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A
ccording to the data from FOLIO:’s 2013 survey, 
city and regional magazines, in general, remain 
an anomaly in the magazine media world. This 

is mainly due to the fact that digital revenues have 
been stuck in the mid-single digits. Events, another big 
revenue contributor in other magazine verticals such 
as b-to-b and consumer, throw off even less revenue. In 
other words, the city and regional magazine category has 
remained steadfast in its 
print-centric outlook.

There are exceptions to 
this rule, of course. Plenty 
of regional publications 
have built out signifi cant, 
localized event operations 
and are making progress 
with expanding their digi-
tal efforts in both content 
production and new ad 
revenue.

Texas Monthly, for 
example, has redesigned its 
website and magazine, and 
the site now benefi ts from 
daily content updates from 
writers and editors who 
work on both the maga-

zine and the site. The magazine has also benefi tted from 
a content syndication deal with the Texas Tribune and 
The New York Times in which Texas Monthly contributes 
cultural content to both brands.

Meanwhile, the brand has launched a native advertis-
ing strategy by offering a sponsored content option for 
advertisers. “The idea of sponsored content fi ts in with 
our broader business goals and that was to introduce 

more variety to the site 
by offering more than just 
display,” says Sam Martin, 
Texas Monthly’s director of 
digital strategy.

In the meantime, the re-
gional magazine category 
remains one of the most 
popular for new launches. 
Media tracking fi rm Medi-
afi nder, which follows new 
magazine launches and 
shut-downs each quarter, 
has historically noted that 
the “regional interest” 
category is one of the most 
likely to see new launches.

That’s not to say the 
category is healthy on the 

In an increasingly competitive market, regional magazines have stuck to their print-centric roots. 
BY BILL MICKEY

The 2013 City and Regional Magazine Survey
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Chart 1
How many city/
regional publications 
does your organiza-
tion produce?
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whole. More launches mean more competi-
tion, and that’s just from the print side. All 
this puts even more pressure on current 
publishers to begin to diversify revenue 
streams.

Well-regarded title Maryland Life, pub-
lished by Great State Publishing, shut down 
mid-July due to a shrinking advertising pool. 
Many markets can become saturated with 
titles, particularly regions that have an affl u-
ent population, which quickly deteriorates 
each brand’s share of marketing dollars.

“When you have that proximity, that ge-
ography, and quite frankly we’re a wealthier 
state, we have a lot of smaller regional maga-
zines in this area,” says Dan Patrell, pub-
lisher and editor-in-chief of Maryland Life. 
“No one would compete with us directly, 
but indirectly, it’s always a bite out of the 
advertising pie.”

THE REVENUE BREAKDOWN
Most of the magazines represented in this 
year’s survey have either a paid (39 percent) 
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Chart 4
About what
proportion of the 
revenue from your 
organization’s
largest city/
regional publica-
tion was derived 
from each of the 
following sources 
in 2012?

Chart 5
About what
proportion of the 
revenue from your 
organization’s
largest city/
regional publica-
tion will be derived 
from each of the 
following sources 
in 2013?

Chart 2
Which of these best describes the nature of your orga-
nization’s largest city/regional publication’s circulation?

Chart 3
What is the total projected revenue
for 2013 for your organization?
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or controlled (25 percent) circulation 
model, according to responses. Titles 
are predominantly smaller-market, 
making between $1 million and $2.9 
million in overall projected revenue 
for 2013.

According to respondents, 2012 rev-
enues, by far, came from print advertis-
ing, which averaged 76 percent. The 
remaining 30 percent of revenues were 
divvied up between digital, events, 
custom publishing and paid subscrip-
tions, among others.

This mix is essentially expected to repeat for 2013. 
Print advertising, respondents say, will be about 71 per-
cent of revenues. Digital will bump up slightly from 4.2 
percent last year to 5.2 percent this year. Paid subs will 
remain fl at, as well events.

New this year is the mobile/tablet category. At 1.3 
percent of revenues, it’s barely a blip on the radar screen, 
but it remains to be seen whether this category will take 
on the same signifi cance it has for the b-to-b and consum-
er magazine markets.

EXPENSES
Meanwhile, operating expenses are creeping up. Interest-
ingly, and perhaps alarmingly, e-media expenses are the 
highest, when comparing 2011 and 2012, at a 4.7 percent 
increase. This exceeds the expected increase in revenues 
between 2012 and 2013 in the same category.

Mobile and tablet expenses bumped up as well, show-
ing continued investment in this sector, but again, the 
expenses may be overshadowing the platform’s revenue 
contribution, which is only 1.3 percent of the pie.

The 2013 City and
Regional Magazine Survey
continued from page 9
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or controlled (25 percent) circulation 
model, according to responses. Titles 
are predominantly smaller-market, 
making between $1 million and $2.9 
million in overall projected revenue 
for 2013.

According to respondents, 2012 rev-
enues, by far, came from print advertis-
ing, which averaged 76 percent. The 
remaining 30 percent of revenues were 
divvied up between digital, events, 
custom publishing and paid subscrip-
tions, among others.

This mix is essentially expected to repeat for 2013. 
Print advertising, respondents say, will be about 71 per-
cent of revenues. Digital will bump up slightly from 4.2 
percent last year to 5.2 percent this year. Paid subs will 
remain fl at, as well events.

New this year is the mobile/tablet category. At 1.3 
percent of revenues, it’s barely a blip on the radar screen, 
but it remains to be seen whether this category will take 
on the same signifi cance it has for the b-to-b and consum-
er magazine markets.

EXPENSES
Meanwhile, operating expenses are creeping up. Interest-
ingly, and perhaps alarmingly, e-media expenses are the 
highest, when comparing 2011 and 2012, at a 4.7 percent 
increase. This exceeds the expected increase in revenues 
between 2012 and 2013 in the same category.

Mobile and tablet expenses bumped up as well, show-
ing continued investment in this sector, but again, the 
expenses may be overshadowing the platform’s revenue 
contribution, which is only 1.3 percent of the pie.

The 2013 City and
Regional Magazine Survey
continued from page 9
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Contact: Jennifer Felling, ext. 138 - j.felling@statlistics.com

Ask about our Lead-Generation Network for all your e-marketing lead needs.

**Available for all your postal, email and telemarketing list needs.**

PennWell provides authoritative technical and market information to 
executives, technical managers, engineers and other professionals 
involved in the most critical high-technology sectors around the 
globe.  PennWell’s products serve as a lens for the world, focusing 
diffuse information into practical business intelligence for today’s 
technology and manufacturing decision-makers.

Optoelectronics
Power
Public Safety
Renewable Energy
Water

Aerospace & Defense
Dental
Electronics
LEDs & Lighting
Oil & Gas

Markets include:

Since 1910, PennWell Corporation has been known for providing 
comprehensive coverage of several strategic markets.  PennWell 
provides business-to-business information and events for the 
following markets: Oil & Gas, Power, Public Safety, Water, Dental, 
Electronics, Optoelectronics, Renewable Energy, Aerospace & 
Defense, and LEDs & Lighting. 

Reach the best in the manufacturing, energy, and green markets

NEW LAUNCHES
The market is not expected to grow 
with new print product launches from 
existing publishers. About two-thirds of 
respondents indicate no plans to launch 
any new print titles this year. That ratio 
contracts a bit, however, when asked 
whether they’re planning any new 
non-print launches. Thirty-eight percent 
of respondents are planning a new, non-
magazine launch this year.

Looking back at non-print launches 
over the last three years, they tend to be 
in the social media, tablet, live events 
and digital sectors. Two-thirds of re-
spondents said they launched new social 
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What non-print products has your organization launched
in the last 3 years?

continued on page 12
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Media M&A Activity Slows in 1H

M
edia business purchasing picked up after a slow 
fi rst quarter, but year-over-year activity was down 
in the fi rst half of 2013, according to reports from 

investment banks the Jordan, Edmiston Group (JEGI) 
and Berkery Noyes.

Both fi rms say volume dipped slightly, while aggre-
gate value fell much further. JEGI put the declines at 2 
percent (708 deals) and 19 percent ($27.8 billion), respec-
tively, while Berkery Noyes recorded 1-percent (794) and 
37-percent drops ($29.5 billion). The reports do not look 
at identical markets.

Though lower than 1H 2012 totals, the 2013 numbers 
still represent a gain over previous historical activity. 
First half deal value hadn’t topped $25 billion since 2007, 
under JEGI’s metrics; the number of deals had never 
even hit 500 until last year. 

Pricing trends and buyer profi les were similarly 
mixed, according to Berkery Noyes.

Median revenue multiples increased from 1.6x to 
2.1x—a 30-month high—but EBITDA multiples stayed 
fl at at 8.3x.

media-based initiatives in the last three years, but 
digital editions, tablet apps, live events, websites and 
even video were also signifi cant investments during 
that period.

MOBILE
Mobile is catching on. Forty-four percent of respon-
dents have optimized their websites for mobile—a 
signifi cant number—while almost half have yet to 
do so. This is good to see and refl ects the growing 
importance of mobile. Publishers from every market 
sector are showing mobile as a huge traffi c referral source 
and are quickly increasing their content and technology 
investments to capitalize on it. 

METHODOLOGY
The survey list of 1,068 included all those who indicated on the 
FOLIO: subscriber form that their company’s primary focus is 
city and regional publishing.

Data was collected via mail survey from March 6 to April 
17, 2013. The survey was closed for tabulation with 198 usable 
responses—a 19 percent response rate. To insure representation 
of the audience of interest, results have been fi ltered to include 
only the 182 individuals who indicated on the survey their 
organizations are involved in city/regional publishing. The 
margin of error for percentages based on those 182 responses is 
+/- 6.6 percentage points at the 95 percent confi dence level. 

Activity picks up after sluggish Q1, but falls short of 2012 totals. BY MICHAEL RONDON

The 2013 City and
Regional Magazine Survey
continued from page 11
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