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Preface


Angharad Lewis


This book is not intended to map a deﬁnitive path or conjure magic formulae for publishing a magazine. Its focus is the world of independent magazine publishing, where rules are being broken and models redeﬁned more quickly than any book could seek to capture. I have instead attempted to bring together the knowledge and experience of the indie publishers already making wonderful, inventive magazines, and to represent the poles of indie publishing – from bedroom projects to successful business ventures – and the signiﬁcant points in between. It is for the reader to ﬁnd his or her own pathway through the publishing landscape, but I hope this book will be a trusty companion.




Foreword


Jeremy Leslie, Creative Director at MagCulture


Over the last ten to ﬁfteen years independent magazine makers have grasped new technologies – the very technologies that were supposed to kill print publishing – to prove that when produced with the right measure of care and attention, printed magazines still have plenty to offer our information-saturated world.


Against a background of over-commoditized mainstream publications and free online content, these independents have established new approaches to traditional subjects like sport, fashion and food, as well taking advantage of their position to question the very essence of what a magazine is.


They have rediscovered the sensual overload of print, combining touch, smell and sound with the visual to provide the perfect antidote to our ﬂat, shiny digital habit.


TV, radio and newspapers have noted the rise of the indie magazine; barely a week goes by without another website offering an ‘Our top ten indies’ list, and mainstream publishers now regularly pay lip service to their existence. It’s an international phenomenon, the Internet providing a global platform and events like Printout (London), Indiecon (Hamburg) and U-Symposium (Singapore) spreading the word and introducing the magazines and their makers to audiences keen to get involved themselves.


But what does it take to make an independent magazine? Can they be successful businesses in their own right? Can the form continue to develop and grow in popularity?


In this book, we hear from many of the most important voices in independent magazines as they offer insight into their working process, their ambitions for their projects and the ups and downs of self-publishing. It’s an essential addition to the bookshelf of anyone interested in the business of magazine publishing as much as the creative side.




Introduction


Angharad Lewis


The aim of this book is to be a companion to independent magazine publishing. It is full of insider knowledge about every aspect of making and publishing a magazine, from drawing board to delivery and beyond. Whether you are already making a magazine, planning one or dreaming of doing it one day, you should ﬁnd plenty here to inspire and aid you in your quest. We will peel back the layers of independent publishing to ﬁnd out what creates the mystique and also to give a realistic view of making your own magazine and getting it into readers’ hands.


This book represents the experience and insight of more than 50 people from the world of independent magazine publishing. Most are practising magazine-makers; others are experts in the wider world of publishing, from distribution to retail to printing. All were interviewed exclusively for this book. Each chapter includes case studies of magazines and their individual approaches to a particular theme or challenge. Between the chapters are longer interviews with key players from each step of the publishing process, revealing intimate professional views on how their businesses run, and offering invaluable advice to those starting out.
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1. The Gentlewoman, issue 6, Autumn/Winter 2012, Angela Lansbury, photographed by Terry Richardson


There have been several times in the history of magazines when independent publishing has had ‘a moment’, but today it has taken on the momentum of a movement. There have never been so many people pursuing their own publishing ventures, despite – or perhaps because of – the failing state of large-scale commercial print publishing. Nimble-footed, small but perfectly formed magazines, with multitaskers at their helms capitalizing on the ﬁner physical quality of print, have been able to carve out important niches in the voids left by mass-market media. Audiences are hungry for magazines made with integrity, by and about real people, and they want to consume these titles in new ways.
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2. Riposte, issue 2, Summer 2014, article looking at publishing in the Middle East
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3. Mono.kultur, issue 33, Spring 2013, Kim Gordon, featuring artworks by Gordon printed on various insert papers


[image: ]


4. The Gourmand, issue 4, 2014, cover, featuring photography by Thomas Pico for a special report on chocolate
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5. Works That Work, issue 2, 2013, article examining how the lowly shipping container has helped transform world economics
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6. Delayed Gratiﬁcation, issue 12, 2014, article about an electrical engineer from Derby, UK, who became a king in Nigeria
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7. Port, issue 15, Autumn 2014, spread from article about renowned composer Esa-Pekka Salonen, photographed by Pieter Hugo
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8. The Ride, issue 8, 2014, front and back cover illustration by Shan Jiang. The cycling journal stands out among its rivals for its storytelling editorial and creative use of illustration and photography
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9. Wrap, issue 10, Spring/Summer 2014. The magazine, which began showcasing illustrators’ work in the form of bound sheets of wrapping paper, has evolved into a perfect-bound design and culture title
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10. Printed Pages, issue 6, Summer 2014, article about David Pearson’s book designs. Printed Pages is the second printed incarnation of the online platform It’s Nice That and creative agency INT Works


The beauty of independence is the freedom to choose exactly how you will make and sell your magazine. You are not tied to the conventions and prescribed ways of doing things dictated by the corporate, mainstream publishing world. You can choose to set up your magazine and business in a way that suits your pocket and your way of working.


On the other hand, you will have to learn fast and do almost everything yourself; you will make a lot of mistakes along the way and, it is to be hoped, learn from them. Making mistakes can be positive, but this book will help you to avoid potentially disastrous pitfalls and arm you with know-how from the indie publishers who have gone before.


In some ways it has never been easier to publish a magazine, but there are also unprecedented challenges to be faced. Much of the industry is still dominated by outmoded structures based on mass commercial publishing; distribution and advertising are two key problem areas for independents. But heartening innovations are being made by ingenious magazine-makers circumventing traditional approaches to publishing. While the independents do not have economies of scale on their side, they increasingly have strength in numbers as they form communities and share their knowledge and experience.
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11. The White Review, issue 9, December 2013. Probably the world’s most beautiful art magazine, it is a joyful print experience, with bound cover, regular tipped- and bound-in reproductions and postcard inserts


This book is born out of that community spirit, and has come about entirely through the generosity of all the publishers who have contributed to it. Regardless of the mountains that independent publishers have to climb, their reward comes from the ever-growing army of readers who are in love with magazines.


“Being the reader of a magazine is a badge … Print will always have this very intriguing, intimate appeal. It has a glamour that people want to be associated with.”


— Cathy Olmedillas, publisher and editor, Anorak
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So you want to publish a magazine?


Where to start


The problems facing independent magazines today


Essential questions to ask yourself as an aspiring publisher


Advice from magazine-makers


First things first: essential questions to ask yourself


There is no denying the irresistible qualities of magazines: they capture our imagination, make us feel part of something and link us to new ideas. Their frequency as publications acts as a metronome of the new in our lives: we eagerly await each issue, devour it and then begin anticipating the next fix. But beyond the magic of the design and content is a different reality – a mad, bad and sometimes humdrum back room, where people toil for inconceivably long hours.


In our dreams, the magazine we love is created in a fantastical space. The reality is often a messy office at the top of too many flights of stairs in a cheap part of town, or a space cleared on someone’s kitchen table. For the many independent publishers of the world, however, that is not a turn-off, but rather part of the buzz. Out of all that chaos and sweat comes something beautiful that will sit proudly on the bookshop shelf or make its way through hundreds or thousands of letterboxes around the world. This chapter is ‘return to Go’: a look at how you can set out your stall as a magazine – to define clearly what you want your magazine to be and what you want to achieve by publishing it. You will probably change your mind a hundred times along the way, and keep making mistakes, but the beauty of magazines is that there is always another issue in which you can fix what’s not working and try something new.


In this book, independent publishers reveal the important questions you should ask as you set out on your adventure in independent publishing. There are no right or wrong answers, because there are as many reasons for and ways to go about making a magazine as there are publishers, but thinking about these conundrums and challenges should be the backbone of your enterprise.
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1. Mono.kultur, issue 32, Summer 2012, Martino Gamper


“Ask yourself, what are you in it for?”


Kai von Rabenau, Mono.kultur


Very few independent magazines are just a magazine, and of those that are, fewer still are run as stand-alone businesses or full-time, paid occupations for the makers. For most people who publish a magazine, that is just one part of what they do; they might also have a day job to pay the bills, or run a related business such as a shop or design studio. Nevertheless, taking on the massive workload of a magazine is driven by a need or a passion; it could be an individual’s obsession with a subject or hobby, such as poetry or cycling, or the magazine might be part of a bigger business model, providing a showcase for a particular product or service and attracting new clients.


Monocle magazine is often cited as a pioneering example of a successful independent publishing model. In September 2014 it was valued at $15 million after it sold a 5 per cent share to the publishing arm of the Japanese news agency Nikkei.


The magazine is just part of a brand that also includes a shop, a radio station and cafes, all run in parallel with editor-in-chief Tyler Brûlé’s successful high-end branding agency, Winkreative.


Read an interview with Tyler Brûlé on pages 122–27


This type of multifaceted model can apply on many different scales. At the opposite end of the spectrum from Monocle, but no less important to the thousand or so people who buy each issue, The Shelf Journal is a playground and showcase for the creativity of the graphic designers Morgane Rébulard and Colin Caradec, who produce it in Paris. Their magazine pays homage to editorial design and ‘the cult of the shelf’.


So ask yourself what your goals are. How ambitious are you? Is your magazine going to be your main occupation – a profitable venture – or a part-time creative outlet?


“What is the function of print today, and can I create value in this medium?”


Adam Krefman, Lucky Peach
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2. Lucky Peach, issue 10, February 2014


It has never been easier to make and publish a magazine. Desktop technology puts design and print production at the fingertips of anyone who is willing to learn the basics; commercial printers in a squeezed market are increasingly happy to take on small-run jobs to reach new customers; and independent shops enthusiastically take on small titles to create a unique offering for shoppers and justify their existence in competition with high-street chains and online retailers.


But this is also an extremely competitive world. If you’re trying to attract readers in bookshops and newsagents, yours will be one of many new titles every month, up against established favourites. Sasha Simic of the independent UK distributor Central Books reports that he is approached every week by three or four new magazines seeking distribution.


Read an interview with distributor Sasha Simic on pages 84–87


This competition ensures high standards of design and editorial, since magazines rise and fall on the merits of their offering to the reader, and quality is essential to that. ‘The idea that print is dead comes up again and again,’ says Matt Willey, creative director of Port and the New York Times Magazine. ‘Print isn’t dead. And right now is a really, really interesting moment. But you have to justify your presence in print, which is a good thing.’




“What is so special and unique about my idea that I’m killing trees for it?”


Felix Burrichter, PIN-UP
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3. PIN-UP, issue 16, Spring/ Summer 2014


A printed magazine has an archival quality; it can be there on your shelf for many years. A good magazine honours that privilege, and the trees that were felled to make it, by producing content that lives up to being looked at again and again for years to come.


Today, anyone publishing in print has a duty to think responsibly about the resources they are using. Many independent publishers take pride in choosing recycled or FSC-certified paper stocks and environmentally friendly non-toxic inks. This is something you should include in conversations with your printer when you are asking for quotations and specifying your print job (see page 142).


Be sure that what you’re publishing justifies the time, effort and expense of a print format, since there is no point serving something up in a magazine that is better suited to a blog or website. The appetite of print consumers is tending towards unique, beautiful content that deserves to be treasured.


As David Lane, editor-in-chief and creative director of The Gourmand, says, ‘people love good-quality content and production. Books look nicer on bookshelves than hard drives.’ The sentiment is echoed by Andrew Diprose, who by day is the art director of Condé Nast’s UK edition of Wired, and by night makes the indie cycling magazine The Ride Journal: ‘If you’re not trying to put out something of quality and you don’t have integrity, then I don’t think it’s worth doing.’


“Print and digital are equally important for the business.”


Rosa Park, Cereal


[image: ]


4. Cereal, issue 5, 2014


If you’re a printed magazine, having an online presence is essential. At the very least, it’s a quick reference point for readers, and it could also be an important partner to the magazine in terms of content. The web can perform tricks that are alien to print, such as allowing you to publish news in a matter of minutes, host film and animation, and make intelligent connections using the power of the click.


There are many examples of magazines that began life as blogs before becoming printed objects. Publishing online can build a loyal readership, some of whom can be translated into customers of a printed publication. Will Hudson of It’s Nice That explains that when he and his partner, Alex Bec, launched their first eponymous magazine title, in 2009 (since superseded by Printed Pages), it was to an eager audience, ripe for conversion into print readers. A magazine is nothing without its readers.


See Printed Pages case study on page 82


“Do I have a unique idea? Is there an audience for it?”


David Lane, The Gourmand
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5. The Gourmand, issue 1, December 2012


You may care passionately about your subject, but you must make something that other people will regard with equal fervour. And that’s just the tip of the iceberg. Once you’ve established that there is an audience for your magazine, you must let enough people know about it, inspire them to buy it, and keep delivering content and design that make them crave the next instalment.


‘Niche’ needn’t mean ‘irrelevant’, especially if your idea genuinely taps an uncared-for market. Andrew and Philip Diprose’s The Ride Journal prints a modest 5,000–6,000 copies of each issue, but they sell out to an eager audience of bicycle enthusiasts who appreciate the unique blend of story-telling, illustration and photography. The title has identified a market of cyclists who are interested in the experience of cycling, rather than the kit and caboodle touted in most other bike magazines.


See The Ride Journal case study on page 26


“Are you bringing something new to your project?”


Elana Schlenker, Gratuitous Type
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6. Gratuitous Type, issue C, 2013


The world of independent publishing is tough enough without trying to publish a magazine that already exists. Your idea and your voice must be original. As Cathy Olmedillas, founder and publisher of the pioneering kids’ magazine Anorak, points out, ‘if you’re selling 20,000 copies of any independent mag you’re doing flipping well. If you have one magazine doing that, fantastic – but if you have 20, they can’t possibly all survive.’


Hudson agrees: ‘Have a point of difference,’ he says. ‘Have a reason to exist. Don’t just ape someone’s style and content –if that’s what you’re desperately passionate about, then get in touch with those people, go and work for them, go and make that thing better.’


‘The independent publishing world is full of incredible publications that are unique and inspiring and just make my jaw drop,’ says Elana Schlenker of typography magazine Gratuitous Type. ‘It’s also full of copycats … who pick up a copy of Apartamento or The Gentlewoman – both amazing – and just try to make the same thing.’


“Do I really want this? Indie publishing isn’t a career or a decent-paying job. It’s a lifestyle.”


Chris Ng, ldN
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7. IdN, volume 21, number 3, 2014


However you approach making a magazine, you need to be seriously dedicated. As everyone in independent publishing will tell you, it’s extremely hard work and will take over your life; when the fun jobs of putting together the editorial and design are over, you’ll be up until the small hours ordering bar codes, collating orders for your fulfilment house, responding to readers’ cries of ‘Where’s my copy?’ and working out the print schedule for the next issue.


Jefferson Hack, founder of Dazed & Confused, AnOther and AnOther Man, lives and breathes the world of his titles. ‘If you’re going to do it,’ he says, ‘you’ve really got to live it. Even if it’s not something you can do full-time, it has to be your primary passion. I think a good magazine is a great obsession. And a really great magazine is a great obsession taken even further.’


Read an interview with Jefferson Hack on pages 16–19


“Are you prepared for all the unglamorous jobs – marketing, distribution, finances, taxes, stuffing hundreds of envelopes?”


Rob Orchard, Delayed Gratification
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8. Delayed Gratification, issue 1, October–December 2010


Jeremy Leslie, the founder of MagCulture and author of The Modern Magazine: Visual Journalism in the Digital Era (2013), says that if anyone approaches him for advice about how to make a magazine, his first response is ‘Don’t do it.’ If, at that, your resolve falters for so much as a microsecond, you might as well throw in the towel now, he says, only slightly tongue-in-cheek. Indie magazine publishers may not have deep pockets, but they do need unlimited credit when it comes to tenacity and determination.


If you’re still reading, you might just have what it takes …






Interview


The Publisher


Jefferson Hack


Editor-in-Chief, Dazed & Confused, AnOther, AnOther Man; Founder, Dazed Group
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1. Jefferson Hack, portrait by Brantley Gutierrez




Even in its earliest incarnation – a folded poster launched in 1991 by the teenagers Jefferson Hack and Rankin Waddell – Dazed & Confused had serious attitude. It has evolved from ambitious upstart to serious player, always maintaining a maverick stance. Jefferson Hack has developed Dazed into a small but successful independent empire, including Dazed Digital, AnOther and AnOther Man. Few figures in the independent publishing world can match his experience and insight.
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2. The first issue of Dazed & Confused (1991) was a folded-poster format


What was the motivation for the first issue of Dazed & Confused?


There was a pre-Dazed magazine moment called Untitled. It was a student magazine that Rankin and I, and a colleague, Ian Taylor, were involved with. Rankin was at the London College of Printing [LCP], where I was [studying journalism], and he was doing a sabbatical as the student union communications officer. He had this vision that all the art colleges of the London Institute, which LCP was a part of [along with Saint Martin’s School of Art, Chelsea School of Art, the Central School of Art and Design and Camberwell School of Arts and Crafts] should have a magazine that was distributed through all the colleges.


Rankin was recruiting people to help on this project, and I was the only one who turned up to the first meeting … I was the only willing victim. He said: ‘Do you know who Gilbert and George are?’ I said ‘No.’ He said: ‘Oh, because they’re Britain’s most famous artists. You’re interviewing them tomorrow morning and I’m taking the pictures.’ And that was our first commission together – the beginning of our working relationship. It was that quick, we met one day and the next day we were on a job together.






I remember getting the first issue of that magazine back from the printer and feeling this very, very powerful sense of elation, a high, from having in my hand the physical copy of what had just been an idea. It seemed incredibly satisfying as a process – that buzz, the first one, is the one I’ve been chasing ever since.


Did you always want to make magazines?


Yes, I’ve always been a magazine junkie; I’ve always collected them: magazines like Interview, Oz, old copies of independent press titles that weren’t going any more that I came across in thrift shops. I loved MAD magazine as a kid, but Interview was particularly important for me. It was my first conscious experience of being transported from living in an English seaside town, Ramsgate, and being able to access New York club culture – to feel connected to a certain culture that wasn’t around me but was in the magazine, the ability to get that information and that perspective, the writing, the editing, the package, the way that world was coming alive in the magazine. That stuff wasn’t on television, there was no Internet; the magazine was the portal into that world. The power and energy of that were just too cool. That gave me a confidence and hope and connection that I really loved.


I was 19 when I started Dazed. We were very young. We didn’t care about anything, didn’t care about money, eating, family, anything, apart from enjoying what we were doing and doing something meaningful that we couldn’t do at college or in a professional capacity. So this idea of interviewing people and creating a fanzine, or a hybrid between a poster magazine and a fanzine, was a way of connecting the dots about what was going on in the culture at the time.


It didn’t come from a place of business plans or ‘gaps in the market’ …  We were the readers and we were making it for ourselves and our friends, and we had a particular attitude because we were part of what was happening in London in the early 1990s, which was particularly explosive. It became an internationally recognized thing, and we had all these people around us doing amazing things, so it became a platform for that expression.
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3. Dazed & Confused, issue 46, 1996, Aimee Mullens, concept by Alexander McQueen, photography by Nick Knight, styling by Katy England




Was there a moment when you realized Dazed was moving from a fanzine to something different?


There were a couple of key shifts. One was when we went from a poster magazine to being stapled. A complete shift in format, a complete shift in perception.


Also, the first celebrity cover we did, with Björk, was amazing because we’d never worked with musicians or other celebrities before. It felt as though we were growing up because a star had called the magazine. I answered the phone, and she said: ‘This is Björk. I really like your magazine, can we do something together?’ I was really shocked. That was a transitional moment. I realized that something was going on, that people were starting to respect what we did and could see we had a point of view, and wanted to participate in and collaborate with that.


I think another shift was when Bill Clinton said in a speech [in 1997] that Dazed & Confused, among some other titles he name-checked, was responsible for ‘heroin chic’. As a result of that, the current issue of Dazed sold out. We got another issue out super-quick, printed as many as we could afford and built our circulation very, very quickly – it put another zero on our circulation. It was phenomenal.


The next defining moment happened in that same period: the Alexander McQueen ‘Fashion Able’ cover, with the sprinter Aimee Mullins [the Paralympic gold medallist, shot for Dazed in 1998], that Lee [McQueen] art-directed, Nick Knight photographed and Katy England styled. When that came out it was in nearly every national paper. It was pretty global, from America to South Africa to France, and it went viral; it was a big media story at the time. That was the point when we felt we’d become a magazine. We realized that it wasn’t really about having the biggest audience or being the number-one seller, it was about being the best magazine and about the influence that you can have if you’ve got a good story … It was phenomenal, and set quite a bit of debate going over the stigma felt by disabled people and how society treats others. It was a very healthy debate to have, and it was that cover that sparked the debate.


You added the biannual title AnOther, which launched in 2001, a second biannual title, AnOther Man (in 2005), and the whole digital publishing side. Has that been a natural evolution?


Dazed was about ten years old when AnOther was launched. AnOther was started for a number of reasons, but mainly because there was a new generation coming through in the team at Dazed. There was an existing generation, including Katy England and Alister Mackie and me, and some editors. The problem was that with the new photographers, writers and stylists coming through, there were just not enough pages – everyone was fighting for pages each month. People were starting to feel that they didn’t have a voice, that they had to wait in the queue to have a feature published.


Another important thing for me at the time was that with Dazed I felt as though I was pressing the fast-forward button all the time – everything was about speed and acceleration. I wanted to do a magazine on a different frequency and have longer stories. The main thing was the time frame: the fashion industry and the advertising cycle around fashion suited the formula of a biannual.
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4. Dazed & Confused, issue 16, featuring Björk, the magazine’s first ‘celebrity’ cover star




How do you approach relationships with advertisers? Your independence means you can do things your way, but you also have a very successful relationship with the industry. Is that ever problematic?


I think you have to deliver. You’re only really as good as your last set of issues. You have to keep innovating, keep delivering. You have to remain relevant and prove yourself from season to season. It’s been a long, long process of getting noticed, getting accepted, getting some advertisers, retaining the relationships, building on those relationships. Nothing for me has happened overnight. It was ten years of Dazed and then it was five years of AnOther before it split and went to be AnOther Man. That’s the entire lifespan of many magazines. It’s a lifetime in the digital era. You build trust and relationships, but it takes a long time and there’s no magic formula.
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5. AnOther, issue 27, 2014. Kate Moss, photography by Collier Schorr, styling by Katy England
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6. Another Man, issue 19, 2014. David Beckham, photography by Collier Schorr, styling by Alister Mackie


Do you ever say ‘no’ to advertisers?


To be honest, it’s all about context. Most advertisers who aren’t appropriate for us don’t want to be in our environment by virtue of our rate card and our position. Online, there’s a lot of inappropriate advertising, but we have a very high CPM [‘cost per mille’, the cost of an advertisement per 1,000 views] to avoid that. We don’t do automatic advertising, we only do direct sales, so nothing gets in that hasn’t come through the system. And if it doesn’t look good and the creative is bad, we’re on to them and we say: ‘This is not going to work, you have to do something about this. If you really want to excite our readers, you’ve got to change the creative, or we’ll help you.’






Is your Dazed Digital audience different from that of the print magazine?


It’s bigger and the gender is less female. Print is probably 80 per cent female, and online is more like 65 per cent.







How do you make people stay on your website and keep coming back?


It’s the power of the story and how you tell it. We have different frequencies of story-telling; not everything has to be short to win on the web. A lot of the metrics are changing, and what we look at is engagement, not hits. We look at time on site and the interactivity we get, like commenting, which means readers are emotionally engaged with a story and are likely to ‘share’ or ‘like’ it. Engagement is much more important to us than just the top-line figure of how many people landed on a page. So we’re moving from what we call the ‘click web’ to the ‘attention web’. I’m very interested in that from a story-teller’s perspective – the change in how we measure behaviour and quantify it. I want to understand people’s total attention, not just where they’re clicking.


We’re in the early days. It’s going to evolve; there’s much more beauty to emerge from what’s happening online. Print has been around for a very, very long time. It’s only really in the independent sector that anything interesting is happening in print. You really, really have to push it now to do anything that’s interesting or modern-feeling, because most of the best work in print was done in the 1960s and ’70s and most of what happens now is a copy of that. I see very little in print now that’s new, and when I do see it, it’s in the independent press because that’s where people are taking the time and passion and putting the work into doing it. But on the web I see it every day.






What has being independent allowed you to do?


I don’t know any other way than independent, so I couldn’t tell you in a comparative sense. But what I do know is that no one tells me what to do. And collectively, therefore, no one tells us what to do, because I’m really only an extension of a team. I really mean that.


Being independent means you can’t pass the buck. When you’re working in a way that’s that emotional, you’re not driven by data or protocol – it’s emotional decision-making. That’s another definition of independence for me. It means you feel really shit about yourself a lot of the time because you think ‘I could do better,’ or ‘I should have done that.’ You can’t pass the buck, you’ve only got yourself to rely on.







What advice would you give a fledgling independent magazine publisher?


Get a great name, one that you can copyright or trademark. And get a great team. Work with your own peer group rather than people with experience: it’s much better to have the same set of references and the same kind of taste.


Make sure you have a digital component, or, in fact, nowadays I would say be digital first in your thinking. If you’re in the indie sector you can be a print-only publication, but it depends what your ambition is. Digital is where the conversation is, if you want to be commercially relevant.


Finally, be more than a magazine. The editorial statement of the first issue of Dazed said: ‘This is not a magazine,’ and we really meant that. Dazed is a movement, and only a small percentage of the actions we do ever end up in print. That’s what I believe has given Dazed its longevity, because it’s more than a magazine; it has a purpose – to empower youth culture – that’s bigger than the sum of its parts.
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