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18 CHAPTER 4

be like. They therefore reinforce social codes as
they attract readers to buy a vision, convincing
them of the right way to look, act, and think. Au-
diences develop a shared knowledge and world-
view; that, in turn, inforins magazine contents in
a two-way flow. Therefore, magazines and other
media forms don’t just appeal to already existing
audiences, bul create new ones.

Magazines have social power, but their
readers do, too. Readers from minority and eth-
nic groups may not see themselves represented
in the experience of magazines that feature only
Euro-American models and put the magazine
aside. Readers may misunderstand, reject or re-
line igleas to suil their own tastes. Therefore,
publiéhcrs work to identify the desires of audi-
ences and involve them in the magazine experi-
ence as best they can. Today, the trend is toward

In a world in which individuals have unprecedented
choice regarding which media to buy and use, magazine
industry personnel have to consider the following issues:

© How are converging technologies affecting magazine
content, advertising, audience, design, and distribu-
tion?

®W What is the balance between editorial content and
advertising in magazines? To what extent are they
converging?

W What are the changing demographics that may affect
the magazine industry? What specialized magazines
might emerge in response?

" As magazines expand into international markets, what
issues do they face? What kind of magazines appeal
most to global audiences? "

specialized magazines targeted to highly specific audiences, such as aging
baby boomers, gay parents, or “tweenies” (eight- to twelve-year-old girls).
Throughout our nation’s history, magazines have been collectors, produc-
ers, and distributors of social knowledge. They have also been aids to eco-
nomic expansion. These activilies still continue, but magazines must adapt to
changing demographics and rapidly evolving technologies in a global scene.

NMAGAZINES IN AMERICAN LIFE

The magazine business, like all business ventures, has been dependent on supply
and demand. Once magazines became established in the British colonies in America,
they successfully occupied a niche within the world of print and publishing as the na-

R

‘.ﬂ‘ figos,

Magazines as a unifying force in American life
Magazines have allowed neople across class, social, and
rucial divisions to read coniimon material, thus providing
Ihe basis for mutual understanding.

y

tion's conscience, the conveyors of social knowledge. Al-
though newspapers supplied quick information and books
offered professional materials and fiction, magazines pro-
vided the long, thoughtful essays that encouraged people to
think about politics, to plan their travels, and to engage in
debates about social policies. At first magazines catered to
the elite, but they soon began to reach a broader class and
became a unifying force in American life.

liagazines Experience Slow Growih

The colonists were eager for information from it home countries and from adjacent
colonies where they had family and (riends. T ey imported books from England and
read the fledgling newspapers in the colonies. wmc azines developed more slowly be-
cause they were expensive, postal regulations did not favor their distribution until the
mid-1800s, and early America lacked a professional class ¢ writers to supply articles.

In fact, it was a full fifty years after the first newspaper was published in the
colonies that Andrew Bradford sold the first magezine: American Magazine, or A

Magaziries




Do Magazines Bring People Together?

As you read this chapter, consider how magazines shape magazines? Would your parents or your children read themi‘
audiences. Think about the types of magazines you, your  What kinds of magazines bring people together? What per-
friends, and your family read. Are your family's magazines spectives and tastes do your favorite magazines convey?

so specialized that you don't enjoy them? What about your

Types of Magazines Titles You Read Titles Your Family Reads
i News ‘

E General interest

‘ Specialized

| Men’s

Women's

Monthly View of the Political State of the British Colonies. 1t first appeared on February
13, 1741. Although Benjamin Franklin had intended for his General Magazine, and
Historical Chronicle, for All the British Plantations in America to be the first magazine
in the colonies, Bradford’s was published three days earlier. Bradford’s magazine
lasted three issues; Franklin's survived six. The first American magazines boldly pub-
lished articles that appeared in British magazines and rarely used local material.
Reading magazines was a pastime of the colonial elite, who not only had the ed-
ucation to read but also the time. Because most colonists were engaged either in sub-
sistence agriculture or the trades, they had little leisure time for reading. Inadequate
distribution and printing methods contributed to the slow growth of magazines. Mag-
azines never enjoyed the favored postal rates to which newspapers quickly grew ac-
customed. To reach audiences outside the growing towns of Boston, Philadelphia,
and New York, magazines traveled by stagecoach, which had to contend with rough
and sometimes washed-out roads. Most publishing operations were family owned,
sometimes with husband and wife sharing equal responsibilities, and profits could
be earned more easily from printing, stationery sales, or
newspaper publishing than by publishing magazines.

Key Goncept L i :
Magalines in lhe Nineleanth cen“"v The Industrial Revolution and magazine technology In

Py St P i LR U L RERR R

the mid- to late nineteenth century, developed societies

Although only twelve magazines existed at the beginning were completing a transition from an economy based on
of the nineteenth century, by 1850 that number had grown handwork and agriculture to one based on mechanized
to about 685. Despite a severe setback during the Civil war, industry. The shift from handwork to mechanized pro-
the industry experienced a sharp turnaround, with 3,300 duction increased efficiency and radically lowered the
magazines in circulation by 1885. Tt Industrial Revolu- cost of printing, which made magazines and newspapers
tion that began in England in the late eighteenth century affordable for a large population.

had a major impact on magazine tecknology.
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Mathew Brady and his photogra-
phers chronicled the Civil War.

s Frank Leslie’s
ted Weekly carried engrav-
ings of the photographs to inform
the nation of the carnage of the
war.

Magazines si
"

The change from an agricultural to an industrial society after the Civil War made
magazines cheaper, more attractive, and more efficient to produce. New printing
technologies, including the steam press, stereotyping, and electrotyping, sped up
production. These innovations also reduced the amount of heavy labor needed, often
allowing young women, who could be paid less, to handle many aspects of publish-
ing, thus reducing labor costs. Papermaking machines allowed paper to be produced
in continuous rolls. Photographic and engraving developments also were important
to magazines because they allowed publishers to use engravings and drawings more
frequently at less cost.

Technology improved transportation and contributed to an advanced postal system
that facilitated faster and less expensive distribution of magazines across wider geo-
graphical areas. Newspapers could rely on local forms of distribution, but magazines
were expensive and needed a wider geographical base from which to attract readers.

o In 1845, a five-ounce magazine cost six and one-half cents to mail; by 1852, the
same magazine could be mailed for five cents. If postage was paid in advance, charges
were reduced by half. Postal laws were even more favorable by 1863, setting the rate

at one cent for four-ounce magazines published less than
weekly, with rates rising proportionally for each additional
four ounces.

Era of democratic reading By the mid-nineteenth cen-

ury, thanks to the availability of cheap publications, Social Impact A rapidly growing population, a steady mi-
all classes of scciety were encouraged to become read- gration to cities, and national distribution of products helped
ers. The new democracy of readers eagerly devoured consolidate the magazine audience and create an era of
newly created magazines and newspapers. democratic reading. As manufacturing made the transi-

tion from locally produced products to nationally distributed

brand names, magazines became the perfect national advertising vehicle. They cir-

stereotyping culated to all regions and appealed to national businesses and national audiences.

Magazines gave meaning (o situations and helped readers understand significant so-

cial, economic, geographic, industrial, and educational events. Children were ex-

pected to read in order to become good citizens, and young adults strived to expand

their knowledge in order to advance their careers. The search for social knowledge
was important to those seeking upward mobility.

A new generation of educated, middle-class women looked to magazines for ad-

The use of a paper mat to make
cylindrical tnolds for printing.

electrotyping

A metal plate used in letterpress

printing by coating a lead or vice on fashion and home economics. Magazines began biending content with adver-
plastic mold of the page to be lising and product endorsement for this audience. They were becoming the most
printed. important group of consumers.
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With this historical context in mind, think about the magazines you listed in Mag-
azines in Your Life at the beginning of this chapter. Can you think of magazines you
read today that help you understand significant social and political events?

Quality Monihlies The showcase magazines of the mid-nineteenth century were
the quality monthlies, known for their travelogues, light fiction, and political com-
mentary, as well as for their elegant covers and finely drawn illustrations. Among
these were Century Magazine, Scribner’s, Atlantic Monthly, and Harper’s. Those maga-
zines helped to develop a class of American writers and created a forum for criticism
of American art and literature. By 1870, Harper'’s, which relied heavily on British au-
thors, had a circulation of 150,000. This magazine, owned by The Harper Brothers, Inc.,
provided an excellent advertising vehicle for books produced by the company. The
Atlantic Monthly was one of its chief competitors, building its reputation on American
authors such as Ralph Waldo Emerson.

Financing a New Industry

Advertising not only provided the funds for magazine growth but also provoked so-
cial and cultural controversy. Some magazine publishers shunned advertising, be-
lieving that ads for such items as patent medicines cheapened their product.
However, some publications sold space publicizing contraceptives and abortion-
inducing drugs, forcing readers to confront the issue of unwanted pregnancies. Mag-
azines such as Ladies’ Home Journal eventually abandoned patent medicine advertising
and published articles to educate middle-class women about the alcohol content of
drugs they routinely took.

General-interest and women'’s magazines dominated the nineteenth-century mar-
ket; however, publishers began to recognize the value of market segments, or spe-
cific categories of readers. By midcentury, publishers began to develop specialized
magazines, targeting particular social and economic interests. Early specialization
in publishing focused on subjects such as southern living, public affairs, agriculture,
antislavery, medicine, law, education, banking, and the insurance industry. By the
end of the nineteenth century, specialized audiences in-
cluded druggists, hardware dealers, railroad enthusiasts,
telegraphers, coach makers, children, and literary types. In
the twentieth century, targeting specific market segments
enabled magazines to survive economic hard times and
competition with new media such as radio and television.

The best example of large-scale specialization and tech-
nological innovation appeared in the specialized market of
philosophy and religion. The American Bible Society and
antislavery societies circulated publications as an integral part of a widespread reli-
gious revival that preceded the Civil War. These societies were the first to use tech-
nological innovations. They used newly developed, inexpensive methods of printing
and expanded the distribution of their messages to create the illusion that their move-
ments were larger than they really were.

Viass Production and Assembly-Line Magazines

rhe magazine industry mushroomed, fueled by technological change and a rising
middle class. The technological improvements allowed magazines to increase their
circulations. By 1890, 4,400 magazines were being published and circulated to eight-
een million readers. Circulation reached sixty-four million fifteen years later. In 1915,
advertising revenues for general-interest and farm publications combined topped $28
million. The elite magazines of the nineteenth century, such as Harper’s and Godey's
Lady's Book, gave way to mass-produced, assembly-line products.

Magazines exploited the social trends and changing values that emerged with
the rising middle class. Public education, opportunities for college education, and
business expanded. In this new world of rapidly developing products and new

l(lv concem

Specialization in publishing As early as the mid-
nineteenth century, magazines adopted the practice
of targeting specific segments of an audience rather
than appealing to the general public. Magazines
continue this trend in the twenty-first century.

[

patent medicines

Packaged drugs that can be ob
tained without a prescription. |
Before the Food and Drug Ad-
ministration was created, these
drugs often contained large
amounts of alcohol and some- |
times opium.

market segments

The target audience. The group
of individuals a magazine selects
to target for its readership.
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Before television became a nationwide
visual medium for mass audiences, gen-
eral-interest family magazines, such as
the Sa[uru%u/ Evening Post and Collier’s,
were dominant and accessible forms of

visual information.

technology, national advertisers bought magazine space to appeal to the middle-
class potential consumers of new products.

Publishers strove to achieve large circulations, realizing that advertisers
would tolerate higher advertising rates if they could gain wide exposure for their
products. Increased advertising rates enabled publishers to reduce subscription
prices, which made magazines available to a larger audience.

Magazines began to define their audiences broadly, but they remained an
expensive medium. The quality monthlies sold for a quarter, whereas a news-
paper sold for two or three cents. However, in the late 1890s, the muckraking
magazines dropped their prices to ten cents in order to broaden their targeted
audience. The Ladies’ Home Journal had more than a million circulation in 1904,
but until World War I few magazines fared as well.> Among those that did were
Collier’s, Cosmopolitan, McCall’s, and the Saturday Evening Post. Most of the suc-
cessful magazines of the first two decades of the twentieth century were general-
interest magazines such as McClure’s, American Magazine, Independent, Literary
Digest, Leslie’s WeeKly, Scribner’s Magazine, Century Magazine, and the Saturday
Evening Post.

The Muckrakers
The dramatic social force on the magazine front was the inexpensive muckrak-
living during the late nineteenth and early twentieth centuries, a growing recog-

nition of corporate greed and political corruption provided opportunity for crit-
icism. The magazine industry began to attack corporate giants and their struggle

Muckrakers The label muckrakers was introduced by
Theodore Roosevelt and has long been applied to inves-
tigative reporters who dig into backgrounds of people and
organizations, often exposing corrupt political or business
practices. The label sometimes connotes sensationalized
or even irresponsible and unethical reporting.

dimne magazine

Magazine that cost ten cents and
appealed to a broad class of
readers. These magazines were
less expensive than the quality
monthlies that preceded them.

> millimeter
Photographic film that has a
frame for exposure 35 milli-
meters in length. It is used for
both still and moving pictures.
fast film | -
Generic term for the film that
photographers use to stop fast
action. Does not need long expo-
sure to light to capture the pho-
tographic image.

for political power. Theodore Roosevelt, despite his own inclinations toward
reform, called these writers muckrakers. Roosevelt likened the writers to the
man with the muckrake in John Bunyan'’s seventeenth-

century Pilgrim’s Progress: “A man who could look no way
but downward with the muckrake in his hands; who was
offered the celestial crown for his muckrake, but would nei-
ther look up nor regard the crown he was offered, but con-
tinued to rake the filth of the floor.” Through the dime
magazine, crusading journalists reached almost three mil-
lion readers. They used the magazines as responsible tools
for public education, describing the close relationship of pol-

itics and government and pointing out the advantages of

the wealthy and privileged classes. McClure’s, for example, published articles on the
consolidation of the oil industry, corruption in state government, and right-to-work
laws. Such magazines, including McClure’s, the Munsey, and the American Magazine,
thrived until the start of World War 1.4 Although exceedingly popular, the scandal
magazines were relatively shortdived. It is possible that by 1915 when the magazines
lost popularity the public was tired of reform or believed that corruption had sub-
sided. Perhaps the public had shifted its attention to the looming war in Europe. Nev-
ertheless, the muckraking magazines were a social force that informed readers about
corporate and political- behavior inappropriate for a democratic society.

News and Pictures Revolutionize Magazines

Issues of social reform did not belong to the muckrakers alone. As the Kodak box cam-
era began to revolutionize public photography after 1900, the development of the
35-millimeter camera and fast film created new opportunities for photojournalism,
which was an extension of the type of photography social reformers had used between
1880 and 1915 to document the negative social effects of the Industrial Revolution.
Some journalists tried to expose these problems through articles and illustra-
tions. Muckrakers, who often were magazine journalists, and their newspaper coun-
terparts attacked corporations and fought for changes in labor, agricultural, and
business laws. Jacob A. Riis and Lewis W. Hine photographed the plight of the poor
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and homeless to show what can happen to unskilled workers in an unregulated cap
italist economic system.

In the 1920s, social documentary photography was greatly enhanced with the in-
troduction of the small Leica camera, made by E. Leitz of Germany. With the Leica, a
photographer could work unnoticed while recording a scene. In addition, film be-
came “faster,” needing less light and less time to record an image. These technolog-
ical changes led lo flourishing picture magazines, first in Germany, then England, and
then the United States. Magazines that used high-quality paper and printing processes
benefited more than newspapers from the new technology.

Henry Luce, who later developed the Time, Inc., publishing empire, capitalized on
the need for news, the development of the 35-millimeter camera, and the public's de-
sire for interpretation of social and political events. He and Briton Hadden started Time
magazine in 1923, at first clipping and rewriting items from daily newspapers and later
adding their own staff and building the weekly into one of the most renowned news
vehicles in the nation. In 1930, when the Great Depression was already under way,
Luce successfully founded the business magazine Fortune. Al-
though some thought he was foolhardy to initiate such a venture
at that time, he recognized that businesspeople and the public
needed to understand the consequences of business decisions.

Then, in 1936, he created Life. Life and Gardner Cowles’s Look
became showcases for photojournalists who chronicled the later
years of the Depression and set the standard for war photogra-
phy during World War II. Unlike photographers in previous wars,
Life and Look photographers, with their small cameras and fast
film, could photograph action. They conveyed the horrors and
glory of war, including the blood, effort, and grief, transporting
readers to the battlefields.

Perhaps the most notable group of photographers during the
depression years worked for photographer Roy Stryker and a gov-
ernment agency, the Farm Securily Administration (FSA). Photo-
graphers such as Arthur Rothstein, Walker Evans, Dorothea Lange,

The photojournalism magazines
captured emotion as no medium
had before. Here on the pages of
Life, C. P. O. Graham Jackson
plays “Goin’ Home," expressing
his own and the nation’s sorrow
at the death in 1945 of Franklin
Delano Roosevelt.

and Gordon Parks photographed migrant farmers in California, ~Roy Stryker of the Farm Security Administration em-
African-American sharecroppers in the South, drought-stricken ployed talented photographers in this New Deal pro-
farmers in Oklahoma and Texas, and federal work projects g&ram, designed to put artists to work and to photograph
throughout the country. The FSA photographers’ records of that ~ the Great Depression. Many of the photographers later

period demonstrate how effectively a camera can function as a so- became famous.

ciological.commentator and historical recorder.
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1741. First magazine is published in America.
1800s. Increasing literacy and technology enhance magazine growth.
1850. Number of magazines published in the United States reaches 685.

1800
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1863. Price to ship magazines by mail declines.
1890. 4,400 magazines reach 18 million circulation.
1893. McClure’s starts mass circulation of muckraking magazines.
1904. Ladies’ Home Journal passes 1 million circulation.
1915. Magazine muckraking dies out.
1922. Time becomes first news-weekly.

1936. Life becomes first U.S. picture __

magazine.

900

1620. Pilgrims land at Plymouth Rock.
1690. Publick Occurrences is published in Boston.
1741. First magazine is published in America.

1776-1783. Arnerican Revolution
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1830s. The penny press becomes the first truly mass medium in the United States.

CHAPTER 4

1861-1865. American Civil War
1892. Thomas Edison’s lab develops the kinetoscope.
1914-1918. World War |
1915. The Birth of a Nation marks the start of the modern movie industry.

1920. KDKA in Pittsburgh gets the first commercial
radio license.

1930s. The Great Depression
1939. TV is demonstrated at the New

3 § York World's Fair.

- 1939-1945. World War |l

Maturalion and Competition

Despile improved printing technology and the audience appeal of photojournalism,
magazines struggled through the 1930s. A massive economic depression, in which
one-third of U.S. workers were unemployed, resulted in lower advertising and sub-
scription revenues. Although the end of the war in 1945 generated prosperity and
record amounts of buying, it also resulted in rising costs, including an 89 percent in-
crease in postal rates.

Advertising—the golden financier of magazines—became a commodity for which
to fight. It had fueled the magazine industry, bul as radio and television entered the

Magazines



1941-1945. Life plays important role in reporting World War II.

1950s. TV takes national ads from magazines.
1969. Saturday Evening Post closes.
1970s. Niche magazines begin boom that continues into 1990s.
1972. Life closes as a monthly. Ms. magazine starts publication.
1990s. Magazines begin publishing on the
Internet.
1990s. Magazines use:customized printing to
target audiences for advertisers.
N 2000s. Magazine
~consolidation continues but at
slower pace.
2000s. Magazine companies
look for international growth.

1949. First commercial electronic computer is produced.
Early 1950s. Rock 'n’ roll begins.
1969. First person lands on the moon.
1970s. VCR is developed.
1989-1991. Cold War ends and the USSR is dissolved.

Late 1980s. National Science Foundation creates the basis of the
Internet.
1996. Telecommunications Act
2000. Presidential election
nearly tied.
2001. Terrorist attacks on New
. York and Washington, D.C.
2003. War with Iraq.

media picture, magazines began to lose their competitive edge. Now they had to share
advertising resources not only with newspapers but also with new and dynamic media
that captured people’s ears as well as eyes. Ads with sound and motion made stronger 5
impressions on consumers than print ads. And the cost for television ads was cheaper:
In 1971 the expense per thousand persons reached through Life was $7.71; by means pass-along rate
of television, it was about $3.60. N The total number of readers who
Three historic general-inierest magazines ceased publication with the growing read a magazine regularly, in-

‘ popularity of television. The magazines failed not because of loss of circulation but cluding those who read copies
because of loss of advertising. Although the Saturday Evening Post had a paid circu- that were given, or passed along,
lation of 6 million and a pass-along rate of 14 million readers, it ceased publication to them by other readers.
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in 1969. Look’s paid circulation was 8 million with an estimated 18 million readers
when it folded in 1971. Life, which boasted a circulation of 7 million and was read by
21 million people, folded in 1972. (Life was later revived as a feature magazine pub-
lished monthly.) These giants had retained huge circulation lists, but they lacked the
advertising money needed to keep them afloat financially. Whereas television’s share
of national advertising more than doubled in the 1960s, from $1.5 billion to $3.5 bil-
lion, magazines’ share went from less than $1.0 billion to only $1.2 billion.

Specialization, however, kept the magazine industry in'business by targeting spe-
cific audiences and addressing changing demographics. Specialized magazines
thrived because, rather than competing for the same audiences as broadcast televi-
sion, they delivered to advertisers audiences with particular interests and consumer
habits. For example, advertisers can count on subscribers to Skiing to buy advertised
skiing products. Particularly successful niche magazines have addressed changing
demographics, trends, and technologies. For example, they have targeted increasing
numbers of working and single women, emphasized filness and heaith, and exploited
the popularity of computers.

TODAY'S MARKET STRUCTURE

The magazine industry, like other media industries, is big
business, producing both consumer and business maga-
zines. Ownership is highly concentrated, with Time Warner
far ahead of other publishers. After strong growth in the
1990s, the number of consumer and business titles began to
fall. In 2005, 9,336 fewer titles were produced than in 2001,
making a total of 22,054 titles.® The industry was in a slump,
with big layoffs at major publishers and advertising revenues
up only 0.5 percent.b Eighty-nine magazines had circulations
of over a million in 2005. Targeted to a growing population
of retirees, the AARP Magazine topped the list at 22,675,655.
The AARP Bulletin was next, followed by Reader’s Digest at 10,11 1,773. Five of the mag-
azines in the top ten, including Better Homes and Gardens and Good Housekeeping,
were targeted to women.

Consumer and business magazines The two main types
of magazines are magazines for general audiences of
consumers and magazines for specialized audiences of
professionals and businesspeople. Consumer magazines
are distributed to the public through either subscriptions
or retail sales, carry advertisements for consumer prod-
ucts, and may cover any general or specialized topic.
Business magazines, sometimes called trade journals,
are distributed through controlled free subscriptions or
paid subscriptions and contain articles and advertise-
ments that are of interest tc small target audiences.

BN

bonsmmner Magazines

Consumer magazines are those directed to the consumer. They may be of general in-
terest or specialized, and they often follow trends. Though the overall number of titles
has fallen, 2005 saw the launch of 257 new magazines, including 31 targeted to women
and 26 to African Americans and Hispanics. Between 1996 and 2006, the number of re-
gional and national Hispanic magazines grew from 124 to 329, proving the importance
of this growing audience.” In 2005, a spinoff of Sports Illustrated for Latinos appeared,
the new Boom Hispanic provided stories on Latino hip hop, and Siempre Mujer covered
home décor, health, and relationships for Hispanic women. Other significant trends in
consumer magazines include an increase in lifestyle, celebrity, and sports magazines.
Listed in Table 4.1 are the top paid-circulation consumer magazines.

Business-to-Business Magazines

Business-to-business magazines occupy a large segment of the magazine business.

demographics Traditionally, the top ten categories of business magazines have been computers,
Characteristics of an audience health care, engineering and construction, media, automotive, banking and finance,
for mass media based on age, business, building, advertising and marketing, and industrial manufacturing. In 2005,
gender, ethni¢c background, publications pertaining ta conventions, meetings, insurance, travel, architecture, de-
education, and income. sign, lighting, and automotives saw increases in advertising revenues.8
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1. AARP Modern Maturity 22.675,655

2. NRTA/AARP Bulletin 22,075,011

3. Reader’s Digest 10,111,773

4. TV Guide 8,211,581

5. Better Homes and Gardens 7,620,932
contralied circulation

6. National Geographic i 5,403,934 Technique of sending magazines

) . . free to individuals within an in-

7. Good Housekeeping 4,634,763 dustry to increase identification
with an organization.

8. Family Circle 4,296,370

9 ladies e ouEE 4,122 460 association magazines
Magazines published by various

10. Woman’s Day 4,048,799 associations to publicize their ac-
tivities and communicate with
Source: Magazine Publishers of America, www.magazine.org. Reprinted by permission. their members.

In controlled circulation, magazines are sent free to indi-
viduals within an industry. This method was developed as a dis-
tribution technique in the specialized business-press arena and,
unlike consumer magazines, more than half of the specialized
business publications use this method of circulation. For example,
Offshore Engineer is mailed only to named individuals who prove
they are involved in specifying and buying equipment and ser-
vices for the offshore industry.

However, controlled-circulation magazines are recognizing
that they need to try different approaches to support growth.
Association magazines in particular can no longer afford to
exist on dues alone. “They have to generate revenues from sell-
ing ads and doing all the things that consumer publications do,”
says Elissa Myers, vice president and publisher of Association
Management, the 21,400-circulation magazine published by the
American Society of Association Executives. Myers points out
that the average association now draws only 40 percent of its
revenues from dues, compared to the 95 percent drawn in the
1960s. As a result, more and more association magazines are
beginning to consider nonmembers as subscribers.? Association
magazines are a traditional and solid approach to conveying in-
formation. Nearly every organization, from county medical soci-
eties to the Home Builders' Association, publishes a magazine for
its members.

NMagazines on the Wek

Like newspapers, magazines have a growing interest in developing
a strong, innovative web presence. Magazines exist on the web in-
dependently or as a supplement to print magazines. In 2005, the
five consumer print magazines with the top distribution of digital

QUEEN LATIFAH

The $200 Million Star
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and Maniage Proposals
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Many of the top-circulation magazines, such as TV
Guide or Reader’s Digest, appeal to the general popu-
lation. Others, such as Essence, focus on a narrower
audience segment
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Many magazines appear in both online and print ver-
sions. Others, like Slate, appear only online and are sus-
tained by advertising revenues rather than subscriptions.
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editions were PC Magazine, Seventeen, U.S. News and World Report,
Cosmo Girl, and Computer Shopper.'? The tcp five most-visited web-
sites associated with print magazines were Sports Illustrated, En-
trepreneur, People, TV Guide and Slate.!! Digital magazines and
magazine websites are usually in a supporting role, used for market-
ing the print edition and its products. For example, in 2005, Self spon-
sored a fitness challenge online, and received over 100,000 new
subscriptions. 2

- Some profitable online businesses have launched successful
print magazines for their audiences. Online entrepreneurs sece
print as making their businesses more credible and bringing in
more advertising revenues and customers. Examples include
WebMD the Magazine; Beverage Spectrum for retailers; BabyCenter;
and EnergyBiz, a spin off from the Internet publication Energy
Central. The wedding site, Knot, spawned a national magazine, re-
gional publications, and an Oxygen network TV show entitled
Real Weddings from the Knot.

Magazine Ownership

Despite the growth in small-circulation magazines, magazine pub-
lishing is big business, and a handful of conglomerates dominate
as they do in other industries. Some owners publish in a variety

CED v

market niche

Portion of the audience a
particular magazine gains
as subscribers or buyers.

of subject categories, and others specialize. Market analysts pre-
dict that the pace of consolidation will slow, but magazine pub-
lishers will continue to realize benefits by being big. Size brings decided advantages
in marketing and distribution. However, companies are more concerned about
whether a particular magazine fits the company’s business profile. Those that don't
fit into an apparent long-term strategy may be sold off.

Conglomerates also have the advantage of staff pools. When one of the conglom-
erate’'s magazines is successful, its editor may be moved to another of the conglom-
erate’s magazines. Nevertheless, critics continue to worry about the standardization
that comes with conglomerate ownership. If conglomerates prevail, how will the in-
dependent magazines survive? Industry analysts and some critics answer that there
will always be room for a good editorial product.

AUDIENGE DEMAND IN MAGAZINE MARKETS

A magazine has to be in demand to succeed. People can be looking for news on a gen-
eral topic, advertising about companies or products, or information about new ideas.
In response to demand, magazine publishers produce certain kinds of content. The
two major markets are consumer, with magazines selling editorial content to read-
ers, and advertising, with magazines selling readers to advertisers.

GConsumer NMarket

All publications need to find a market niche. Magazine publishers have done so by
providing information in greater depth than newspapers and by being more dispos-
able than books. In addition, they carefully target their audiences. Audiences may be
defined through various categories. Some are listed below.

Geography—worldwide (National Geographic); regional (Southern Living); state
(Texas Monthly); city (Atlanta)

4 Gender—female (Working Mother, Cosmopoliian); male (Esquire)

i Ethnic background—African American (Ebo:iy), Hispanic (Hispanic Times)
Age—children (Sesame Street Magazine); teenagers (Seventeen); seniors (Modern
Maturity) -

88 g CHAPTER 4 Magazines

+
]



Adapting to Other Cultures

Many popular consumer magazines are expanding into world mar-
kets. Because of global communications, affluent people in many
cultures seek Western images of bodies, celebrities, brands, and
luxury goods that they associate with freedom, wealth, and status.
Advertisements are part of magazines’ visual appeal that carries
across languages and cultures. A variely of magazines is avail-
able in international editions. Examples include Business Week,
Elle, Prevention, Men's Health, Shape, Car Magazine, National
Geographic, and Sports Illustrated.

Typically, when magazine executives decide to expand into
another country, they find a publishing partner there. International
Federation of the Periodical Press in London helps match publish-
ers with foreign partners. The foreign edition of a magazine may
have different artwork and editorial content, but is expected to
preserve brand recognition. The design of the cover is especially
important. For example, Rolling Stone is published in Turkey, and
looks very much like the U.S. edition. It has the same distinctive
logo 2nd art photography of band members. However, the Turk-
ish edition includes stories about the Turkish music industry and
its celebrities.

As of June 2006, Cosmopolitan, published by the Hearst Cor-
poration, boasted 55 foreign editions. It also has its own TV chan-
nel for young women in Latin America, bringing them Sex and
the City. The Cosmopolitan global brand includes watches, hand-
bags, and jewelry sold worldwide. Cosmopolitan’s cover of an invit-
ing, scantily clad model is recognizable around the world. Since
Helen Gurley Brown became its editor in 1965, Cosmopolitan has

promoted sexual freedom and confidence for women, a brand
identity that has encountered trouble in some countries with au-
thoritarian governments and laws against sexually explicit material.
Cosmopolitan is not available in North Korea, which has the
strictest government censorship of popular culture in the world. A
20-year ban against Cosmopolitan in Singapore was finally lifted in
2005. In South Africa, the magazine frequently has had to defend
itself against pornography complaints that are heard by the éovem—
ment’s Film and Publication Control Board. In May 2006, an objec-
tion was made to the magazine's inclusion of a “sealed sex section.”
The board ruled in the magazine's favor. Editor Vanessa Raphaely
said in the magazine's defense, “Our editorial follows a policy of
empowerment and education which is very important to us in a
country where a lot of the sex is non-consensual and violent.”
Magazine executives hope that their brand will carry easily into
a foreign market if they just find the right universal hot buttons. A
former executive at Hearst, Gil Maurer, listed these buttons as “how,”
why,” “secrets,” “doctors,” “fat,” “sex,” “now,” “easy,” “thin,” and
“win.” But as they expand into the global marketplace, magazines
like Cosmopolitan sometimes find that their brand identity does not
always play well in other cultures with different morals and values.

“ "o
)

Sources: Gil Maurer, “What Makes a Great Magazine," speech, Los An-
geles, CA, April 12, 2005, magazine.org; “Cosmo Cleared of the ‘Porno-
graphic' Charge in South Africa,” International Federation of the
Periodical Press, April 21, 2006, fipp.com.

Lifestyle—raising children (Parents Magazine); owning a home (Coastal Living)
Occupation—Farm Journal, Nursing, Chemical Engineering News, Editor & Publisher

Hobby or sport—Art & Antiques, Game & Fish Magazine

Socioeconomic background—wealth (Fortune); education (Harper’s)
Application—entertainment (TV Guide); decision making (Consumer Reports)
Ideology—Tliberal (Mother Jones); conservative (National Review)

Almost every literate person in the country is a potential magazine consumer.
Many market segments for magazine advertisers overlap, bur rarely do two mag-

azines target the identical audience. For example, Parents
Magazine and Working Mother overlap, but fathers may also
read Parents. Similarly, readers of Parents may also read
American Baby because their child is an infant, but they may
eventually graduate to College Parent Magazine. Gay Parent,
Jewish Family & Life, Twins Magazine, and Sports Parent all
identify different kinds of parenting readers.

Changes in audiences force magazines to change their
content. Therefore, as social change enabled more African

 Key Concept

Market segments for magazine advertisers Fach maga-
zine strives to sell content and advertising to a specific
segment of the total population that the publisher has se-
lected as its target readership. The tastes of the target au-
dience determine the nature of the magazine’s offerings.

Americans to earn higher incomes, advertisers began to recognize that African Amer-
icans had increased purchasing power. Publishers then began to target magazine
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Magazine start-up and financing New magazines may get
financial support from government or special interests,
but most often the support comes from business finan-
ciers who have experience in the industry or are willing to
take risks in hope of high returns. Some magazines seek
funds from subscribers and patrons only (avoiding ads)
or from advertisers only (offering the magazine free to
readers), but most magazines are supported by a
combination of advertising and subscriptions.

content to specific African-American interests, convinced that they could attract ad-
vertisers for the new market. Thus economic and cultural forces intertwine—as do con-
sumer and advertising markets.

Ravertising Marlet

[nitially, magazine publishers relied primarily on subscriptions for revenues. However,
they soon recognized that they could broaden their audience by allowing advertisers to
pay part of the costs. Today, advertisers search for media that are most appropriate for
their product and message. Magazines compete with all media for consumers and for
advertising. However, a few magazines, such as Ms. and Consumer Reports, publish
without advertising because their publishers wish to avoid advertiser control and also
have found that some subscribers support content that does not appeal to advertisers.

Magazines allow companies to match their messages with specific audiences.
For example, suppose that a national software company that publishes an interactive
database for evaluating entry-level jobs wants to reach people in their late teens and
early twenties. Radio and newspapers tend to be too local, and national television ad-
vertising costs too much. That leaves national magazines that appeal to young peo-
ple. Jane would allow the software company to reach young women, and Details would
allow it to reach young men.

SUPPIYING THE AUDIENCE'S DEMAND

To continue making money and survive as a business, magazine organizations have
to stay in touch with their readers. As society changes, so do readers’ wants. For ex-
ample, Seventeen magazine caters to teenage females. Every few years, the maga-
zine's audience “ages out,” and Seventeen has to recruit new readers. The magazine
targets not a set of particular women, but a particular age group whose demograph-
ics, backgrounds, wants, and needs are always changing.

The readers change, and so do the topics that interest them. Today’s Seventeen in-
cludes stories and information that were not considered necessary or even proper
ten or twenty years ago. Seventeen's October 2007 web survey, “Does IM Rule Your Re-
lationships?” would probably never have appeared in the 1970s. Chances are that in
1970 gun violence in the schools and beepers for staying in touch would not have
occurred to an editor of a teen magazine as possible topics. -

Seventeen readers see a much different magazine than their mothers read, yet in
many ways, the topics remain the same: dating, school, and beauty. Enough histori-
cal and cultural continuity encourages mothers to buy Seventeen for their daughters
because they remember their own fondness for‘ the magazine.

Greating and Financing Magazines

Ideas for new magazines start with a concept that gets refined
through the reactions and suggestions of others.!3 This process
is referred to as magazine start-up and financing. Only one
in every ten ideas presented to publishers makes it to the start-
up stage, and even then, market success is not guaranteed.
An idea must be original, but not so far outside the mainstream
that it will not attract an audience. Furthermore, a magazine
must have staying power: If it addresses a trend, the trend
must be here to stay. For example, computer magazines have
proliferated, addressing a permanent new development in our
society. In 1988, as the computer trend gained strength, about
180 ideas for computer magazines were presented to major magazine publishers. Eigh-
teen were seriously pursued, but only three were still in existence three years later. Of
course, many specializéd computer magazines now are available on newsstands.
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Teen Magazines

Teenage girls look to magazines to help shape their identities and
relate to their peers. In the voice of a helpful friend, teen maga-
zines provide advice and guidance. Like women's magazines, they
also present powerful, often sexualized visual images and con-
sumer products that seem to offer teens the chance to buy an
identity. They socialize girls to take on accepted gender roles by
associating beauty and sex with personal power. Teenagers have
some influence on magazine content. As they choose to either
consume or reject the magazine and its advertised products, they
confirm or challenge the identity offered to them.

In 2006, the largest selling teen magazines were Seventeen,
Teen People, and CosmoGirl!. Launched in 1944 to give adult ad-
vice to white, middle-class high school girls,Seventeen is the old-
est, with a 2006 circulation of 2 million. The little sister of People,
Teen People was launched in 1998, with a 2006 circulation of
1.5 million. An offshoot of Cosmopolitan, CosmoGirl! had a 2006
circulation of 1.37 million. Since girls often share their magazines
with friends, the readership of these magazines is much larger
than the circulation figures.

The magazines promise teens that they will achieve greater
social status through association with celebrities or luxury goods.
The top three teen magazines cater to an audience of mostly
middle-class girls. They advertise products that such teenagers
can afford, offering a way to imitate the stars with clothes from
Target and American Eagle Outfitters. Another magazine, Teen
Vogue, appeared in 2003 as the offshoot of Vogue, a women's
fashion magazine. Like its big sister, Teen Vogue targets a more
affluent audience with designer products such as Louis Vuitton
and Christian Dior. A similar magazine, Elle Girl, lasted only a few
years. In general, commercial teen magazines struggle to keep
reader interest. Their main competitor for girls’ time is the Inter-
net and text messaging.

CURRENT BVRNTA LS008

Another kind of publication aimed at teens is the expanded
shopping catalogue, which offers magazine features as well as
products. Known for its sexualized images of teens, Abercrombie
& Fitch ran into trouble in 2003 when its Christmas Field Guide
included a section called “Group Sex.” Upset at the marketing of
sex to teens and preteens, feminist and family groups called for
a boycott, the company’s profits fell, and it withdrew the catalogue.

Some girls have rejected the identity offered in commercial
teen magazines by starting their own print and online grrrl zines, self-
published magazines often produced on a copy machine. In 2004,
the Grrrl Zine Network listed 377 zines in print, 176 witp print and
online versions, and 86 appearing only online. Emerging from the
punk underground, grrrl zines offer friendship, creative expression,
and support for alternative lifestyles in a free, public mzajdia space.

Sources: Frances E. Gorman, “Advertising Images of Females in
Seventeen: Positions of Power or Powerless Positions?" Media Report
on Women (Winter 2005): 13-20; Jon Fine, “Teen Titles Hit Awkward
Phase,” Crain’s New York Business, October 4, 2004: 22.

More important than a great idea is its execution; an idea must be packaged as

a marketable product. Table 4.2 shows some start-ups and what happened after their

first five years.

An entrepreneur must be both an editor and a marketer.'4 As marketer, the en-

trepreneur must secure financial backing. Initial financial support for starting commer-
cial magazines comes from three sources. First, entrepreneurs can seek support from
companies already established in the industry—for example, major publishers—to i
launch a new idea. Second, they can look for venture funding from small investors . —
who are willing to endure higher risk for bigger payoffs than traditional capital in- | Vventure funding
vestors. For that, a strong business plan is crucial. Third, start-ups can be funded by
private investors who know the publisher and believe in that person’s ability to make
the magazine work.

Not all magazines are commercial ventures. However, they usually are financed
by governments, special interest groups, or commercial companies.

Funding of an enterprise with
cash from several investors who
are interested in innovative en-
terprises that carry both risk and
the potential for large profits.

Supplying the Audience’s Demand 91



92

ey

CHAPTER 4

Title/Publisher Targets Fate

Cargo, Condé Nast  Bimonthly magazine, with an advertising  Folded 2006
rate base of 300,000, for urban men
who like shopping

Suede, Time, Inc. With nine issues a year and an initial rate; Folded 2005
- base of 250,000, the magazine targeted
fashion-conscious women of color.

Vitals, Fairchild Quarterly publication with an initial Still quarterly, with a
Publications advertising rate base of 150,000, for rate base of 200,000
fashion-oriented men with household
incomes of $100,000 or more

Cottage Living, Home magazine, with an initial rate base  Still publishing with a
Time, Inc. of 500,000, featuring decorating, rate base of 650,000
gardening, food, and travel

Sources: Media Week, Juné 27, 2005: 52-53; Folio, April 2004: 24-25; Advertising Age, October 25,
2004: S12; Mediaweek, August 23-30, 2004: 25.

Government  Although some government agencies publish magazines, they tend to
be geared to government employees. Usually government publications are newslet-
ters or pamphlets:-

Special Inferest Groups  Some organizations, such as a city chamber of commerce
or a nonprofit organization, publish magazines. Some associations, such as the Na-
tional Association of Home Builders, publish magazines that rival commercial publi-
cations in quality and cost. Others publish smaller, less professional magazines.

Commercial GCompanies The vast majority of magazines are commercial, and their
financial support comes from readers, advertisers, or a combination of the two.

Advertising

Advertising is the primary source of revenue for most magazines. However, as pre-
viously discussed, some are financed through other means. Nevertheless, magazine
publishers always must make a decision about advertising. The decision often re-
flects the philosophy of the magazine’s owners.

Advertising-Free Magazines some magazines survive without advertising; they are
supported solely by readers who pay for subscriptions or for issues on the newsstand.
These magazines are published by individuals who believe that advertising would
compromise the integrity and principles of the magazine. For instance, Ms. maga-
zine, after initial disputes with advertisers, reinvented itself as a nonadvertising pub-
lication. Because the magazine’s editorial stance is that a woman looks and feels best
without excgessive use of cosmetic products, Ms. wanted to avoid the hypocrisy of
printing advertising that contradicted the editorial position. However, Ms. magazine
has had a difficult time sustaining its readership. Beginning in 1965, Reiman Publica-
tions has catered to a rural audience with ad-free magazines like Crafling Traditions,
Birds & Blooms, and Country Woman. Reiman'’s fourteen publications have a com-
bined circulation of 13 million.

Magazines



free Magazines with Adveriising-0nly Financing Although some magazines are
supported by readers only, others are financed by advertising only. Consumers read
or receive the magazines at ng charge. Membership in the American Association of
Retired Persons, for example, guarantees a subscription to its flagship publication,
Modern Maturity. )

Combination Financing A third type of financing is a combination of advertising
and circulation. Most commercial magazines fall into this group, and advertising
rather than circulation provides most of the revenue stream. Magazines that rely on
a combination of advertising and reader support traditionally competed for readers,
but now they more often compete for advertising dollars. Advertising rates are closely
tied to circulation figures, so publishers must be careful not to price their magazines
out of the market. If they do, the decrease in circulation will result in a subsequent de-
crease in advertising revenue. Therefore increased costs often must be absorbed by
increased advertising revenue.!®

fdvertising Tie-Ins  Although prestigious newspapers have established their inde-
pendence from advertising pressures, magazines have allowed, and sometimes even
courted, editorial/advertising tie-ins. Package deals are commonplace for many
magazine editors who guarantee preferential editorial treatment to advertisers. Take,
for example, one issue of Where to Retire, a magazine aimed at baby boomers con-
sidering retirement in the'next ten years. An article featuring Georgetown, Texas, as
an award-winning hill country town, is surrounded by advertisements for George-
town Village, a retirement community, and Texas travel guides from the Texas Depart-
ment of Economic Development. o

Advertisers and Editorial Gontent  Advertisers also specify placement of some ads
and react negatively when editorial content does not support their products. Many ad-
verlisers even hire resident censors who sit in the ad departments of major magazines.
Dow specified that ads for its Spray 'n Wash products had to be adjacent to pictures
of children or editorials about fashion, and ads for its bathroom cleaner next to home-
furnishing and family features. Revlon refused to advertise in a magazine because
the Soviet women on the cover were not wearing makeup.
(The story later won a prestigious Front Page Award.) And
during the Gulf War, Procter & Gamble successfully stopped
Sassy from running a page covered with the word peace.

However, if a magazine too often crosses the fine line
that separates credibility and promotion, the industry and
the magazine’s readers may lose faith in it. If circulation
drops as a result, advertisers lose interest as well, and the
magazine is left to wither from lack of reader or advertiser
support.

Key Goncent |

PUBLISHING A SUCCESSFUL MAGAZINE

The masthead, or list of owner, publisher, and staff of a magazine, usually appears near
the table of contents in the first few pages of a magaz'ine. The list emphasizes that
publishing is a process. The number and size of departments and types of posi-
tions vary with each publication; large consumer magazine staffs may employ sev-
eral hundred people, whereas small specialized business publications might have
fewer than ten people. The positions and departments in the following sections are
common for all sizes of magazine staffs.

Pubfisher The publisher, to whom all staff mernbers are ultimately responsible, may
also be the magazine owner or editor. The publisher defines the personality of the

Ma~gazine pulilishing process To publish, magazines§
need the combined efforts of publishers, editors, writers,
graphic artists, production staff, printers, ad managel'rs,
subscription managers, and distributors. These staff!
members provide content, physical print production,

ad or subscription support, and distribution to the
magazine’s reading public.

tie-in
The connection made when a
rmagazine runs a story about

@ product advertised in the
rnagazine.

package deals
A series of media tie-ins. |

Publishing a Successful Magazine =
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desktop publishing

Writing, illustrating, and design-
ing publications with a personal
computer.

distribut:

Corpany that helps get maga-
zines from the printer to the
wholesalers.

publication and works to ensure its financial success. Some publishers with particu-
larly forceful personalities and deep pocketbooks can breathe life into a publication
or kill it with an easy blow. When Lear’s ceased publication in March 1994, the New
York Times reported that the magazine had died as it had lived. “It was created by
Frances Lear, who, after a bitter divorce from television producer Norman Lear, was
at a crossroads. She invented the magazine for a particular reader: herself. She gave
the magazine her vision, her energy, her money and her name. She sustained it with
her enthusiasm, and when she lost interest, she pulled the plug.”'6

fdilor  Once the publisher has defined the magazine’s personality, the editor devel-
ops and shapes its identity. To successfully complete an editer’s mission, the manag-
ing editor, the articles editor, and department editors work together to give readers
the information they want. Editors edit and proofread stories, ‘approve design and
graphics, accept freelance submissions, and contract with designers.

Large-circulation magazines pay from $1.00 to $2.00 a word. For example, if you
write a 5,000-word article, you could expect to earn about $10,000. However, this is
true only if you have already established a reputation and have created a relationship
with an editor. Now, to have a gross income of $50,000 (before taxes and expenses),
you would have to write five such articles each year—and be successful at placing all
of them. Salon Magazine reports that many freelancers are willing to accept $1.00 a
word for the visibility they get at a publication such as the New York Times Magazine,
which a Times editor says now pays star writers $80,000 for four pieces. Only a few
writers, such as Norman Mailer, achieve real fame and real money. Mailer reportedly
was paid $140,000 for two pieces for the now defunct George.

[ivertising  Advertising is often a magazine's lifeblood. According to Magazine Pub-
lishers of America figures, advertising revenue increased steadily but slowly from
$6.7 billion in 1990 to $17.7 billion in 2000.17 In 2005, ad pages in magazines gained
only 0.5 percent, with industry analysts speculating that the decline might be from on-
line competition.'#

Advertising staffs may include only an advertising director and several sales-
people. At larger magazines, divisional managers contribute specialized knowledge
about readers and advertisers in specific geographic areas or about specific types of
products.

esion anid Profduction  Convergence of technology is readily apparent in the design
and production departments of large and small magazines. The design department de-
signs the actual paper product that readers hold. The production staff includes artis-
tic experts, technological wizards, and people who buy supplies for production, such
as ink and paper. Desktop publishing—the integration of design and production—
has saved magazines millions of dollars and cut production time. For example, when
the National Geographic Society converted to desktop publishing for National Geo-
graphic Traveler and World, it saved $200,000 annually.!? Technology also has allowed
publishers to print split runs and use selective binding, in which pages are changed
according to geographic locale. Advertising copy may be based on zip codes. Geo-
graphically divided runs allow publishers better to target their markets.

Girpuiation  The circulation staff gets the magazine to the reader through either sub-
scriptions or newsstand sales. Each method has different costs. A new subscription
costs publishers about $15 in promotion expenses; each renewal costs about $3. For
single-copy sales, every stage of transport between publisher and newsstand takes a
percentage of the copy price.

Soliciting subscriptions is one facet of circulation, and experts have become
adept at using demographic background information about individuals in person-
alized, target-market selling. Publishers also design websites aimed at attracting
subscribers.

Newsstand, or single-copy, sales go througi a variety of stages before hitting the
display racks. Each publisher works with one of about ten national distributors. The
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In September of 2002, Mother Jones magazine
published this intro to an article about Gloria
Steinem:

More than two decades after founding Ms.
magazine, Gloria Steinem remains Amer-
ica’s most influential, eloquent, and revered
feminist. Her 1992 book, Revolution from
Within: A Book of Self-Esteem, was a num-
ber one bestseller and has been translated
into 11 languages. Last winter, shortly after
publishing a book of six essays titled
Moving Beyond Words, she canceled a na-
tional speaking tour because of a rare
nerve disorder that left her bedridden. Now
rejuvenated, the 61-year-old Steinem
spoke with us about politics, aging, and
why her best activist days are still to come.

Since the founding of Ms. magazine in 1971, Gloria Steinem
has been a feminist ideal for young women and men. She has
devoted her life to persuading all kinds of women to believe in
themselves, has lent an influential voice to the cause of immi-
grant farmworkers in California, and has helped to persuade
Democratic political leaders to include women’s issues in their
platforms.

As a feminist, Steinem has had a major impact on the
magazine industry. She developed a solid reputation as a re-
porter and magazine writer, founded Ms. in 1972, and later
helped convert it to a no-advertising publication to avoid the im-
pact of sexist advertising on its content.

Steinem grew up in a tenement in Toledo, Ohio. Her emo-
tionally ill mother, Ruth, had been a newspaper journalist who
wrote under a male pseudonym. Steinem’s parents were di-
vorced when she was ten. *

When Steinem was old enough, she worked evenings and
weekends as a waitress and shop assistant. She also tap

Gloria Steinem

danced in chorus lines. She graduated from
Smith College and then spent a year in India
with the followers of the spiritual leader Ma-
hatma Gandhi before starting her professional
career. She advises women to use their baci-
grounds to learn and to grow.

When she returned to the United States
from India, she wrote for New York Mggﬁzm@
and Esquire, building a reputation as a Teporter
and establishing a network. Her political in-
volvement in women'’s causes began in 1969 at
an abortion-law reform rally, where she heard
women talk about being offended by sexist
jokes and about having abortions and other ex-
periences, some of them similar to hers. In-
spired, Steinem cofounded the national feminist
publication Ms. Although the magazine went
through several changes of ownership, in De-
cember 1998, Gloria Steinem and a group of investors bought
the publication from MacDonald Communications Corp. The
investors, a group of women who call themselves Liberty Media
for Women, paid between $3 million and $4 million for the
magazine. ’

Today, Steinem is president of Choice U.S.A., which spon-
sors the Gloria Steinem Leadership Institute to mentor prom-
ising young people in the pro-choice movement, helping them
hone their communication skills.

Sources: Sarah Lyons, “Daughter of the Revolution,” South China
Morning Post, July 6, 1996: Books sec., 8; Joan Smith, “The Unex-
plained Feminist,” Financial Times, May 4, 1996: Books sec., 11;
Rosie Boycott, “Sex and Feminism,” Daily Mail, April 20, 1996: 36;
Maureen Freely, “Gloria and Me,” The Guardian, April 18, 1996: Fea-
tures sec., 6; Katie Donovan, “Feminist Enigma,” T/.e Irish Times, April
9, 1996: News Features sec., 9; and “New Group Buys Ms. Maga-
zine," abcnews.com; Cynthia Gorney, “Gloria,” September 2002,
motherjones.com/mother_jones/ND95/gorney.html.

distributor supplies the printer with the mailing labels of some of the four hundred re-
gional wholesalers. The printer mails bundles of issues to the wholesalers, which de-
liver the copies to dealers. Popular newsstand dealers include owners of grocery
stores, convenience stores, pharmacies, and bookstores. At the same time that mag-
azines are delivered, the wholesaler picks up and discards the previous week’s or
month’s unsold ones.

iagazine Empioyees

Salaries for the entry-level position of associate editor and editorial assistant are be-
tween $25,000 and $30,000. Some companies pay overtime, which can double that
income, but to do so means working sixty hours a week. Copy editors and researchers
make between $35,000 and $45,000 and reporters, $40,000 to $60,000. Managing ed-
itors and senior editors earn $55,000 to $70,000 while the editor-in-chief averages

wholesaier

Company that delivers maga-

zines from a warehouge to deal-

ers, such as bookstores.

Publishing a Successful Magazine
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$93,561.? On the production side, art directors make between $52,000 and $63,000;
production managers between $47,000 and $52,000, and production directors be-
tween $65,000 and $83,000.2! The gender gap in these jobs is closing, but still signif-
icant, with women production directors making on average $13,000 less than their
male counterparts.?? Sales directors, managers, and executives make between $80,000
and $113,000, with women once again lagging behind by approximately $30,000.

TRENDS

As with other forms of print media, today’s magazines are operating in a climate of
massive change wrought by digital technology and changing demographics. Some
print publications, like Newsweek and Cosmopolitan, have established readerships
and advertising bases for their continued economic health. Other start-ups, like the
men’s magazine Cargo, quickly come and go. In a heavily competitive environment,
magazine publishers must decide to what extent they will put advertising and edito-
rial content on the web, depending on what readers they hope to attract. In 2006, ex-
periencing a decline in readership, Time was revamped, boosting its web presence so
that it could provide news twenty-four hours a day and switching its publication dates
from Mondays to Fridays so that its advertisers could hook weekend shoppers.?? In
making these decisions, magazine publishers who rely on advertising must consider
how best to attract advertising revenues in order to survive.

Technology: Driven by Economic Need

Technology is driven, at least in part, by economic need. As publishers see the need
for innovation in order increase profits, they finance the development of technology.
At other times, technological developments in fields other than publishing can be
adapted for innovation. Z

In July 2005, Folio, a publication for magazine managers, outlined the six most sig-
nificant trends in technology affecting the industry:

1. The Internet: The importance of the Internet to the magazine industry lies espe-
cially in the opportunities it provides for marketing the magazine and its ven-
dors’ products. It also helps save money, since subscriptions can be done online
and content can be circulated in digital form, both in the production and distri-
bution process, rather than through mailing. However, this feature also poses a
threat to the magazine industry, since news and entertainment content is read-
ily available for free on the web. .

2. Digitization of content: The digitization of content within the production and print-
ing process has also reduced costs and provided greater opportunities for cre-
ativity. For example, digital photographs can be easily manipulated.

3. Desktop software: Programs such as Adobe InDesign and Adobe Photoshop have
made publishing easy on the Internet; proofing for design elements like color and
size can be carried out more quickly and efficiently.

4. Print manufacturing: Greater efficiency and automation in the printing process
has made it faster, cheaper, and easier to produce a magazine. Different versions
of a magazine can be printed for different audiences. For example, AARP has three
regional editions.

5. Database publishing: Database management software allows magazine publish-
ers selectively to target audiences through personalized advertising.

6. Wireless, mobile publishing: Magazine staff can communicate with each other
more easily, sending sales orders, artwork, and stories to each other in real
time.24

Men's magazines, especially, are pushing into mobile platforms like cell phones
and PDAs to deliver content and advertising. GO ran a promotion in which a reader
could text message the magazine, mention an ad, and receive prizes. In 2006, Maxim
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was working on a service by which a user could order products through a cell phone.
Readership of T.V. Guide was declining when its publishers turned to high tech to en-
ergize sales. Users of the Guide’s cell phone technology can selectively download its
content and, if predictions are right, will be able to program their DVRs remotely with
this information. However, such measures did not save Condé Nast’s magazine, Cargo,
which folded despite offering downloadable purchasing guides that readers could
take with them on their PDAs and cell phones. The magazine attempted to target
men who liked to shop.

Gulture: Diverse Readership

Magazine publishers are targeting new audiences for the twenty-first century. In the
United States, slower population growth, an aging society, changing lifestyles, and an
increasingly diversified population are making new demands on magazines. And
these changes are not strictly American characteristics, but are occurring throughout
the world. If magazines are to survive, magazine publishers must learn how to sat-
isfy the new demands. :

In 2004, the Magazine Publishers of America began an initiative to encourage di-
versity in all aspects of the industry. It argues that the representation of many groups
adds a range or ideas, fosters innovation, helps salespeople to understand and reach
niche audiences, increases the customer base, and ensures that the editorial staff rep-
resents multicultural groups appropriately. The association also features market pro-
files of African Americans, Hispanics, and Asian Americans.

Between 1990 and 2000, the African-American/black market grew 22 percent.
That market has unique features. African Americans are heavier magazine read-
ers than other adults and they are, on average, younger consumers with more chil-
dren at home. African-American teens spend more than the average U.S. teen
on clothing, jewelry, computer software, and athletic footwear. Music magazines
are more popular among African Americans, ranking fifth in favorite magazine
categories.

The fastest growing ethnic group-in the United States, Asian-American con-
sumers, are younger, better educated, and have higher household incomes than
the average adult. This population also represents many language groups, though
most speak English very well. About 75 percent of Asian Americans read maga-
zines, especially preferring the business/finance publications like Fortune and
Business Week. : ‘

Hispanic magazine readers are younger and more urban, and though they come
from different cultures, are bound by their shared language. The purchasing power of
this group is growing at a phenomenal rate, and by 2007 is expected to top $926 bil-
lion. Hispanic youths are trendsetters, and are an important influence on music and
fashion.

cufture: Women and Minorities in the Workforce

The magazine publishing industry is becoming more aware of the potential of diverse
readerships. But diversity among its executives and employees must also follow. From
the late nineleenth century, women have been the biggest readers of magazines. They
are also the top consumers of household products, and their business drives much of
the consumer magazine industry. Yet, with a few notable exceptions like Helen Gur-
ley Brown, women have not fared well as employees in publishing. They make sig-
nificantly less than their male counterparts, and in 2002, headed only 28 percent of
over 550 magazines.?5 Despite the growth of ethnic and minority populations in the
United States and their importance as media consumers, they are even less well rep-
resented in publishing. When one of the most respected African-American women's
magazines, Essence, was bought by the media conglomerate Time Warner in 2005,
readers reacted with sadness that a black-owned business was being taken over by
a white company. Black Enterprise noted that Essence’s readers were “crushed” and
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The traditional function of the magazine has been to cor-
relate the various parts of American society and to pro-
vide a forum for political and social discussion. Because
magazines were less immediate and less disposable than
newspapers, it was assumed they would provide more
thoughtful commentary on events and trends.
However, the magazines that have survived econom-
ically in recent decades have been those that special-
ized, targeted niche markets, promoted shopping, and

experimented successfully with enhanced features
online. Some of the questions that need to be answered
include: :

To what extent have magazines become mere catalogs
for advertisers?

i What new forms might magazines take as they ex-
pand into multimedia platforms?

i How do magazines shape audiences and identities?

ap

wondered whether African-American women would “lose a strong voice that spoke
to their aspirations and has served as the bully pulpit in the fight against racism, sex-
ism, and other barriers to their ascension.”26

SUMMARY | -

Magazines helped develop the nation’s social
conscience.
Limited technology and lack of an economic base,
together with a primitive postal system, hampered
the development of the U.S. magazine industry.
' Rapidly advancing technology and mass marketing
of goods reduced production costs and created
an advertising base that fostered magazine
development.
A rising middle class, increased public education,
and the opportunity for social advancement en-
couraged a reading audience. By 1900 that educated
middle class used magazines as the medium for
social protest.
“ Magazines survived competition from radio and tele-
vision by targeting groups of readers. This specializa-
tion was attractive to both the audience and the
advertiser.

In today’s market, specialization is key. Consumer .

magazines and literary journals make up the bulk of
magazine publishing..

# Huge business conglomerates are the primary owners

of magazines. However, in response to the recession
of the early 1990s, magazine publishers downsized
and decentralized.

& During the economic downturn of the early 2000s,

magazine advertising revenue declined.

' Magazines not only meet the .needs of existing audi-

ences, but create audiences. These audiences buy
into the experience and models of identity.

: Combined—or converging—technologies foster new

methods of production and distribution. Magazine
publishers increasingly are enhancing their products
with websites and online magazines.

Editors argue about whether magazines will continue
to function as important generators of a national con-
versation about political and social issues, or whether
they will emerge as “super catalogs” and other forms
of media.

NAVIGRTING THE WEB Magazines

Magazine websites include sites for the magazines, sites
for companies that publish magazines, and sites for
information about the industry. Although industry

information and company sites are usually free,

some magazine sites require users to purchase a
subscription. .
a8 CHAPTER 4
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American Society of Business Publication Editors
ashpe.org

The goal of this association is to enhance knowledge
and practices of editors and writers employed in the
business, trade, and specialty press. The ASBPE has
local chapters in fourteen national regions.

Folio

- foliomag.com

Folio Magazine provides articles, event notices, and
trade information related to the magazine industry,
business-to-business, consumer, association, and city
and regional publications.

Magazine Publishers of America (MPA)
magazine.org

The MPA site provides research material about maga-
zines and news about the industry.

The Write News

writenews.com

Writers who are targeting magazines use the Write
News site, which contains writing tips, job information,
and other helpful ideas.

QUESTIONS FOR REVIEW

1. Why were magazines slow to develop in the early
United States?
2. How did mass production affect magazines?

ISSUES TO THINK ABOUT

1. What cultural roles have magazines occupied?

2. What experiences do readers find in magazines?

3. How are economics and cultural issues intertwined in
magazine development?

4. should magazine editors and consumers be con-
cerned about influence on content by advertisers?
If so, why?

SUGGESTED READINGS

John, Arthur. The Best Years of the Century (Urbana: Uni-
versity of 1llinois Press, 1981).

Vincent, Theodore G., ed. Voices of a Black Nation: Politi-
cal Journalism in the Harlem Renaissance (San Francisco:
Ramparts Press, 1973).

Wilson, Christopher. “The Rhetoric of Consumption:
Mass-Market Magazines and the Demise of the Gentle

Ziff-Davis Magazines

Ziffdavis.com

Ziff-Davis is one of the largest publishers of computer
and electronic media magazines. This site connects to
the texts of magazines published by Ziff-Davis, includ-
ing PC Magazine and Games for Windows.

Some magazines online include the following:

People
people.com

Business Week
businessweek.com

PC Magazine
pcmag.com

3. How are magazines financed? B
4. How is technology used for distribution?
5. How are magazines adapting to online possibilities?

5. What are the advantages and disadvantages of con-
glomerate ownership?

6. Will magazines use online technologies to enhance
the print product or to replace it?

7. How are magazines expanding beyond their print
form?

Reader, 1880-1920,”.in The Culture of Consumplion,
Richard Wightman Fox, and T. J. Jackson Lears, eds.
(New York: Pantheon, 1983), pp. 39-64.

Wilson, Harold S. McClure’s Magazine and the Muck-
rakers (Princeton, NJ: Princeton University Press, 1970).
Yagoda, Ben. About Town: The New Yorker and the World
It Made (New York: Scribner’s, 2002).
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The Movies

Socially conscious, reality-inspired, low-budget mo-
tion pictures swept the 2005 Oscars. Putting aside the
standard blockbusters like King Kong and Batman Be-
gins, the Academy of Motion Pictures honored movies
about love between gay cowboys, the evils of phar-
maceutical companies’'in Africa, the ethics of true
crime writing, urban racial tensions, and the conflict
between civil liberties and the state.

Accepting his award for best supporting actor in the political
drama, Syriana, George Clooney praised Hollywood for tackling sensi-
tive subjects in the past, such as AIDS, civil rights, and racism. In par-
ticular he mentioned Hattie McDaniel’s 1939 Oscar for her portrayal
of a slave in Gone with the Wind. But director Spike Lee was not im-
pressed with Clooney’s sense of history. He pointed out that McDaniel's
win reinforced the stereotype of black women as “Mammies” and that
2 black female actor would not win again for another sixty years. Thus,
the Academy Awards ceremony dramatized the country’s difficulties
with race, even as it celebrated the film industry’s efforts to tackle
racism. :

Hollywood films are the United States’ most recognizable cultural
form, and the Academy Awards is an experience shared by millions of
movie lovers every year. Movies appeal to psychic and social needs: to
have a fantasy life, to be loved, to be wealthy and beautiful, to create
possible identities, to understand one’s role in the world. Films both
create culture and reflect upon culture. Hollywbod is not only a dream

ONCEPTS
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Movie Theater
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Film Market
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factory but a stage on which social harmonies
and differences are played out.

Hollywood is associated with the wealth,
glamour and power of the United States, but
most of its films have international dimensions
in their financing, production, and distribution.
The 2005 winner of best picture, Crash, was an
independent production distributed by a Cana-
dian comp?ny, Lions Gate Films, which acquired
the film at the Toronto International Film Festi-
val. King Kong, which won Oscars for sound and
visual effects, was directed by a New Zealander,
made in New Zealand, and distributed world-
wide by the U.S.-based Universal Studios, which
is partly owned by the French company, Vivendi.
Even the gorilla was an international construc-
tion. The English actor behind the beast, Andy
Serkis, learned gorilla mannerisms during a visit
to a primatology research center in Africa.

Dominating the world market for motion .
pictures, Hollywood is many things: a specific
place, a state of mind, a creative synergy of
artists, and a global network of investors, pro-

As you read this chapter, consider the following issues
facing filmmakers and those who are interested in the

impact of moviemaking and moviegoing:

41

What are the economic and cultural impacts of film
viewing? Are films significant in shaping the culture of
our future?

& Economic interests are an important component of

filmmaking. How do you think corporate interests and
the studio system have contributed to (or limited) the
subject matter and impact of film?

! Increasingly, film preduction houses are internationally

owned. How wiil this increased international economic
concentration affect film as a “culture machine”?

¢ How do you think new technologies will affect the pro-

duction and delivery of film and its convergence with
other media?

Film viewers can choose different settings in which to
see films in a variety of technological formats. “Movies
in Your Life” outlines some of the choices available
and points out that different types of viewing may
serve different functions.

duction companies, and distributors. The industry is facing significant
changes because of digital technologies, which makes it much cheaper and
easier to make and distribute movies. Some movie makers see the digital
revolution as opening up greater possibilities for people worldwide to create
their own cinema. Spike Lee explains, “I think that what this technology is
going to do is make this whole media thing more democratic. That anybody
could buy a digital camera now, buy some tape, and make a film.” Others,
like Hollywood director Steven Spielberg, still use traditional film, resisting
technologiéal change. Spielberg says, “Audiences will not be drawn to the

technology; they’ll be drawn to the story.”!

FILIVE N AMERICAN LIFE

Film historians Louis Giannetti and Scott Eyman write that moving pictures are, for

some, “art, science and schooling all in one.”? They also are—and have been since s
1920—big business. The emergence of moving pictures was part of the experimenta-

tion with entertainment in the United States during the 1880s and 1890s that included
concert saloons, peep shows, and vaudeville variety acts.
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How Do You Watch Movies?

College students are major consumers of movies. How im-
portant are they in your life? As you read this chapter, think
about the different ways in which you view movies. Do you
think your viewing habits and those of your friends influ-
ence the movie industry? What do your friends think?
Take a moment to think about how the form, type, and
function of movies you view are intertwined. Do you view
movies on DVD for relaxation and in a theater for social rea-

ent places? Are the results different? For example, do large-
screen films viewed in a theater have a greater impact on
you than a film viewed on a television does? Is form—or

‘ the convergence of technology—affecting the impact, the

content, or the use of film? As you read this chapter, you will
see that the movie industry is concerned about some of the
very same considerations that influenced you in respond-
ing to these issues.

sons? Do your goals differ when you view movies in differ-

Type of Film

Form of Viewing

Movie theater

Broadcast TV

Cable TV or direct broadcast satellite
VHS/DVD (rental)

VHS/DVD (own film)

Computer

Other (please specify)

Technological and Economic Development

The fascination with pictures in motion goes back to ancient Greek and Arab civi-
lizations, but not until the mid-1800s did technology make such pictures available to
broad audiences. Motion pictures evolved from two sets of developing: technologies:
experimentation with photographic processes and the development of moving picture
devices. Photographic processes that evolved in the mid-nineteenth century paved
the way for moving pictures. By the late nineteenth century, a French scientist had de-
veloped a camera that produced twelve pictures on a single plate. The development
of gelatin emulsions and the production of celluloid during the 1880s furthered pho-
tographic technology. In 1878, Eadweard Muybridge achieved a sense of motion by
positioning cameras at different intervals along a race track and arranging for the
shutters to click in sequence. In the early 1890s, several scientists were experiment-
ing with viewing devices in the United States, Thomas Edison’s labs produced the
kinetoscope, a device that allowed for viewing a film by moving loops of film over
a series of spools.
A contemporary observer wrote,

The ends of the film are joined, forming an endless band passing over two guide drums near
the top of the case. One of these drums is driven by a motor and feeds the film along by means
of sprocket teeth which engage with perforations along the edges of the film. Just above the

Time/Dzay

kinetoscope

Purpose of Viewing

A boxiike mechanism used to
view short films during the late
1800s. The viewer, looked into
an opening and watched film

move past a lightbulb.

Film in American Life
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Short action films were among
the first popular films to appear
in theaters of the early 1900s.
One of these, Edwin Porter's
The Great Train Robbery, helped
launch the popularity of the
cowboy movie.

film is a shutter wheel havirig five spokes and a very small rectangular opening in the rim di-
rectly over the film. An incandescent lamp . . . is placed below the film between the two guide
drums, and the light passes up through the film, shutter opening, and magnifying lens . . . to
the eye of the observer placed at the opening in the top of the case.?

The new motion picture technology set the stage for the peep show, which fea-
tured short films that could be viewed by looking through a viewfinder on a machine
about the size of an upright piano. Kinetoscopes became popularin hotel lobbies and
other public places, but they never produced the great profits Edison had anticipated.

Vaudeville provided the entertainment milieu in which technical projection devel-
oped as a form of theater. Vaudeville acts were popular from the beginning of the
nineteenth century, though their form and acceptance varied with specific historical
periods. Until the 1880s, vaudeville was considered legitimate theater and appealed
to all classes. During industrialization in the late 1800s, audiences developed a greater
sense of class consciousness, and upper-class theatergoers began to object to the
“lower class” that cheered and booed from the galleries. The upper class then ex-
cluded the working class from theater, and variety acts became more important as
entertainment in working-class neighborhoods, often in saloons. However, enter-
tainment entrepreneurs, not content to appeal only to a drinking crowd, sought to
establish the vaudeville show in a theater environment that would attract working-
class and middle-class audiences. Once variety moved back to the stage—this time
as its own genre rather than as an extension of theater—it was established as vaude-
ville with high appeal to the middle class. In this environment, entrepreneurs market-
ing new technologies made inroads.

In the late nineteenth century, agents who booked acts for vaudeville, looking
for new acts for their demanding audiences, often sought visual presentations to en-
hance their shows. “Magic lantern” slide shows had been
popular during the 1880s, but the invention of projection
machines posed interesting possibilities for new types of en-

Vaudeville show as early movie theater In the early tertainment. Several competing machines entered the mar-

1900s, popular comedy, dramatic skits, or song-and- ket at about the same time. Auguste and Louis Lumiére
dance entertainment was presented in local vaudeville introduced the Cinématrographe, Francis Jenkins and
theaters. Early silent films, usually with piano accompa- Thomas Armat the Vitascope, and Edison the kinetoscope.
niment, also were shown in these theaters. Initially, films were short exhibitions of moving images.

nickelodeon

Small storefront functioning as

a theater; popular about 1910.
These preceded the grand movie
palaces.
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They were popular in Asia, Europe, and the United States.
Between 1896 and 1903, travelogues, local features, comedy, and news often were the
subjects of short films. Depictions of movement also were used to create a physiolog-
ical thrill. In 1902 and 1903, Edwin Porter produced several American films, includ-
ing Life of an American Fireman and The Great Train Robbery. These 12-minute
productions pioneered storytelling techniques in film and led the way to the develop-
ment of feature films.

Films were shown in the vaudeville theaters and by traveling showmen, who pro-
jected them at tent shows or fairs. By 1906, storefronts known as nickelodeons ex-
hibited films that attracted working-class audiences. To broaden their audience,
nickelodeon operators began moving their operations into theaters and adding one
or two vaudeville acts to the attraction. This small-time vaudeville relied more heav-
ily on motion picture entertainment and less on live acts than did the traditional va-
riety show. By 1910, nickelodeons attracted an audience of 26 million each week, a
little less than 20 percent of the national population. By 1914, the weekly audience had
increased to 49 million.* The moving picture was now considered respectable middle-
class entertainment, and theaters began popping up in middle-class neighborhoods
and small towns.

In 1908 a variety of companies were competing in the movie industry. Industry
leaders were spending so much energy defending their patents and jockeying for po-
sition that, in an effort to increase profits and to standardize the industry, they decided
to form a monopoly. Led by the Edison Manufacturing Company and the American
Mutoscope and Biograph Company, they formed a trust called the Motion Picture

The Movies




Patents Company (MPPC). Creating trusts was a common business strategy in the late
nineteenth century to acquire and pool patents. For a short time, the MPPC controlled
production of raw film, manufacture of motion picture and projection equipment, dis-
tribution, and exhibition. All members were required to purchase film from the East-
man Kodak Company, and the company refused to sell to outsiders.

The trust was dissolved in 1915 because of the government's success in United
States v. Motion Picture Patents Co., an antitrust case against the MPPC. The MPPC cer fl
tainly had increased its own profits and was known for its strong-arm tactics, which
included raiding independent studios and smashing equipment. However, it also had [
ended squabbles among different segments of the U.S. film industry and had im-
proved film quality. Through competition and standardized distribution and exhibi-
tion practices, the MPPC helped create an internationally competitive motion picture
industry.®

Although members of the MPPC had tried to eliminate independent movie pro-
duction; its standardization of production and distribution became too rigid. The
MPPC clung to the concept of short films and at first rejected the multiple-reel fea-
ture films that became successful during the teens. Independents saw big feature
films as a way to gain a market niche and sought financing on Wall Street. By 1915
the MPPC was gone and independents were producing feature films. Film exhibition -
moved from the storefront nickelodeon and the small vaudeville houses to theaters
that were designed exclusively for the showing of movies. The movies had become
big business.

The Rudience anid New Expectations i

When D. W. Griffith’s long, controversial, and popular feature film The Birth of a Nation

opened in New York’s Liberty Theater on March 3, 1915, it established the importance

of feature films. The three-hour film was based on a popular novel published in 1905 -
that had become a successful play. This story of the aftermath of the Civil War roused

enormous controversy because of its underlying racist message. The film depicted a

northern family and a southern family adapting to the postwar period, but the point

of view was decidedly southern. African Americans who were not loyal to their south-

ern masters were depicted as subhuman. The last half of the film was dominated by

Ku Klux Klan activity that would never be condoned
today. Nevertheless, the film opened to a packed audi-
ence. Each audience member paid two dollars for a re-
served seat, an orchestra accompanied the performance,
and costumed ushers handed out souvenir programs. The
exhibition format resembled that of an upper-class the-
ater. The film played for forty-four consecutive weeks at
the Liberty and showed in leading theaters across the
United States, breaking records and generating contro-
versy because of its racist tones. The production yielded
$5 million on an investment of less than $100,000.

Griffith’s follow-up picture, Intolerance, ran 3% hours,
and although the film is regarded as an artistic classic, it
failed miserably to reward its financial backers. Griffith,
who personally stood behind the losses, never recovered
financially.

Why did Intolerance fail?"Critics debate the issue. Grif- Pioneer filmmaker D. W. Gritfith perfected the art of cinematic
fith’s message of love, tolerance, and the uselessness of continuity and storytelling necessary for the modern feature film.
war might have been popular before 1916, when Amer-  His film The Birth of a Nation, a controversial story dependent on
icans were resisting involvement in what many consid-  racial stereotypes, was a box-office hit, but his subsequent film
ered a European war. However, by 1916, when the film  /ntolerance, loaded with pacifist scenes, failed to gain an audi-
was released, the message alienated many viewers as  ence on the eve of World War 1.
the United States prepared to go to war. :
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editing E

The technique bf joining pieces
of film or of dig,’tally manipulating
images in a creative process.

oligopaly

A business situation in which a
few dominant companies control
enough of the 5tlsiness that
each one’s actions will havea
significant unpéct on the actions
of the others.

A and B pictures

A films are usually high-budget
films that studios expect to be
box-office hits. B films are low-
budget films designed to make
money. |

Griffith made other successful films, but he was a poor businessman and always
struggled with finances. By 1920, his films were no longer regarded as groundbreak-
ing. Nevertheless, Griffith's innovative film techniques redefined the expectations of film
audiences. He created grand epics with spectacular scenery and introduced lighting and
editing techniques that established film as a medium for exploring social and cultural
themes.

Sountd and Money

Companies that experimented early with adding sound to motion pictures were the
first to realize vast profits from introducing the technology, but this introduction
changed the industry economically. Once big money was needed for big technology,
few companies could make the switch without help from bankers. The adoption of
sound also signaled a solidifying of big business interests.

As audience reaction to feature films and the appearance of stars ensured that
movies would indeed continue to be an important entertainment medium, companies
such as Western Electric, Warner Bros., and Fox experimented to develop technology
for sound, hoping that it would accelerate profits. Although some critics thought such
investments were a waste of money, sound soon became accepted through an eco-
nomic process of invention, innovation, and diffusion.® In 1926, Warner formed the
Vitaphone Corporation in association with Western Electric, a subsidiary of American
Telephone & Telegraph Co., to make sound pictures and to market sound production
equipment. Although Warner lost $1 million in 1926, the loss was anticipated and
was necessary to finance the expansion. Vitaphone initiated a sales campaign to en-
courage exhibitors to introduce sound equipment. Such planning paved the way for
the success of The Jazz Singer, which premiered in October 1927. Because Warner
was first to market sound, it earned extraordinary profits. During the last half ofthe
1920s, Warner was able to solidify its position by acquiring other companies with
production and exhibition facilities.

After the success of The Jazz Singer, most of the major companies rushed to switch
to sound. RCA developed a competing sound system called Photophone. The company
became a massive firm by merging with a motion picture giant, the Radio-Keith-
Orpheum Corporation, and with the Keith-Albee-Orpheum circuit of vaudeville houses.
Major companies had signed long-term, exclusive contracts with AT&T, but RCA chal-
lenged the giant with unlawful restraint of trade and reached an out-of-court settle-
ment in 1935. By 1943, RCA supplied about 60 percent of all sound equipment.
Production costs rose as a resuilt of the new technology. The major companies and stu-
dios were able to make the capital investment needed to switch to sound, but smaller
independent companies did not have enough financial backing or capital to make
the transition. Many of the independents simply closed their doors or sold out to the
bigger companies. By 1930 the industry was an oligopoly.

Tihe Studio Sysiem

By the 1920s, the movie industry had moved to California, whete the studios could use
nearby locations to depict desert, mountain, or ocean scenes and the weather permit-
ted year-round filming. However, many decisions affecting the industry were made in
New York offices by film company executives. The corporate chief executives (such
as Harry Warner, Nicholas Schenck of Loew’s/MGM, and Joseph M. Schenck of Fox)
made the most important decisions, such as the titles and number of films to be pro-
duced in any given season, total production budgets, and the number of A and B
pictures. Once the New York executives had prepared a release schedule, the head
of the studio took control. But the chief executives who controlled the business as-
pects of the industry made the most important creative and business decisions. Be-
cause they valued stability, they used popular stars in familiar roles. In this way,
economic structures affected film style and content.
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Unlike the chief executive officers (CEOs), the heads of the
studios were familiar to the public: Louis B. Mayer at MGM, Dar-
ryl Zanuck at Twentieth Century Fox, and Jack Warner at Warner
Bros. The heads promoted and negotiated ‘contracts with the
stars, ensured that production schedules were met, and assigned
material to producers.

The glamourous stars were encased in a star system cre-
ated by studio heads and had little control over their own lives;
the studios controlled many of their personal and private ac-
tions. Their contracts usually ran for seven years, and the stu-
dios could drop or renew the contracts yearly. A star who
rebelled could be loaned out to work for other studios on pictures
that had little chance of succeeding. Furthermore, stars were
cast repetitively in similar roles. Once the studio discovered
someone with star potential and groomed the actor, it tried to
stay with the winning formula. Such formulaic casting made it
difficult for stars to get more demanding roles. Publicity depart-
ments at the big studios promoted the stars and worked hard to
ensure the public would view each star in a particular whole-
some but glamorous light. Moviegoers contributed to the devel-
opment of the star system as they began to select movies on the
basis of particular stars who were cast in them. Thus the studio
heads, combined with' audience responses, contributed to the
star system.

Homination by the Big Five

By 1930, five companies dominated United States movie
screens: Warner Bros.; Loew'’s, Inc., the theater chain that
owned Metro-Goldwyn-Mayer; Paramount; RKO; and Twen-
tieth Century Fox. Each company was vertically integrated;
each produced motion pictures, operated worldwide dis-
tribution outlets, and had a theater chain. Three other com-
panies—Universal, Columbia, and United Artists—had
significant holdings but no chain of theaters. Universal and
Columbia supplied pictures to the majors, and United Artists
was a distribution company for a small group of independents. Th
big five companies formed-an oligopoly and took in more than 7

tion’s box-office receipts. Through the 1930s and 1940s, these eight companies defined

Hollywood.
The depression of the 1930s caused movie revenues to plum

dio companies had difficulty meeting their financial obligations. They had overex-
tended themselves in a market that was declining rather than expanding.

When President Franklin D. Roosevelt introduced the National

with provisions for cutting competition among industries, the federal government al-
lowed the big five to continue practices they-had already established to limit compe-
tition. These included block booking (requiring all theaters to buy a season'’s package
of films rather than individual productions) and blind booking (forcing a theater
owner to buy a season’s package of films sight unseen). The NRA also allowed the
companies to continue the vertical integration they had established, which brought
them great profits. In return, the studios were supposed to make certain concessions.
Although the studios had vociferously opposed unionization, now they readily recog-
nized trade unions of production personnel, which formed some of the least expen-
sive parts of the business, as a way of complying with the act. However, they continued

to fight to keep stars outside the collective bargaining system.

The star system could punish or reward actors, It made

a superstar of Clark Gable, shown here with David O.

Selznick and Louis B. Mayer of MGM signing for the part

of Rhett Butler in the 1939 film Gone with the Wind.

Key cnncnui‘

Star system By the 1930s, the New York-financed Holly-
wood studios had developed a system for ensuring fi-
nancial stability based on movies featuring popular stars
in familiar roles. lronclad contracts forced actors to ac-
cept scripts that enhanced the particular image the stu-
dio wanted the star to project. Stars also were required
to behave as their fans expected them to, both inside
and outside the studio. !

eaters owned by the
5 percent of the na-

hlock hooking

to book movies as a package,

met. The major stu- | 005 i the 1940s.

hlind booking
Recovery Act (NRA),

before they were produced.
vertical integration
poration controls production

(including obtaining the raw
materials), distribution, and

illegal in the 1940s.
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The practice of forcing a theater

rather than individuaily Declared

Marketing strategy common in
the 1930s and 1940s that re-
quired theaters to book movies

A system in which a single cor-

exhibition of movies. Declared
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1878. Eadweard Muybridge uses stop-action photography.

1892. Thomas Edison’s lab develops the kinetoscope

1895. Vaudeville theaters begin to show magic-lantern shows.

1903. The Great Train Robbery, the forerunner of feature films, is shown
1900s. Nickelodeons become popular.

1915. The Birth of a Nalion marks the start of the modern movie industry.—

1927. The Jazz Singer popularizes sound in feature-
lengih films.

1930. Five large movie companies
dominate the industry.

1934. Studios establish decency
code for films.

1939-1945. Movie industry helps
government promote war effort.

1620. Pilgrims land at Plymouth Rock.
1690. Publick Occurrences is published in Boston.
1741. [Mirst magazine is published in America.
1776-1783. American Revolution
1830s. The penny press becomes the first truly mass medium in the United States.
1861-1865. American Civil War
1892. Thomas Edison’s lab develops the kinetoscope. —
1914-1918. World War |
1915. The Birth of a Nation marks the start of the modern movie industry.

. 1920. KDKA in Pittsburgh gets the first commercial
radio license.

1930s. The Great Depression

1938. TV is demonstrated at the New
York World’s Fair.

1939-1945. World War |l

Key Concent |
Domination of the domestic film market By 1930, five Growln i“ the nomesuc Market

giant Hollywood studios dominated world filmmaking.

World Warll cut Hollywood off from film markets abroad, When World War Il began, the film industry lost most of its
but demand for movies intensified in the domestic worldwide business that had been established during the
market. late 1930s. But the domestic market improved dramati -

cally because U.S. citizens were earning relatively high
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1948. Supreme Court breaks up the industry’s vertical integration.
1950s. Television begins to affect movie attendance.
1952. Supreme Court extends First Amendment rights to film.
1960s. Networks begin showing movies during prime time.
1968. Film industry begins using a ratings system.
Late 1960s. Graphic violence and sex become prominent in independent films.
1972. HBO starts satellite distribution to cable systems.
1980s. Video recorder technology is sold to consumers.
Late 1980s. Cable channels increase their financing of feature films.
1990s. Movies are promoted on thé World Wide
Web.
1990s. Cable systems experiment with movies
on demand.
1999. Star Wars: Episode I-Phantom Menace
Shot with digital system.
2000s. DVD replaces VHS for
viewing movies at home.
- 2006. Warner Bros. offers
films online through
BitTorrent.

1940 L0500 [Sdfoe6EE  Gdi0n 1990 2000

o 2 Y

19489. First commercial electronic computer is produced.
Early 1950s. Rock ‘n’ roll begins.
19689. First person lands on the moon.
1970s. VCR is developed.
1989-1991. Cold War ends and the USSR is dissolved
Late 1980s. National Science Foundation creates the basis of the

Internet.
1996. Telecommunications Act
2000. Presidential election
nearly tied.
N 2001. Terrorist attacks on New
York and Washington, D.C.
2003. War with Iraqg.
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wages and had few commodities on which to spend them. Movies were affordable
and available. Domestic studio film rentals for the top eight studios increased
from $193 million in 1939 to $332 million in 1946. In this peak year, an average of Movie produced by studios
90 million Americans, or 75 percent of the U.S. population, went to the movies each to rent to distributors and/or
week. theaters.

studio film rental

H
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art theater

Outlet for films designed for their
artistic quality rather than for
their blockbuster audience ap-
peal that usually are produced
by independent companies
rather than by the big studios.

Cinerama =
Trade name for process that pro-
duces wide-screen images.

3-D

Film technique designed to cre-
ate a sense of depth. Viewers
wore special glasses for viewing.

Key Concent

Response to television In the 19505, the movie industry,
desperateito recapture audiences lost to television, com-
peted by dilering technical novelties, including 3-D
Panavision. Soon Hollywood also collaborated with televi-
sion, providing studio facilities for making innovative TV

series.

The post-World War Il decline in
major movies opened the market
for independent producers such
as Ingmar Bergman, who experi-

mented with new film techniques.

Bergman’s The Seventh Seal is
still shown regularly at university
film series

Posi--iNorid War I Decline

The movie business declined at the end of the war—even before the rise of televi-
sion. Returning soldiers bought houses in the suburbs, went back to college on the
Gl bill, and started families. The decline in movie attendance paralleled a restructur-
ing of the industry after the Supreme Court in 1948, in United States v. Paramount
Pictures, Inc., et al., forced the companies to divest themselves of their theater chains
and thus limited the vertical integration that had been the norm for thirty years. The
Supreme Court’s Paramount decision ended block booking, fixing of admission prices,
and other discriminatory practices, which were declared to be in restraint of trade.

With the Paramount decision came increased freedom for producers and stars. Al-
though the major companies continued to dominate the industry, the number of in-
dependent producers more than doubled from 1946 to 1956. In response, the major
studios competed to provide space and facilities for such producers. Foreign films
had more access to the U.S. market, and small art theaters sprang up, particularly
in university towns and large urban areas. Stars were more reluctant to sign long-term,
exclusive contracts, so their talent became more widely available.

Nevertheless, the big companies continued to dominate the production business,
both at home and abroad. Because access to movies made in the United States had
been limited during the war and many European production facilities were shut down,
studios made huge profits from European renials. Foreign operations, both rentals
and production, continued to gain importance; by the 1960s, more than half the rev-
enue of the major studios came from operations overseas.

Response to Television

By the early 1950s, the movies had a major contender for
audiences’ time: television. For young families with chil-
dren, television was simpler and less expensive than going
to the movies. For older people, television did not require

response to television, using the natural advantages of
the theater format. Studios began to produce more films in
color, to experiment with screen size, and to introduce
Cinerama and 3-D. The most lasting innovation was
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Panavision, which was introduced by Fox in 1962 and gave the illusion of depth
without seeming contrived.

Before long the film industry began to collaborate with television. In 1949, Colum-
bia converted a subsidiary into a television department that produced programs for
Ford Theater and the comedy series Father Knows Best. In 1953, when television made
the transition from live to filmed production, Hollywood became the center for tele-
vision production. '

By 1955, Hollywood was also releasing many of its older pictures for television
broadcasting. For example, RKO sold its film library to a television programming syn-
dicate for $15 million. During the 1960s, however, the studios realized that they had
undervalued their old films. ABC paid Columbia $2 million for the 1957 film The Bridge
on the River Kwai, and when the film was shown on television on September 12, 1966,
sixty million people watched it. Television became a regular market for films, and
competitive bidding continued to rise.

In the late 1960s, studios began producing made-for-television movies. In lele-
vision movies, production costs were kept low, and these movies soon glutted the
market, diminishing the demand for older movies. Between teleyision movies and
acquired film libraries, the networks discovered that they had enough films stocked
for several years and stopped bidding for studio productions. The studios retrenched,
but by 1972 they were again selling to the networks. ABC, the youngest network, in-
creased its ratings and forced CBS and NBC to be more competitive. The three net-
works bid the prices of movies such as Alien as high as $15 million in the early '80s.
When cable television became widespread in the 1980s, movies became an even hot-

ter commaodity. Film ultimately benefited from converging technologies. The coming of

television and cable increased film viewing.

The development of cable television and direct satellite broadcasting has altered
the use of movies on television. Home Box Office (HBO), a cable television channel that
began operation in 1972, allowed its subscribers to see movies after their theatrical re-
lease, but before the major broadcast networks could acquire them. HBO'S success led
to the establishment of other premium channels such as Showtime and Cinemax.

In the 1990s, the expansion of channels made possible by fiber-optic cable al-
lowed cable companies to offer pay-per-view movies. These differ from premium
channels in that the viewer pays for each viewing rather than a flat monthly fee. Pay-
per-view makes films available to the cable and broadcast satellite subscriber at the
same time that the movie appears in video stores, before it appears on a channel
such as HBO. Some hotels even offer pay-per-view showings of movies that are cur-
rently in first-run movie theaters. .

Increasingly, movies, whether made for theaters or directly for television, have be-
come a basic building block of television content. The strong film libraries held by
Disney, Turner Broadcasting System, and Time Warner were important factors in the
mergers between Disney and Capitol Cities/ABC and between Turner Broadcasting
System and Time Warner. Television and theaters are no longer competitors. Instead,
they are different distribution systems for reaching viewers.

CULTURAL AND POLITICAL DEVELOPMENTS

Before 1952, when the Supreme Court handed down a decision that granted First
Amendment protection to film, movies were considered a simple amusement, like a
circus. The courts had previously ruled that movies were not a “significant medium
for the communication of ideas.” )

Movies as Art amd Social Commentary

The studio, the star system, and a system of repeating popular film genres, such as
Westerns and science fiction movies, enabled the Hollywood studios to maximize
profits. They also guaranteed that a certain type of movie would emanate from
Hollywood. U.S. filmmakers left intellectual movies to foreign producers. During the

Panavision

System of lenses used in filming
that enabled a film shot in one
wide-screen version (Cinema-
scope, for example) to be shown
in theaters without the lenses for
that type of projection. |

film genre
A kind or style of movie.
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Key Goncept {

Social realism As a film genre, social realism is critical
of society’s structure. Such Tilms have played an im- -
portant part in the marketplace of ideas.

auteur

A director with a highly personal
cinematic style who maintains
creative control over his or her
film.

postmodern fi}m

Using varinus‘techniqucs such
as a collision of styles and a sus-
pension of historical time, a post-
modern film emphasizes
artificiality and creates emotional
detachment in its audience.

historical epic
Film genre fogusing on heroic
myths, legends, and historical in-
cidents and requiring an expen-
sive, large-scale production,
melodrama
Film genre characterized by ex-
aggerated emotions, stereotypi-
cal characters and overblown
storylines having to do with fate.
|
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silent era, slapstick comedies, Westerns, and melodramas were the most popular
genres. However, D. W. Griffith and his contemporaries in the teens and early twen-
ties introduced more sophisticated narratives dominated by characters who were not
only goal oriented but also in a hurry to succeed. These narrative structures were lin-
ear and came almost directly from the stage. Griffith’s The Birth of a Nation, for exam-
ple, was a stage play before he adapted it'to film.

Popular culture films such as gangster pictures, musicals, and screwball comedies
became popular during the talkie era, and the studio and star systems propelled Holly-
wood to produce big-budget spectaculars. Yet despite the emphasis on popular culture
films and the box office, Hollywood managed to produce, sometimes by accident, last-
ing classics. Certain artistic directors earned international recognition. For example,
Orson Welles wrote, directed, and starred in Citizen Kane in 1941, when he was twenty-
six years old, and became known throughout the world for his contribution to cine-
matic technique. Citizen Kane was based loosely on the life of hewspaper tycoon William
Randolph Hearst. Welles included unusual camera angles, backlighting, and condensed
lime sequences and introduced other film techniques that continue to influence
moviemakers today. Many film critics consider Citizen Kane to be the greatest Ameri-
can film ever made. However, it was a box-office failure when it was released because
Hearst used his immense power in the newspaper and entertainment industries to en-
courage negative reviews and to force theater owners to boycott the film.

From the 1940s to the early 1960s, films used a narrative structure that featured
wholesome heroes and heroines. Although there were at-
tempts at social realism, such as Tennessee Williams's A
Streetcar Named Desire, positive tones and outcomes domi-
nated the big screens. In Streetcar; Marlon Brando played Stan-
ley Kowalski, a brooding, unkempt antihero who brutalizes
both his wife and her sister. In the 1960s, film content and
character changed in dramatic ways. Some critics date the
shift to the 1967 production of Bonnie and Clyde, a movie about two 1930s gangsters,
which critic Pauline Kael described as a film of violence that “puts the sting back into
death.”” The strident films of the 1960s reflected the nation’s conflicts over the Vietnam
War, youthful rebellion, the civil rights movement, and militant black power efforts. So-
cial conflict and social statement films dominated the decade and the early 1970s.

Since the 1960s, some filmmakers, especially independent auteurs, have moved
away from highly structured, linear plots to more episodic narratives with finely drawn
characters. Their films seek to expose social problems and contradictions. Films in-
clude Robert Altman's Nashville and Gosford Park, John Sayles’ Matewan and Lone
Star, and Paul Haggis’s Crash. In 1994, director Quentin Tarantino ushered in a new
kind of postmodern film with Pulp Fiction. An independent film with a fragmented
storyline and dialogue full of popular culture references, Pulp Fiction drew from many
forms and genres, such as comic books, gangster and Blaxploitation films, and 1950s
nostalgia. The film’s unexpected financial success ushered in independent film as a
significant force in the box office.

After the release of the Star Wars science fiction epic in 1977, many films turned
Lo escapism. The early 2000s saw the culmination of fantasy and science fiction in film
series such as Harry Potler, Spiderman, and Lord of the Rings. Action pictures with car-
toon violence and larger than life male heroes have become the staple of summer block-
busters. Disney has continued its imagineering with The Little Mermaid, Aladdin, The
Lion King, Toy Slory, and Monsters, Inc. Historical epics, such as Braveheart, and
melodramas, such as Titanic, remain favorite traditional genres. These blockbusters are
often extremely popular worldwide (see Table 5.1), but have been criticized for their
generic storylines and often one-dimensional or stereotypical characters.

Hiovies and the Marketplace of ldeas

Until recently, Hollywood had rarely produced explicitly political films. Despite the
cultural and social impact of movies, the motion picture was not considered “speech”
until 1952 and therefore was not protected by the First Amendment to the U.S. Con-

The Movies




