Evaluating New Publications – Thoughts from Sue Gallardo

I sent an email containing this information out in 2005 when there were two publications coming to town.  One was Dream Wedding Magazine (not associated with Dream Wedding Show) and the other was Vow Magazine.  (Not to be confused with Vows, an industry trade publication.) Dream Wedding Magazine's Northern California edition was never printed.  Vow was supposed to be published in September 2005.  Their web site now says coming in 2006.  Since it is now 2007,  and still not published, one can only wonder what happened to their advertiser's dollars? We are reminded of this because in our busy lives we tend to forget history, which is why we keep repeating it.

First and foremost it is important that you do your homework when you are approached by any 'new' magazine or 'new' show promoter. Ask questions.  Ask the right questions.

*In the case of existing magazines expanding into new markets, ask for a copy of two different past issues from their existing or previous market. If they don't have one to give you, the red flags should go up. If they do, compare the ads. Are there a lot of repeat advertisers?

*Call major companies or bridal shows in that area (the market area of the existing publication), to see if  anyone has heard of them.  Call  their advertisers.  Google their name, address and other pertinent information to see if it is consistent with what they have sent you, or told you. Keep in mind while talking to their advertisers that you shouldn't be concerned with just the 'results', as this can vary by quality or size of the ad. (Poor quality ad design doesn't work even if the actual magazine is great!  Smaller ads normally will never perform as well as a larger ad.) Ask if the people representing the publication did what they promised to do. Was the magazine printed and distributed by the date promised and in the locations promised.
*Check their claims of distribution. What is their distribution 'channel.' Is the publication actually available where they claim? In the case of Dream Wedding Magazine, a cursory check with prominent companies involved in the Bridal Market in their area uncovered some worrisome information.  In addition, their web site listed over 400 distribution points for their 'established' Southern California edition and when checked, the list simply did not check out.   Anyone can claim "x" number of copies...but where are they distributed?  Can they prove that they are in  "hundreds" of bookstores or bridal shows?  Call the bookstores. Is the magazine available there?  If they claim to be at all the bridal shows, call the bridal shows to see if they will really be there.  It's your money. Check it out!  A few years ago there was a local publication that printed 'x' number of copies, but most of them never left the owner's garage.

*If you are promised an 'exclusive' how many other advertisers or exhibitors are also promised exclusives?  Is the resulting number capable of generating enough revenue to secure the distribution or advertising?   If not, is the magazine or show highly capitalized? (The formula is number of advertisers/exhibitors times the ad/booth price = revenue.  Note: revenue does not equal profit)  How much of their own money are they investing?  A magazine or show normally takes three years to reach break-even.  If it is highly capitalized, it has better chance of surviving. Put bluntly, the question really is, "If you don't reach your goal number of advertisers (or exhibitors) do you have enough money to print, publish and distribute when promised, and in the quantities promised?" Note most printers of magazines and newspapers have minimums. So, if the magazine doesn't reach it's goal number of advertisers, printing may be delayed until they have enough advertisers to pay for the printing. In the case of shows, there is normally a firm date, so if they don't have enough exhibitors, advertising usually suffers, and they end up with less brides in attendance.

Beware of all magazines or shows that promise anything significantly beyond what local established magazines or shows promise. Be especially wary, if they are promising to deliver more for less money.  If they are promising to print and distribute more copies than existing publications, where are they going? Are they promising more brides than exist?  If they are promising huge increases over existing publications, they probably haven't done their due diligence before entering this market.  The same is true of shows.  It takes a lot of work to get a qualified bride to a show.

If a publication promises to provide a 'brides list', ask how often to expect it, how will they generate the names, and how many can you expect? If that number sounds too good to be true, then it probably is. Show producers should be allowed a 'reasonable' time to generate a list because all of their brides come at once.

There are no 'magic potions'.  Magazines need distribution, and shows need to advertise.  If there is not enough distribution or advertising, no one will see your ad or your booth.

Yes, it's work. That's why it's called homework.  But you worked for your money, and it should work for you.  Invest it carefully!

If you are contacted by a new publication, there are additional and equally important questions. Ask about and compare all claims. Be sure you are comparing apples to apples, and don't be swayed by unrealistic promises just because they 'sound good'.
----------
This information was provided by Sue Gallardo, Business Network Expositions and Producers of the Dream Wedding Show and the Premier Wedding Shows. Sue has nearly twenty five years of experience in marketing, media buying, and show production, making her one of the most qualified people in the Sacramento Bridal Market..

