Magazine Publishing Economics
The Past vs. the Future

The Past

Subs Lose Money

Newsstand breaks even or loses
money

Websites exist “because everyone
else has one.”

Promotional dollars are spent
whenever and wherever to ensure
magazine hits its rate base

Editors and art directors spent
what they felt was necessary for
the highest quality

Print advertising dollars would
pay for it all!

The Future

Certain types of unprofitable
subscriptions are being dropped

Newsstand must at least breakeven.

Websites are key to growth for
marketing and advertising revenue

Promotional dollars are moving from
direct mail and newsstand to better
websites and email.

Magazines are either reducing their
rate base or dropping it altogether.

Editors & art directors now have
tight, controlled budgets

Magazine companies must learn
to exist on less revenue & tight
margins!




Magazine Publishing Economics
Print vs. the Web

Print

Page counts are reduced to
accommodate less ads

Less promotional dollars

Smaller, more targeted
circulation

Higher % sale on the newsstand
Possibly less issues
Possibly more SIPs

Post recession, look or higher
cover prices

Web

More & more marketing dollars
are invested in web technology
and web marketing

Customers are using the web
for information but also to
subscribe, renew, etc.

Advertising growing on the web
but generally rates are 75% less
than print.

Advertisers get instant access to
the effectiveness of their ad

Websites may not be able to
exist without charging for
content




Magazine Publishing: The Next Decade
The Convergence of Print and the Web

Editorial used for the magazine and websites will be exchanged and
used many ways to amortize costs

Video content can be used to drive magazine sales both at point of sale
and in packaging

Advertising won't be either or but a complete brand package

The web will save publishers costs by moving from mail (direct mail and
renewals) to on line

Our editors are using the web for cover testing and research. We sort
results not just by overall response but by subscriber vs. newsstand
buyer

MOST IMPORTANTLY-Valuable content will no longer be  free!




The Taunton Press
Our Business Model

Circulation is a profit center , both newsstand and
subs. Thus pricing for all circulation is higher th an our
competitors.

Newsstand sales represent 35% of our circulation, vs.
an industry-average of 20%.

Our subscription offers are only discounted 30%, vs
an industry-average of 65%.

Advertising is not our main source of revenue. All
advertising is endemic to our editorial. While this limits
mxu-rsi:”ﬁé“ﬁé" our ad potential, it supports our readers with addi tional
ABATHS | sources of information with no fluff.

Our content is valuable to our readers and they are
thus willing to pay the higher cover prices  this
economic model demands

We also publish books, DVDs, and maintain both paid
and free websites. All contribute profit to the company.




Taunton Books



Websites- Both Paid and Free



Taunton DVDs



Taunton Video




New Product from Books
Fine Homebuilding Bookazines

Similar to our Idea Books, our Fine Homebuilding’s

ldeas That Work series offers choices of products in
addition to inspiring articles and photos.



New Product from Books
Fine Cooking Bookazines

Fine Cooking has established itself as one of Canada’s best selling
magazines. Our Fine Cooking SIPs have in many cases outsold the
regular issues at a $12.99 cover price. Between Fine Cooking’s own
editorial and our successful cookbooks, Taunton can produce a wide
range of higher priced cooking bookazines.



Special Packaging/Value Added Promotions

Taunton Pre-Packs — _A polybag with two (2) Taunton SIPs.
Stickered on the front with a $10.99 starburst (as shown).

Value
! s
. . rice
Bonus Pack $10.99 !

Bonus Pack




Integrating Digital Media to
Sell Magazines at Retall

Some Iinteresting facts about digital media at retal

» 68% of consumers said in-store
digital messages helped their product
purchasing decisions

» 40% said they took note or
watched the entire video

» 78% of shoppers report that
video screens are helpful

* 29% made an unplanned purchase
recommended by the video display

» 42% of retail video viewers prefer to
shop at a store that has video displays vs. one wit  hout

Sources: Nielson Media Research; Arbitron; Scarbor  ough; BTV+
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