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Mission And Purpose
Creativism is a philosophy. We are the intersection where form meets 
function. Our goal is to revolutionize our readers’ way of thinking about 
the professional world and show them that business need not be dull, 
that there is a place in it for us—the “creatives”. We will teach them the 

art of success and make entrepreneurs out of innovators.

“

“
Creativism’s purpose is to inform readers of the potential ways to finding 
success in creative careers, through tips and advice columns, and profiles 
and interviews of exemplary people to survive in the business world. 
We provide the service of making business knowledge and tools more 
accessible to those unique individuals who might otherwise find them 
incomprehensible or irrelevant. And finally, Creativism advocates the 
importance and necessity of pursuing one’s career in the creative industries, 
which are often stereotyped as lacking in business acumen, but have the 
capacity to prove otherwise.
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Revenue Model

Our magazine is a for-profit publication and will be distributed nationally 
through a paid circulation model. A substantial portion of our revenue 
will come from subscriptions, with a subscription price of $14.95 per 
year. The cover price will be set at $7.95 per copy. This gives subscribers 
a yearly discount of approximately 50% from the cover price. Advertising 
will also form a large part of our revenue and we are aiming for a CPM of 
approximately $480 by Year 3.

Starting in our second year, we may be eligible for government funding 
from the Aid to Publishers (ATP) fund, a component of the Canadian 
Periodical Fund (CPF). Based on our total paid circulation, we would be 
eligible for a grant of at least $3,000 as early as Year 2.
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Editorial 
ConceptPerhaps the most relevant of making a 

magazine for creatives is figuring out the 
design.The first step was to define the look 
of the magazine’s logo. We wanted to keep 
it as simple and clean as necessary while 
following a modern approach. 

By maximizing our use of white space into 
our feature pages we wanted to deliver an 
experience that not only makes reading  
the magazine easier but to aestheticize it as 
well. By using full bleed photographs and 
minimizing text, we aim to deliver a more 
visually enticing inspiration. Our layout 
consists of eight margins which allows us to 
maximize the movability of page elements.

Finally with our front cover, our goal is to 
introduce the magazine’s two main features 
in a minimalistic manner. Bydisplaying 
all the elements of the front cover in a 
sleek and sharp format, our readers would 
immediately be able to recognize our 
magazine on the newsstand.

Design Concept
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Editorial 
Concept

In order to keep the content appealing for our target audience, 
Creativism will include feature stories that focus on artists, 
photographers, designers, musicians, tailor, and anyone who 
considers themselves to be a “creative”. Feature stories will be 
presented in the form of interviews, historic Canadian events, 
or success stories of Canada’s creative lot who have fruitfully 
created a mark for their work in the business world. The 
motive of feature stories is to inspire or even guide readers 
by sharing real life stories of people in the creative industries 
who have found ways to monetize their creative passion 
by turning it into a business.  Apart from features, there are 
regular departments that will present relatively lighter works. 
The five departments are designed in a way so as to provide 
the reader with helpful business related information, while 
also keeping him/her entertained. 

List of Potential Departments
1. Creative Spaces
This part will talk about an area that 
has certain qualities which make it an 
inspiring place for many creatives. It 
could be a small area that includes a 
waterfront view, an artistic cafe, and a 
regular street performer
Potential articles: Yaletown in Greater 
Vancouver

2. Business Essential Articles
This section will include 2-3 articles 
on business tools. The focus of articles 
in this section is on providing tangible 
business advice that can be used by 
persons with various creative passions 
to develop and reach their goals.
Potential articles: How to design a 
compan, how to value yourself 

3. AppSmart
The articles in this section would be 
focused on the technology aspect of 
business. Many software tools are 
available for new or small businesses 
that are meant to ease their productivity 
and which require zero to low prior 
understanding of the task.
Potential articles: Top 10 Online 
Accounting Tools, Mobile Apps to Track 
Your Business Expenses

4. From Their Experience...
This department will contain columns 
with first-hand business advice from 
successful Canadian business owners.
Potential articles: Hazards of Art 
Representation; Top 10 lessons learned 
by thriving musicians

5. Creativism Showcase
This department will give the readers an 
opportunity to contribute content to the 
magazine and consequently connect 
with the magazine on a personal level. 
It’ll display our readers’ creative works.

List of Potential Features
1. Interview with Prince Charming, Man with the Green 

Bush
2. Story of David Nicolas : How a Photographer Became an 

Accounting Genius!
3. Snow White: Not Just Your Average Graffiti Artist
4. Henry’s Place Inc.: Story of how a hobby-chef created New 

Brunswick’s Best Breakfast Restaurant
5. Cinderella’s Sewing Room Now Spins Gold
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Creatvisim’s digital concept focuses on establishing its online presence through its website and social media 
profiles. The website will include the same editorial components as the print magazine, as well as web-exclusive 
content, such as:
• a weekly blog
• a reader forum
• a staff biography page

The blog would feature content that is not included in our quarterly print issues, and would be updated by 
members of the Creativism staff. Its short articles would deal with topics such as trending news, current events, 
and issues (social, political, and economic) that are related to business in the creative industries; it could also 
include tips and how-tos, reports on various trade shows, and anecdotes about being a “creative” in the business 
world. The forum would be a place for readers to get involved, discuss trending articles, and form a community 
of like-minded individuals. It would be mediated by members of the magazine staff, such as the web content 
editor, to ensure quality communication and appropriateness. And as for the staff biography page, it would give 
readers a chance to get to know the people who are creating their magazine, and encourage them to contact us 
with suggestions and contributions—after all, we are a more casual and friendly publication than the traditional 
business magazine!
 
The website would also include feature articles and departments from the most current issue. In order to make 
the features easier to read online, they would be reformatted in one of three ways:
• by being summarized into one-page articles
• by being paginated (according to article subheadings)
• by being presented as slideshows, with additional photographs and section summaries

Departments would be summarized as needed, but since they would tend to contain short articles, that may not 
always be necessary and the departments could be presented in the same format online as in print. We would 
also make our online content more interactive by incorporating videos, audio clips, hyperlinks, and slideshows 
into the articles and other editorial content, so that readers are offered a chance to actively engage with the 
information presented to them.
 
Stylistically, the website would need to maintain a similar design concept as the print version of the magazine, in 
order to keep the magazine’s image consistent. At the same time, the website should be optimized based on the 
reformatted content, as well as the devices it is meant to be accessed on (i.e. desktop computer or laptop, versus 
smartphone).
 
Creativism will also strive to establish a prominent social media presence with profiles on Facebook, Twitter, and 
LinkedIn. Frequent updates on all social media fronts will allow us to reach our target audience, promote new 
content, and draw potential readers to our website. A live Twitter feed featured on the home page of the website 
will not only keep our online readers apprised of our most recent activity, but will also demonstrate the extent of 
our social media integration.

Digital Concept
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Target Audience
and Market Share

The report also showed that the majority of magazine readers in Canada belong to the consulting firm category. 
Since Creativism is targeted towards entrepreneurs and self-starters working in the creative industries, the 
majority of our audience fits in this demographic range: a psychographic examination of this group revealed that 
54.5% of magazine readers considered themselves to be creative, and 41.7% admitted an interest in the Arts.

With this information in mind, we have identified our primary audience to be composed of educated and creative 
millennials (born after 1980) who are self-employed on a full-time basis. Creativism will be able to fill an editorial 
niche for professionals who are interested in combining the arts with traditional business, as well as creatives 
who are seeking professional guidance in starting and managing a new business.

Millennials are known to be tech-savvy social media networkers. According to the PMB’s psychographic reports 
on social attitudes, many of the magazine readers who fall into the category of ‘social media networkers’ can 
also be found in the category of ‘ambitious educated socialists’. This category is defined as supporting same-sex 
relationships and alternative lifestyles; they are against the privatization of healthcare and agree that universal 
healthcare should be a government priority. In general, they have more liberal viewpoints and values. This 
information is helpful in determining our marketing plan, as well as our editorial voice and content, because 
many of our magazine’s readers are likely to share these beliefs and values, and acknowledging this will allow us 
to make our magazine more appealing to them in all aspects.

Our market share is comparable to that of HOW Design Magazine, which targets designers (who make up a portion 
of our own target audience). Other potential competitors may include Strategy Business and Entrepreneur; they 
operate on a much larger scale than our magazine would, and are geared towards business owners (though they 
are also a part of our target audience, they are not as big a part of it as creatives).

Based on reports from the PMB database, we have found that a large number of Canadian magazine readers share the 
following demographic characteristics:
·       Median Age: 35 years
·       Personal Income Range: $35,000/year+
·       Gender: 52% men; 47% women
·       Location: Canada
·       Language: English
·       Education Level: non-university certificate, college graduate and/or post-graduate
·       Employment Status: self-employed and/or office in home
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Print and Online Marketing
To effectively target this particular audience, we have decided that a social media 
strategy would fit both our print and our online marketing plans. Before launching 
our magazine, we plan to create profiles on social media platforms such as Facebook, 
Twitter, LinkedIn, and Pinterest, in order to establish our online presence. Based on 
online user engagement and feedback we would begin a pre-subscription program; 
we would release previews of our upcoming magazine and its content via these social 
media networks, in order to attract potential readers and subscribers prior to the launch 
of our first issue. 

Simultaneously, we would host promotional events prior to the launch of our magazine, 
in order to increase its exposure and reach out to potential readers in a more focused 
and concentrated manner. Our marketing strategy also includes promotion at trade 
shows, specifically those targeting creative industries, such as Consac Imagemakers, 
Graphics Canada, or Print World; career fairs for people who are seeking jobs; and 
networking events. These are all places in which members of our target audience are 
likely to be found. All of these efforts will allow us to build a list of potential subscribers 
for our direct email and advertising plans.

The launch of Creativism will take place at one of our advertiser’s 10,000 square foot 
crossmedia center called W2 Storyeum, which is located in Gastown.  The W2 company 
has more than 5,000 individual members and several core organizational members 
including Coop Radio, CJSF FM Radio and Open Media. These connections will help 
our magazine’s exposure through broadcasting and affiliation. We will be inviting the 
professionals featured in our magazine to attend our launch party in order to engage 
our readers by encouraging dialogues between them and industry professionals.

After the launch of our magazine, we will continue to use social media to establish a 
loyal online community who can also, in time, serve as advocates of our magazine. 
By analyzing the RSS feedback received from our website and social media profiles, 
we will be able to adjust our marketing strategy to better target our audience and 
encourage subscriptions.
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Circulation Strategy
Circulation Model

Creativism will be distributed using a paid circulation model. We chose paid circulation because it will help to 
increase total revenue and allow us to become profitable in our third year. With paid circulation, we can also 
justify a higher CPM for our magazine. Since our magazine will focus on creative business in Canada, and since 
most, if not all, of our content will be Canadian, this will make us eligible to receive funding from the Canadian 
Periodical Fund.

Circulation Goals

Below is a summary of the circulation goals for Creativism in the first 3 years. The number of subscribers given is 
for the whole year; the quantities given for bulk sales, newsstand sales, and controlled circulation are per issue:

Summary of Circulation Goals (from P &L)
Year Subscribers Bulk Sales Newsstand Sales Total circulation 

per issue
Print run 
per issue

1 475 100 50 625 675

2 950 200 100 1,250 1,350
3 1,900 400 200 2,500 2,700

Creativism is a quarterly publication, so its total circulation in its first year will be 2,500 and its total print run will 
be 2,700 copies. In year two, total circulation will be 5,000 and the total print run will be 5,400. And in year three, 
total circulation will be 10,000 and total print run will be 10,800.
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Plan to Reach Audiences

We will reach our potential subscribers through our magazine’s website, direct email, online advertisements, 
trade shows, and a launch party (the latter in year one only). The Creativism website will provide summaries of 
feature articles and web-exclusive activities, such as reader forums, contests, and opportunities to nominate 
businesses or creative professionals to be featured in future issues of the magazine. This will help us to attract 
potential subscribers by encouraging them to get involved in the magazine’s content, so that they will have a 
vested interest in the magazine’s future. We will also create a function on the website which will request the 
visitors’ email address, as a sort of online membership, so that we can contact them about events, promotions and 
upcoming issues of our magazine via monthly email notifications.
 
We could also ‘trade’ advertising space with other design and business magazines, who may share a portion of 
our target audience, but are not in direct competition with us; for example, Canadian Business or Canadian Art. 
By advertising in other magazines with an editorial focus comparable, but not identical, to our own, we can reach 
out to potential advertisers who have similar interests and values to those of our target audience.
 
Trade shows may be one of the more effective ways for us to reach out to potential subscribers because they 
would allow us to meet our audience face-to-face. From local career fairs, like the Big Fair at Simon Fraser 
University, to national trade shows, like Print World and Graphics Canada, we would be able to attract a range 
of new subscribers, from students who want to work in the creative industries, to entrepreneurs and established 
creative professionals.
 
Launch parties for our magazine would be hosted at the start of the first year (only in major cities like Vancouver, 
Toronto, Montreal etc.). Participants in the event would be from our primary target audience: designers and other 
creative professionals, businessmen, and entrepreneurs. The main purpose of the event, aside from announcing 
the publication of the magazine, is to present the mission and editorial voice of Creativism to its premier 
subscribers.

Bulk distributions are another way for us to target specific audiences. We could sell copies of our magazine in 
bulk, at a discounted price, to be distributed in creative locales: art stores, galleries, restaurants, coffee shops; 
as well as places of business with a creative edge, such as the office of a graphic designer, or a photographer’s 
studio. Businesses that have been featured in any of our issues could also be potential promoters and long-term 
distributors of our magazine.
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Lorem ipsum dolor sit amet, numquam 
vivendo id pro, cu vidit everti persius 
mel. Odio decore laudem cum ad. Has
rebum mollis lobortis ex pri, has cu 
convenire mollis lobortis vidit everti 
ad adipiscing comprehensam.

Lorem ipsum dolor sit amet, ex nec alii everti, melius 
ea hendrerit ea  quo, has reque percipitur honestatis ex
at. Graeco ne vidisse deterruisset mel ne, ex maiorum 
maluisset mei, veri solet adipisci ne sea. Diam ubique 
incorrupte nec ut, ne aeterno adipisci quo, ne mei viris 
intellegebat. An malorum adipisci efficiendi his, viris
harum quando principes has ad, cum vero viderer 
maluisset ea. Erroribus ne conclusionemque cum ex, 
animal menandri eu mei. An unum audire mei, ex has 
latine legendos consequat, eu ne nihil corrumpit per.

Ne primis inermis sit, eligendi quaerendum ut nec. Sea 
eu facer prompta. Idque delicata adversarium sit eu, 
eam purto modus et, audiam voluptaria nam ne. Qui 
eu illum augue audire, luptatum singulis ea vim.

From Accounting to the Art of Photography: The 
Story of David Nicolas
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Advertising Strategy

Potential Advertisers

Advertising Goals
We have determined that in Years 1 and 2, our ad-edit ratio will be 40-60, with 32 pages of advertising and 48 
pages of editorial in an 80-page publication. In Year 3, our ad-edit ratio will be 50-50, and we will increase the 
total number of pages in our publication to 96, so that the number of advertising pages will increase to 48 and 
editorial pages will remain at 48.

Summary of Advertising Goals (from P &L)
Year Ad-Edit

Ratio
Total Pages 

Per Issue
Ad Pages Editorial Pages Cost of a Full 

Page Ad
1 40-60 80 32 48 $800

2 40-60 80 32 48 $1000
3 50-50 96 48 48 $1200

Based on our projected advertising rates, we have calculated that by Year 3 we can expect to have a CPM of 
approximately $480. Our CPM will naturally be quite high in Years 1 and 2, since we are a new publication 
without previous circulation data.

Creativism will target audiences that come from a creative background, and who are interested in combining 
their creative passions with a full-time career. In order to help them establish themselves as entrepreneurs, 
the magazine provides them with the latest business news, advice articles, and creative business ideas that 
will help them in this task. For the advertiser, Creativism offers access to an untapped and focused audience. 
It gives them an opportunity to reach creative people who are serious about taking their work to the next level 
in the business world. We believe that companies that sell business products and services will benefit the most 
from advertising with Creativism. The list of products and services that would be relevant to our magazine’s 
readers is endless. As a new business owner, with little to no business experience, even basic services will be 
very helpful. Potential advertisers could include:
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1) Category: Educational institutions
Potential advertisers: SFU Now, UBC, TRU
Rationale: Creativism readers are artists, writers, 
photographers, painters, etc. Most likely, they have 
had little business education. Educational 
institutions can advertise their flexible and 
relevant courses to appeal to this audience.

2) Category: Customer relationship management 
(CRM) software
Potential advertisers: HootSuite, Tweetdeck, 
Seesmic, SocialOomph
Rationale: CRM programs provide Creativism an 
opportunity to build and maintain relationships 
with exsiting and potential business clients.
 
3) Category: Portable monetary transactions 
system
Potential advertisers: Square
Rationale: Creativism readers are people who are 
on the go. They do not typically work in offices/
cubicles from 9am to 5pm. Products such as Square 
will reach a focused audience.

4) Category: Cloud storage
Potential advertisers: Mozy, Dropbox, Adobe 
Creative Cloud Suite
Rationale: Our audience needs to have their 
portfolio and other files on the go in order to 
show potential business clients. Cloud storage 
companies can reach a receptive audience by 
advertising in Creativism.
 
5) Category: Bookkeeping/cash monitoring
Potential advertisers: Quickbooks, Less 
Accounting, Outright, Paypal, Pulse
Rationale: The average reader has little to no
knowledge of accounting procedures. So 
advertisements for accounting services and 
accounting software products will be beneficial 
to such an audience.
 

6) Category: Time management/contact management/
project management
Potential advertisers: Slimtimer, CashBoard
Rationale: Management software is a key tool for keeping 
various business functions organized.
 
7) Category: Business associations
Potential advertisers: Canadian Association for Business 
Economics (CABE), Business Development Bank of 
Canada (BDC)
Rationale: Local, provincial and national business 
associations will be able to reach an untapped audience 
through Creativism. This will be a new outlet for their ads. 
They can advertise their events, membership benefits, etc.
 
8) Category: Business collateral/printing services
Potential advertisers: Moo, Vistaprint
Rationale: Creativism readers are in the process of either 
beginning a new business or expanding on an already
 existent one. Therefore, materials like business cards are 
a vital part of networking for them.
 
9) Category: Financial institutions
Potential advertisers: RBC, TD Canada Trust, BMO
Rationale: Creativism readers will benefit from financial 
services targeted towards business needs. They can 
determine features that will be appealing to creative 
business owners, such as low interest loans for startups.

10) Category: Commercial Retail
Potential advertisers: Opus, Long and Mcquade, Curlique, 
Gordon Food Supplies
Rationale: Creativism readers, from all ends of the 
spectrum, need the right tools for their trade. By having 
the right set of retail stores to advertise for the magazine, 
it makes looking for the right places easier for our readers.
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Rate Card
Our advertising rates are calculated based on the size of the advertisement. In order to encourage advertisers 
to purchase the full page ads rather than the half-page or sidebar ads (which would occupy portions of pages 
with editorial content) we have made the cost of a half-page colour ad equal to approximately 60% of the cost 
of a full-page colour ad; the cost of a sidebar ad is equal to 60% of the cost of the half page ad. In order to 
maintain consistency within our design concept, we will not have any black and white advertisements.

Advertising Rate Card
Type of 

Advertisement
Cost of

Advertisement

Size Colour or 
B&W

Year 1 Year 2 Year 3

Back Cover Colour $1,000 $1,200 $1,400
Front Inside 

Cover
Colour $900 $1,100 $1,300

Full - Page Colour $800 $1,000 $1,200

Half - Page Colour $480 $600 $720
Sidebar Colour $280 $360 $430

Additional Revenue Strategies
Cost of Fulfilment

With a fulfilment cost of $2.00 per copy, and frequency of 4 issues per year, our magazine’s total cost of fulfilment 
comes to $3,800 in the first year; $7,600 in the second year; and $15,200 in the third year. This is equal to 
approximately 67% of the total subscription revenue for each year.

In-Kind Revenue
In order to avoid accumulating a high amount of debt in Years 1 and 2, we have chosen to mitigate some of 
our expenses through in-kind revenue. During the first three years, 50% of the website design cost and 50% of 
the art design cost will be in-kind, as well as approximately 15% of the writer cost. In Years 1 and 2, rent will be 
written off as “in-kind” because we plan on working from home, without renting out office space until Year 3; we 
will not pay for part-time staff in Years 1 and 2 as we will do most of the work ourselves, or possibly hire a few 
enthusiastic volunteers or students to help us in exchange for work experience. Additionally, 75% of the editor’s 
and circulator’s salary will be withheld as in-kind; in Year 2, this number will be reduced to 50%. Finally, in Year 3 
our editor and circulator can expect to receive the full value of their projected salaries.

CREATIVISM 15



Goverment Funding

Besides revenue from advertising, subscription sales, and limited single-copy sales, our magazine is eligible 
to receive some government funding from the Canadian Periodical Fund. Creativism is a magazine that is 
based in Canada, focuses on Canadian content, and aims to promote the creative industries in Canada. It is 
majority owned and controlled by Canadians, and is edited, designed, assembled and published nationally 
within Canada. The 40/60 ad/edit ratio means that Creativism contains less than 70% advertising per issue, 
and as a quarterly publication is published between 2 and 56 times per year.

ATP Formula estimated results, paid magazines [1]
Eligible Copies

Sold
Funding from

ATP ($)

Minimum Maximum Minimum Maximum

2,500 25,000 $3,000 $31,000
25,001 100,000 $31,000 $68,000

100,001 500,000 $68,000 $254,000

500,001 1,000,000 $254,000 $434,000
1,000,001 + $434,000 $1,500,000

Our total paid circulation in first year is 2,500 copies. Based on the table above, our magazine falls into the first 
bracket, and qualifies for $3,000 to $31,000 in funding. Since the distribution of funds in any given year is based 
on the total number of eligible publications, we have chosen to estimate potential ATP funding conservatively 
at $3,000 for the second year (eligibility for funding is determined based on circulation from the previous year).
 
In its second year, our magazine will have a total paid circulation of 5,000 copies. This still puts it in the first 
bracket, so we have estimated government funding for Year 3 at $5,000 (only slightly higher than Year 2) in 
order to avoid unrealistic expectations.

[1] http://www.pch.gc.ca/eng/1318949749487/
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NAME Creativism
FREQUENCY Quarterly (4 issues per year)
COVER PRICE $7.95
SUBSCRIPTION PRICE $14.95
CPM We are aiming for a CPM of $480 by Year 3

Year 1 Year 2 Year 3
Paid Circulation 475 subscribers 950 subscribers 1900 subscribers

100 Bulk Sales 200 Bulk Sales 400 Bulk Sales
50 Newsstand Sales 100 Newsstand Sales 200 Newsstand Sales

Total per issue: 625 Total per issue: 1250 Total per issue: 2500

Print run per issue 675 1350 2700

Subscription strategy Website: 200 Website: 300 Website: 600
Direct mail/email: 60 Direct mail/email: 120 Direct mail/email: 240
Ads: 30 Ads: 60 Ads: 120
Bind-in Cards: 35 Bind-in Cards: 60 Bind-in Cards: 125
Trade Shows: 50 Trade Shows: 100 Trade Shows: 200
Launch Party (only in 1st year): 100

Advertising Ad-Edit: 40-60 Ad-Edit: 40-60 Ad-Edit: 50-50

80 pages/issue: 32 ad/48 ed 80 pages/issue: 32 ad/48 ed 96 pages/issue: 48 ad/48 ed

Full page ad: $800 Full page ad: $1000 Full page ad: $1200



Table 1.1 Subscription Sales Assumptions

Year 1 Year 2 Year 3
Numbers of issues published 4 4 4
Beginning number of subscribers 0 475 950

New Orders (number of new subs sold per year
From website 200 300 600
From direct mail/email 0
Number mailed/emailed out 2000 4000 8000
Net response rate 3.00% 3.00% 3.00% 3.00%
Net new orders 60 120 240
From ads 30 60 120
From bind-in cards 35 60 125
Trade shows 50 100 200
Launch party (only in the 1st year) 100 0 0
Other 0 0 0
TOTAL NEW ORDERS 475 640 1285

Conversions
Last year's new orders 0 475 950
Conversions/renewals 65.00% 65.00% 65.00% 65.00%
TOTAL CONVERSION/RENEWAL ORDERS 0 308.75 617.5

TOTAL SUBSCRIPTIONS 475 950 1900
Subscription rate $11.95 $14.95 $14.95 $14.95
TOTAL SUBSCRIPTION REVENUE $5,676.25 $11,352.50 $22,705.00



Table 1.2 Total Copies Printed and distributed

Year 1 Year 2 Year 3
Numbers of issues published 4 4 4

Newsstand/Single copy sales
Newsstand copies distributed per year 400 800 1,600
Sell-through 50.00% 50.00% 50.00% 50.00%
Net newsstand sales 200 400 800
Cover price per issue $7.95 $7.95 $7.95
Discount to distributor 65.00% 65.00% 65.00%
Net revenue per copy $2.7825 $2.7825 $2.7825
TOTAL SINGLE COPY SALES PER YEAR $557 $1,113 $2,226

Bulk Retail Sales
Copies bulk sales distributed per year 400 800 1,600
Cover price per issue $7.95 $7.95 $7.95
Net bulk sales $3,180 $6,360 $12,720
Discount to retailer 50.00% 50.00% 50.00% 50.00%
TOTAL SINGLE COPY SALES PER YEAR $1,590 $3,180 $6,360

Total paid circulation
TOTAL SINGLE COPY SALES PER YEAR $2,147 $4,293 $8,586
TOTAL SUBSCRIPTION REVENUE $5,676 $11,353 $22,705
TOTAL PAID CIRCULATION $7,823 $15,646 $31,291



Table 1.3 ADVERTISING

Year 1 Year 2 Year 3
Numbers of issues published 4 4 4

Issue Size
Advertising percent per issue 40% 40% 50%
Total issue pages 80 80 96
Number of editorial pages 48 48 48
Number of ad pages per issue 32 32 48

Ad Pricing
Average rate for full page ad $800 $1,000 $1,200
Number of ad pages per issue 32 32 48
TOTAL AD SALES PER ISSUE $25,600 $32,000 $57,600
Number of issues per year 4 4 4
TOTAL AD REVENUE $102,400 $128,000 $230,400



Table 1.4 Expense Projection

Year 1 Year 2 Year 3
Numbers of issues published 4 4 4

Editorial/Art Set rates
Editor $35,000 $35,000 $35,000 $35,000
Writer cost per page $200 $38,400 $38,400 $38,400
Art cost per page $100 $19,200 $19,200 $19,200
Designer per issue $3,000 $12,000 $12,000 $12,000
Website writing/art costs $1,500 $6,000 $6,000 $6,000
TOTAL EDITORIAL/ART $110,600 $110,600 $110,600

Production/distribution Set rates
Number of copies per year 2700 5400 10800
Cost per printed copy $1.15 $1.15 $1.15 $1.15
Printing costs total $3,105 $6,210 $12,420
Website development/maintenance $5,000 $3,000 $3,000
Freight (newsstand) costs $0.40 $160 $320 $640
Postage (subscription) costs $0.59 $1,121 $2,242 $4,484
TOTAL PROD/DISTR COSTS $9,386 $11,772 $20,544

Advertising Sales Set rates
Sales commission and ad revenue 25.00% 25600 32000 57600
Promotional materials per year $2,000.00 $2,000.00 $2,000.00 $2,000.00
Shows and events per year $2,500.00 $2,500.00 $2,500.00 $2,500.00
TOTAL AD SALES COSTS $30,100.00 $36,500.00 $62,100.00

Circulation Promotion Set rates
Circulation Director $18,000.00 $18,000.00 $18,000.00 $18,000.00
Direct mail per 1000 pieces $600.00 $0.00 $0.00 $0.00
Direct email per 1,000 names $100.00 $200.00 $400.00 $800.00
Marketing expenses $3,450.00 $5,400.00 $10,800.00
Fulfilment exp per issue $2.00 3800 7600 15200
TOTAL CIRCULATION EXPENSES $25,450 $31,400 $44,800

Administration Exp Set rates
Rent $1,200 $14,400 $14,400 $14,400
Phone $60 $720 $720 $720
Web access $60 $720 $720 $720
Part-time staff $15,000 $15,000 $15,000 $15,000
Office postage $200 $2,400 $2,400 $2,400
Bank fees $100 $1,200 $1,200 $1,200
Supplies $200 $2,400 $2,400 $2,400
Other expenses $100 $1,200 $1,200 $1,200
TOTAL ADMINISTRATION EXP $38,040 $38,040 $38,040

TOTAL PUBLISHING COSTS $213,576 $228,312 $276,084



Table 1.5 SUMMARY PROFIT/LOSS STATEMENT

Year 1 Year 2 Year 3
Numbers of issues published 4 4 4

REVENUES
TOTAL SINGLE COPY SALES PER YEAR $2,147 $4,293 $8,586
TOTAL SUBSCRIPTION REVENUE $5,676 $11,353 $22,705
TOTAL AD REVENUE $102,400 $128,000 $230,400
GOVERNMENT GRANT (specify) $0 $3,000 $5,000
OTHER REVENUE (in-kind) $15,000 $15,000 $15,000
OTHER REVENUE $68,750 $55,500 $0
TOTAL REVENUE $193,973 $217,146 $281,691

EXPENSES
EDITORIAL/ART $110,600 $110,600 $110,600
TOTAL PROD/DISTR COSTS $9,386 $11,772 $20,544
TOTAL AD SALES COSTS $30,100 $36,500 $62,100
TOTAL CIRCULATION EXPENSES $25,450 $31,400 $44,800
TOTAL ADMINISTRATION EXP $38,040 $38,040 $38,040
TOTAL EXPENSES $213,576 $228,312 $276,084

NET PROFIT/LOSS -$19,603 -$11,167 $5,607
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