
magazines scraped and clawed back to
positive growth in 2002, even though the all-
important advertising page count declined for
the second year in a row.

Results, while promising, were hardly
dramatic, according to Advertising Age’s 14th

annual Magazine 300 report. The report
calculated gross revenue growth of 3.1% to
$29.40 billion from these elite publications for
the year, the sum of  gross ad revenue (up
3.4%) and gross circulation dollars (up 2.4%).

The ad-page tally, however, remained
adrift, dropping 4.4% atop a disastrous 15.1%
decline in 2001, according to the compendium
of 232 consumer and 68 business publications
that range from AOL Time Warner’s People
at $1.2 billion gross revenue, up 6%, to Reed
Elsevier’s Publisher’s Weekly at $17.9
million, down 6.6%. 

The rebound from 2001—the nadir year for
magazines—set the industry on more solid
footing to expand in 2003. In 2001, the Top 300,
held in thrall by recession and the events of
Sept. 11, declined 3.1% in collective revenue,
represented by a 6.9% slump in ad revenue and
a growth in circulation revenue of 3.2%.

Publishers this year increased their ad-
page rates an average 6.2%, up from a 5.7%
hike in 2002 for a one-time b&w ad, a key
measurement monitored by Ad Age in this
report. They also have shied from fiddling
with subscription and newsstand pricing,
holding the line on both. In 2002, sub prices
grew 3.3% and newsstand prices 6%, tandem
moves that boosted circulation revenue 2.4%
but lost readers. In 2002, sub growth for the
Top 300 notched a 0.1% gain to 316.66
million subscribers; newsstand copies sold hit
a collective 44.69 million, down 2.9%.

JUST FOUR CUT RATE BASE
Only four of the Top 300 magazines lowered
their guaranteed rate base in 2003; most kept
the same base as 2002 or upped it slightly—
good reason to keep circulation prices stable.
The trade-off in raising subscription and
newsstand rates is a reduction in paid
circulation. In 2002, People suffered a 2.4%
decline in paid circulation although its gross
revenue from circulation rose largely because
of a 30-cent per issue hike at the newsstand.

The ad side is definitely brightening in
2003. In the first eight months of 2003,
consumer magazines were up 9.6% in ad
revenue on 1.1% more pages than in the
corresponding period in 2002, according to
PIB/TNS Media Intelligence/CMR
Magazines. Business publications were down
only  5.3% in ad revenue on an 8.8% decline
in pages in the first half of 2003 compared to
the prior-year period, according to

TNS/MI/CMR’s business-to-business data. 
The business data, while hardly sterling,

improves on the 10.4% slump in ad revenue
and 10.5% decline in pages for 2002 by
business publications in the Top 300.
Consumer magazines easily outperformed
their business counterparts in the Top 300,
generating 5.7% growth in ad revenue on
1% fewer ad pages in 2002. In circulation,
consumer magazines rose 2.5% in gross
revenue in 2002 as subscribers flattened out
(up 0.2%) and newsstand buyers slipped
2.8%; business pubs fell 0.5% in gross
circulation revenue as their sub count fell
1.8% and newsstand copies plunged 11.8%.
Corporate cutbacks in ad spending and
rising unemployment have hurt business
publications among the Top 300.

SEVERAL CASUALTIES
The shaky economy proved perilous to a host
of Top 300 magazines: In 2002, Primedia
closed Teenand Skin Diver; Reader’s Digest
Association shuttered New Choices; Ziff Davis
Media darkened Ziff Davis Smart Business
andYahoo! Internet Life; Bauer Publishing
Co. axed Soap Opera Update; MCG Capital
Corp. closed Upside; AOL Time Warner
terminated Mutual Funds and Sports
Illustrated for Women, and Bertelsmann

ended its run with Rosie. Closings have
continued in 2003, and include Red Herring
Communications’ Red Herring, Hachette
Filipacchi Media U.S.’ Travel Holiday, Hearst
Corp.’s Victoria and AARP’s My Generation.   

In 2002, 13 publications fought back
declining ad pages by reducing page rates,
ranging from a 2% dip at Reader’s Digest
Association’s Reader’s Digest to 50% at
Primedia’s Soap Opera Digest. In 2001, 19 of
the Top 300 cut ad rates, and by mid-2003, 12 of
those had yet to hike it back to pre-2001 levels. 

For the third year in a row, Peopleclaimed
the top spot, with $713.6 million in gross ad
revenue, up 8.7%, contributing most of its
$1.20 billion gross revenue take. Sibling
publication Sports Illustratedrose from No. 4
position in 2001 to wrest the No. 2 spot from
Gemstar-TV Guide International’s TV Guide.
Most of  SI’s $919.4 million gross revenue, up
9.2%, came from the ad side. TV Guide’s gross
revenue was $904.5 million, down 5.4%, with
most of its decline due to a lower ad take. 

TV Guidecollected $552.5 million gross
from circulation, a slippage of 2.5% credited to
a 24% plunge in single-copy sales that cut
newsstand purchases below one million for the
first time in the history of this report. ■
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Top magazines
gain 3% in 2002

Publishers this 
year increased
their ad page rates
an average 6.2%

But total ad pages are
off 4%; ‘People’ still No. 1
By R. CRAIG ENDICOTT

CONSUMER MAGAZINE CATEGORIES
1 Newsweeklies (36A) $5,184 3.2 $3,178 6.5 19,822.51 9

People 1,199 6.0 714 8.7 3,697.91

2 Women’s (49) 5,095 8.3 3,469 9.6 37,894.98 35

Good Housekeeping 447 8.4 343 7.8 1,527.76

3 General editorial (22) 3,563 6.1 2,154 7.7 17,321.66 22

Parade 608 6.7 608 6.7 672.10

4 Home service & home (24) 2,688 8.0 1,872 11.5 20,380.91 25

Better Homes & Gardens 705 9.8 555 12.9 1,910.71

5 Business & finance (8) 1,722 -6.0 1,340 -7.9 17,323.99 10

BusinessWeek 417 -8.4 352 -10.8 3,333.13

6 Men’s (30) 1,532 9.0 1,014 13.9 14,221.76 17

Maxim 250 12.0 180 17.5 1,223.70

7 Sports (45) 932 2.9 649 3.4 13,599.96 13

ESPN The Magazine 213 29.8 169 36.7 1,458.70

8 Automotive (3) 580 7.2 446 12.1 8,034.33 8

Car & Driver 150 6.3 116 7.4 1,096.60

9 Parenthood (38B) 532 18.5 420 21.5 4,431.63 5

Parents 187 13.7 151 16.3 1,448.26

10 Travel (46) 513 -2.6 284 -5.5 5,449.12 6

Endless Vacation 148 4.4 17 8.2 346.36

11 Fashion, beauty & grooming (18B) 487 -5.8 396 -7.9 5,860.46 3

Vogue 230 -4.7 188 -6.9 2,889.96

12 Music (33) 422 2.9 314 1.0 5,383.03 5

Rolling Stone 196 0.5 159 1.5 1,530.35

13 Epicurean (18) 358 0.6 170 1.6 3,614.18 6

Bon Appetit 106 -6.3 76 -9.9 1,131.70

14 Brides, bridal (7) 257 -17.8 231 -19.1 7,549.62 3

Bride’s Magazine 105 -24.7 96 -24.5 2,805.44

15 Youth (51) 214 1.5 64 8.1 1,185.37 5

Highlights for Children 65 0.0 0 0.0 0.00

BUSINESS/COMPUTER MAGAZINE CATEGORIES
1 Computer/internet* $1,101 -13.9 $959 -15.2 25,998.88 17

PC Magazine 220 -8.9 166 -11.0 2,054.45

2 Business (20) 328 -3.7 206 -9.1 5,139.18 6

The Economist 117 3.2 59 -4.4 2,307.75

3 Travel, retail (149B) 192 -12.0 191 -12.0 7,158.64 2

Travel Agent 128 8.2 128 8.2 4,236.29

4 Electronic engineering (40) 172 -24.1 172 -24.1 9,861.25 4

EE Times 74 -25.2 74 -25.2 3,843.27

5 Travel, business conventions (149A) 114 19.4 114 19.4 4,494.60 3

Meetings & Conventions 57 35.0 57 35.0 2,055.24

6 Science, research & devel. (132A) 86 -2.2 55 -10.5 6,548.68 2

Science 52 -10.6 32 -15.2 3,304.68

7 Diversified farming & farm home (F2) 82 11.9 67 10.6 2,012.13 3

Successful Farming 36 16.8 29 19.7 585.76

8 Radio, TV & video (122) 71 5.3 70 5.3 4,249.18 3

Video Store 26 17.4 26 17.4 1,125.24

9 Restaurants & food service (127) 64 -7.2 60 -7.6 3,897.92 2

Nation’s Restaurant News 44 -7.3 40 -7.9 2,488.56

10 Advertising & marketing (1) 62 -6.4 50 -6.7 2,372.65 2

Advertising Age 42 -1.4 34 -0.0 1,284.65

All 300 $29,403 3.1 $20,051 3.4 350,979.54 -4.4 300

Consumer magazines 26,473 4.6 17,576 5.7 231,385.85 -1.0 232

Business magazines 2,930 -9.0 2,474 -10.4 119,593.69 -10.5 68

Monthlies 15,502 5.6 10,591 6.5 174,361.62 0.2 179

Fortnightlies 1,566 -4.1 1,289 -5.3 26,032.59 -11.7 14

Weeklies 9,771 2.1 6,547 2.9 110,243.81 -6.7 62

RANK TOTAL AD AD MAGAZINE
2002 CATEGORY/TOP MAGAZINE REVENUE % CHG REVENUE % CHG PAGES COUNT

Top magazines by category
RANKED BY GROSS REVENUE FROM ADVERTISING AND CIRCULATION IN 2002

TOTAL ADVERTISING ADVERTISING MAGAZINE
REVENUE % CHG REVENUE % CHG PAGES % CHG COUNT

Magazine 300 totals for 2002
BY FREQUENCY AND MAGAZINE TYPE

Note: Dollars are in millions. Results include only magazines in the Top 300. All revenue is gross and considered AA estimates. Monthlies are
published 8 to 13 times a year; fortnightlies 22 to 27; weeklies 39 to 60.  There are 45 magazines in this report whose frequencies fall outside
these parameters. 

Note: Dollars are in millions. Results include only magazines in the Top 300. All revenue is gross and considered AA estimates. *Magazines
are categorized according to their primary SRDS classification, except titles focused on computers/Internet which have been combined by
AA.  Magazines in this combined class are in SRDS business classes 32C and 20 and consumer class 10A. 
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