 
CATEGORY? Because the categories 
are just hooks for hanging ideas, there 
is no reason to become parochial 
about application. Just the opposite, 
in fact, can improve your features. A 
story on circular saws in Workbench 
makes sense in the Product category, 
but wouldn’t the story be enriched 
if there were a sidebar with user 
comments or experiences, or maybe 
a feature wish-list culled from reader 
responses to augment the Community 
angle? A branded Workbench Top 10 
list of products would be an extension 
into exclusive Reference material. Used 
this way, C/P/R can be a quick-start 
idea generator for expanding a story 
package and making it more valuable 
for your readers.

6) WOULD ITEMS WITHIN A CATE-
GORY BE EFFECTIVE IN A LARGER 
THEMED EDITORIAL PACKAGE? 
Grouping departments into thematic 
sections is an effective way to 
organize your magazine, and building 
themed sections around one of the 
categories is a good start to forming 
more cohesive editorial packages. 
Thinking harder about packaging 
your content is a side-effect of using 

C/P/R, so even if it ends up that 
creating a package of content 
around each category is specious, 
they can still be a check for includ-
ing or excluding content in whatever 
packaging theme is most effective. 

7) CAN YOU AMP UP THE 
CATEGORY? The reverse idea of the 
previous entry: use C/P/R to push 
the editorial concepts further. What 
element of a Community piece can 
be expanded to make it an even 
more effective Community piece? A 
profile of an individual might feature 
a large quote used consistently as 
a call-out, or a list of vitae. A short 
Q&A could augment the essay 
portion of the profile. 

Product stories are rich with 
opportunities for expanding reader 
value. Grading systems, overview 
charts, pro and con or feature lists, 
a Short Take abstract and Editor’s 
Pick are just a few elements that 
can be added to a product review 
that improves the reader’s take-away. 
Here’s the more essential idea: 
these specific ideas, when applied 
institutionally, add to the Reference 
quality of a story and also enhance 
the branding tied to your publica-
tion. It is a win-win-win situation for 
your magazine.

8)  CAN YOU INCREASE THE “TIMELI-
NESS?” What can be done to increase 
the sense readers have that the issue in 
their hands exists at this particular point 
in time, and that the content presents 
an editorial viewpoint that is on the 
leading-edge of information? C/P/R 
performs as a check here too. Innovative 
ideas, new products, important players 
changing the game— all of these are 
reflections of a time and place. Are you 
promoting these elements to exploit 
their “timeliness,” and even more critically, 
are you really delivering the goods? It 
isn’t necessarily about content being 

“news,” but rather is the perspective on 
these people and ideas important in 
the moment? Perspective is all about 
discerning patterns, aggregating content 
into comprehensive groups and using 

expertise to make sense of it all. Readers 
don’t necessarily want news, they want 
someone to tell them what it means.

9) WHAT’S MISSING? C/P/R can 
be a great guide for thinking up 
new editorial elements, departments 
and franchise concepts. Conceiving 
new editorial ideas is easier when 
approached prototypically, starting 
with the template and testing to see 
if enough practical story ideas can be 
generated to give the new depart-
ment “legs.” You could start with the 
idea of adding a new Community 
department, then decide that you 
want the editorial to be short takes 
collected from social networking sites. 
Each issue could contain collected 
ideas around a similar topic, perhaps 
stimulated by queries on your own 
networking outlets and discussion 
groups. Now, are there enough 
valuable comments to make the idea 
work for a number of issues? Is the 
effort of getting the content worth 
the time and money? Can you create 
distinctive editorial and design brand-
ing? Starting with a simple category 
extension, you have added valuable 
content and created another opportu-
nity to excite your readership. a

THE 9 STEP C/P/R PROGRAM       TO REV UP YOUR MAGAZINE

•C

•P
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•R
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•C

Appyling these ideas of Community, Product and Reference to your                 publication may surprise you.

COVER SPREAD Parse your coverlines and 
see how well they span the C/P/R gamut. This 
cover promotes each area but emphasizes its 
reference-quality franchise content—experts 
like George Morris and Lendon Gray.
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Leadership

LEadErship LEssons • stratEgiEs for succEss

FUELSFUELS
ALT ERNAT I V E

FEBRUARY 2008 www.astm.org

k   Plain Talk for a 
New Generation

k  ASTM International 
Advantage Award

k  Doing Business 
in China: Part II  

ALSO:

D
E

C
E

M
B

E
R

 
2

0
0

2
/

K
I

S
L

E
V

 
5

7
6

3
$

4
.

5
0

America’s Premier Independent Jewish Magazine o www.momentmag.com

Is the clock
running out for      

punishıng Nazi 
war criminals?

Race
against
time
Race
against
time

AMERICAN FILM INSTITUTE GUIDE 
TO THEATRE AND MEMBER EVENTS VOLUME 2 • ISSUE 6

AFIPREVIEW 
AMERICAN FILM INSTITUTE GUIDE 
TO THEATRE AND MEMBER EVENTS 

PLUS:  
KING KONG:  
The Original! 
Fellini & Masina,  
Masterful Couple 
Martin Luther King: 
A Filmed Record 
Otto Preminger 
Centennial 
Norman Jewison LIVE!  
IN THE HEAT  
OF THE NIGHT  
FREE FILMS!  
The National Law 
Enforcement Museum 
at AFI Silver 
And More!

January 10–March 9, 2006
VOLUME 3 • ISSUE 1

   DavidCronenberg
T H E  C O M P L E T E  R E T R O S P E C T I V E

LearnInG  
IS a SnaP
Sink your teeth  

into this issue 

BeST TIPS

 100 Tıps to Make  
Your Pages Zing 

BaLanCInG aCT

Use CPR to
Revive Your Pub 

[FPO] QUIZ

Creativity  
At Work? I S S U e  S e V e n

SEPTEMBER 2007/NO.395    
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Exclusive

“THE
FABRIC
DIARY”
NEW Fiction by
Jennifer Chiaverini

$5.99 US   $7.99 CAN

NEW Look! NEW Columns! NEW Fabrics!

DEBUT
SHOWING
Quilts by
Rosie Lee
Tompkins

Exclusive

“THE
FABRIC
DIARY”
NEW Fiction by
Jennifer Chiaverini

DEBUT
SHOWING
Quilts by
Rosie Lee
Tompkins

Dress Up
Your Quilts
with
PLEATS
AND
TUCKS

Dress Up
Your Quilts
with
PLEATS
AND
TUCKS

QNMP-070900-CN1  7/9/07  11:25 AM  Page CN1

QNMP-070900-CN1.pgs  07.09.2007  12:37    BLACK YELLOW MAGENTA CYAN

  B I B L I C A L
ARCHAEOLOGY
           R E V I E W

        When a Woman
 RULED EGYPT

U . S .  $ 4 . 9 5     C A N A D A  $ 6 . 9 5
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A Feminist 
Wrestles 
with Scripture

What 
Mean These 
(Standing) 
Stones?

Searching for 
an Archive 
at Hazor
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The Dangers Of Obesity 
What You Can Do

New Scout Handbook  
Promises Adventure

ST. JOHN 
troop 5’s caribbean 
campground
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AURAS DESIGN
8435 GEORGIA AVENUE

SILVER SPRING, MD 20910
301.587.4300

WWW.AURAS.COM


