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Along with NAN’s demos, the integration
was a major selling point, said Dustin John-
son, Modernista’s director of engagement.
“We’re looking to stand out from what the
competition is doing, which is why we went
with the integration,” he said. “Outside of
sports, the days of a handset provider seeing
any exclusivity are almost over. Sometimes
you’ll see three or four different carriers in a
single show, and that’s crazy.

“ We picked the show as an entrepreneurial
o p p o r t u n i t y,” Johnson added. “If it’s a big hit,
we’ll benefit hugely. ”

Nickelodeon/Nick at Nite drew $1.04 bil-
lion in net ad revenue in ’08, per SNL Kagan
estimates, 1 percent over its year-ago haul. ■

between family members.”
At the heart of the buy is a 15-second cus-

tom spot, featuring the 11-year-old power bro-
ker Courtney Martin; her devoted personal
assistant, Wendy; and the Palm Pre. Devel-
oped by Nickelodeon Creative Advertising
and agency Modernista, the spot shares some
thematic DNA with the first episode, which
revolves around neo-Luddite Glenn Martin’s
attempts to unplug his gizmo-fixated brood.
The Palm spots begin airing Aug. 10 and will
run on NAN through Aug. 22. 

The humor of the tune-in is designed to
appeal to tweens and their parents. “There’s
not a ton of TV that you can watch together,
and the promos promise an upgrade of the
old family-sitcom formula,” said Jackson. 

newsstand sales data. “It was pretty bad in Feb-
r u a ry, March, even April. There was product
sitting at printing plants for weeks.”

Newsstand-dependent celeb weekly Star
narrowly missed its 1,175,000 rate base for the
period, with several issues missing by double-
digit percentages. Rival Us We e k l y was up 2.1
percent in total circ (see chart), helped by
efforts to minimize delivery disruptions and
some strong covers. “We definitely saw store
visits were down,” said publisher Vicci Lasdon
Rose, who nevertheless is considering an
increase of U s’ 1.9 million rate base for 2010.
“Had [the recession] not hit, I think we would
have hit 2 million.”

Many big women’s service and lifestyle
books took a beating on the newsstand, such
as Meredith’s Family Circ l e, Hachette Filipacchi
M e d i a ’s Wo m a n ’s Day and Hearst Magazines’
Good Housekeeping. (As single-copy sales gener-
ally are a small portion of total circ, many pubs
maintained total circ by boosting subscrip-
tions.) Single-copy sales of lifestyle titles were
mixed, with Hearst’s R e d b o o k off 28.7 percent,
M a rtha Stewart Living down 22.4 percent, but
Time Inc.’s Real Simple flat in single copy and
up 2.4 percent in total circ. 

Fashion titles performed a little better,
with single-copy sales off 12–16 percent. Vo g u e
fared stronger. While many titles are cutting
rate base, Vo g u e is mulling a modest increase
for 2010, company sources said. (Go to m e d i a-
week.com/magazines for more re s u l t s .) ■

MAGAZINES BY LUCIA MOSES  >> lmoses@mediaweek.com

Saved By Subs
First half circ data re veals bad newsstand dro p o f f

S
ingle-copy sales for many magazines tum-
bled in the first half of 2009 when con-

sumers pinched pennies and delivery snafus
kept many stores from getting product. The
Audit Bureau of Circulations’ first-half maga-
zine report isn’t due out until Aug. 31, but fil-
ings of publishers’ estimates to the ABC’s

Rapid Report paint a grim picture of single-
copy sales, roughly a third of the industry’s
paid circulation revenue.

Early this year, some publishers suspended
deliveries to wholesalers over their demand
for higher per-copy delivery fees. One of
them, Anderson News, eventually went out of
business. “Distributors and wholesalers not
getting product all had a huge effect on the
first half,” said Gil Brechtel, president of Mag-
azine Information Network, which compiles
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It Could Have Been Wo r s e
Title single-copy sales/ total circ*/  % above/below

% chg % chg   rate base

Us Weekly 843,479  3% 1.95m  2.1% 2.4%

Family Circle 662,286  -23.8% 3.9m  0.6% 3.2%

O 702,067  -4.4% 2.4m  0.4% 2.3%

Star 601,285  -14.3% 1.2m  -12% -0.7%

Glamour 603,833  -11.9% 2.4m  2.6% 7.3%

Good Housekeeping 464,869  -18.5% 4.6m  -1% 0.5%

Woman’s Day 423,556 -19.8% 3.9m  0.7% 2.8%

Vogue 378,167 -1.9% 1.3m  6.3% 8.5%

Vanity Fair 817,119 6.5% 1.2m 1% 5.1%

Source: Audit Bureau of Circulations’ Rapid Report, first-half 2009 
compared to same period in 2008. * Total paid & verified circ.

W06Late03.Lay  7/31/09  4:13 PM  Page 3


