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H|11== Business and Consumer Magazine

Ohjectives: After completing this assignment, the student will be
ahle to

1. tell why more manufacturers adverise in magazines than in
any other mass medium;

2 discussthe three basic types of business publications:

3. state the main disadvantage of using magazines as an
advertizing medium: and

4, name four guestions an advertiser can use as a guide for
selecting magazines in which to advertise.
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Business and Consumer Magazine(XH|=5)

hMagazines as we know them today came about in the
late 1800=. Magazines grew in popularity because
railroads were by then carrving mail (including
magazines) from one end of the country to another,
When Conagress passed the second-class postal rate
for publications, lower mailing costs for magazines
resulted. New methods of reproducing pictures and
color made magazines more interesting to the public.

+ Magazine: TAI(Z 2 H2121 R0= 20 magasn{EHE, SHIDIM Q)
came about M HUCH ¥ SHCH (happen: come to pass)
Congress: 22|, ==|(parliament)

Business and Consumer hMagazine(H| s, 49 Zsh 240

In the late 1800= and early 18900=, literary, fiction, and
entertainment magazines were published, These were
the forerunners of many of our popular magazines
today. Ewen though magazines do not account for
the largest amount of advertising revenue, more
manufacturers adwvertise in magazines than in any
other mass medium.
+ literary: & [literature: cf. literacy(EAHH S]]
farerunner: MRE}E, E&Npredecessor ancestor; forebear)
account for @EFH Hgive an explanation. cause)



Business and Consumer Magazine(d|s, 49 240

For example, ook through any magazine and count
the number of advertizers. Then compare this to the
number of commercials on a one-hour TV show. One
feature that accounts for this is the selective nature
of magazines. Special interest magazines offer
business people a unigque opportunity to reach a
select audience. This allows companies with small
advertising budaets to make a large impact on their
target markets.

+ |ook through! A E5HCH &H =2 CHexamine),
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Business Publications (23| 2I81=)
Business publications are designed to appeal to
narrow interest groups — principally business people -
in a nonretail manner. The three basic tvpes of
business publications are (1) general business
(business magazines), (2) specialized business
publications (business papers), and (3) farm
publications (farm papers).

+ be designed to: ~at2| 26 D2HEIHAICH
interest group: O] 2UZEIS
principally: fdBo2 =2 =5 (primarily: mainly: particularly:
especially)



Business Publications (==, 49Z =5})

Business magazines are edited primarily for top
management personnel in companies and
corporations. Most of these magazines are
distributed nationwide, Others are limited to specific
geographical areas. They all carry a areat deal of
business advertising. Because their readership
covers many industries, they are perhaps best suited
for the advertising of big bu=sinesses,

+ 3 great deal of H2(much)

be suited for: ~H| B E&EH be (satisfactory; agreeahble;
acceptable; appropriate; suitable) to]

Business Publications (H|==, 502 ThAHijess

Business pacers (Qr industrial O frade pacers) are
periodicals izsued for a =ingle industry or for people
with =imilar duties in different industries. When they
serve one industry, they are called “vertical” business
papers, such as Sucermarkeaf Mews, Hardware
Fetaifer, and Sporfing Goods Dealer, When they
serve several industries, they are called "horizontal”
papers, such as Advertising Age. Purchasing, and
Chain Store Age.

+ periodical: E2|HE verticall = E HOI(AFHE]
horizontal, =T O EHZZN

5]



Business Publications (HlZ, 50% Zo})

Farmer papers are directed toward a specific
consumer group — farmers. Farming has always been
a family operation, so the editorial content and the
ads concern both the business of farming and the
farm home. No other medium is so specialized for
advertizing products for rural life. An example of this
s The Wallaces Farmer,

are directed toward : ~2 AIZSIHCE operation: =9
iz specialized for ¢ ~Hl BZ=TIH 2UCE  rural life: A|ISHE

Business Publications (HlZ, 50Z S£AH

Business papers are valuable to manufacturers. It has
been estimated that at least eight out of t2n business
pecple ) in responsible positions read one or more
specidlized business publications regularly. Many
=ubscriptions 1o these publications are paid by the
company rather than by the individual, These
publications usually have a circulation of less than
=0,000, but they provide intensive coverage of the
industry, trade, or profession for which they are
edited.
= ) who are?t 2 ratherthan~ ~2t?| EC= 20ld] (LS
coverage: 23(8)
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Business Publications (HlZ, 50% 25}

Because of low circulation figures, most of the page
advertising rates are low compared 1o consumer
publications. More than 50 percent of the business
publications are published monthly, Well edited
business publications or tfrade magazines have high
reader acceptance. They include such publications
as Journal of Markeling, Architectural Forum, and
Journal of the American Medical Associafion. Other
classifications include institutional magazines,
industrial publications, and executive publications
such as Walf Streef Jowrnal and Durds Review,

=Ccompared to: ~3 Hl dsict execytive: AHA 919

Consumer Magazines (==H|AFEHA])

Consumer magazines are usually separated into
general appeal and special interest groups. Feaders
Digesfand People are general appeal magazines.
Vegue, Psirchologr Today, and Ads, are magazines
that appeal to special interest groups. Members of
special interest groups have something in common —
lifestvles, careers, hobbies, etc.

+ 2eparated into: LA XICH 2215 CF
Ms.: 2Z0120l (et B 22 S21K L2 0 H(c. Miss, Mrs.)
something in common: 222 Hd 21{g°l)



Consumer Magazines (HlZxZ, B1ZE F} =)

There is, however, a weakness in this method of
classification because every general publication has
a degree of special appeal, and every special interest
journal has items of general appeal. The variety of
consumer magazines is reflected by the fact that
Standard Fate and Data Service lists over fifty special

interest classifications ranging from art and
automotive to women's fashion.

+ 3 degree of: e @5, 9R219 variety: Cperd
= reflected by:~0f 2lel = SrA50 2ICE ~M ZFLHERLESICE

Advantages (EHR|S| EFA)

Magazines offer advertizers a way (for them) to
appeal 1o a particular type of consumer within the
whole population. Many advertisers use geographic
or special interest editions. Geographic editions
make it possible (for various advertisers) to buy only
that part of the national circulation that matches the
distribution of the advertiser's products or services.,
tany national consumer magazines offer such
geographic editions.

= offer: QISstCH provide) () 210142 =0 (advertisers)
it~ tobuy:iite 2HESEHOIH o 0152 R R SE0 2



Advantages (H|=, 51ZE EI5H

An edition may cover several states, a single =tate, or
a large city with it= surrcunding trading area. Markets
can be identified according to certain characteristics.
Both general and special interest consumer
magazines have along reading life. Magazines allow
the consumer time for leisurely reading. People
seldom read a magazine from cover to cover at one
=itting. They pick it up at intervals. Thus, an
advertizsing message has a chance of being seen
more than once.

= according to: ~ol el allow: EEEHCE 2240l 'Sk
seldom: Hel ~stkl Lt at one =itting 1252 xkelol A
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Advantages (H|=, 51ZE 24N

The length of the reading life of a magazine
and the number of times it is picked up wvaries
with its frequency and its editorial contert.
The availability of color is another kev selling
point of magazine advertising, Color is highly
desirable for such products as food, clothing,
and cosmetics. Most of the color work is
outstanding.

+ such~ as:as0|sIRI 220
ouistanding: Sl A st st



Disadvantages (&H&)

The lag between the time the ad must be delivered 1o
the office of the publication and the date the
magazine appears with the ad inserted is a major
dizadvantage. If a new product announcement about
a product or service is to be made, magazines may
not be the best medium to use. Magazines may ask
for ads up 1o eight weeks in advance of publication.
tany advertizers find it difficult to prepare ads this
far in advance, particularly for new products or
Services,

= A AlHl, FIEHE find: 42+51CH ZCH



