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METHODOLOGIE

Afin de documenter cette recherche, une importaélection de sources a été faite. Nous avons eu

acces a une documentation volumineuse. Elle abd#&hue grace a:

Une vaste recherche a travers le web.

La prise de contact avec certains observateurdquigs de certains pays dont la culture
nous est moins familiére.

Correspondance et entrevues avec différents reaplass d’associations d’éditeurs de
magazines.

Correspondance et entrevues avec des éditeurs.

Monitorage de I'actualité sur le sujet magazine.

Inscription a des newsletters sur l'industrie deamne.

Monitorage régulier dans nos kiosques magazines.

Recensement du nombre d’associations d’éditeunsadmzines.



OBJECTIFS DE LA RECHERCHE

Nous savons qu’en dehors du triangle France — @anaHtats-Unis, il existe une industrie du
magazine gue nous ne connaissons pas ou peu. @stehdans des pays tels que I'Inde ?
Singapour ? La Pologne ? La Scandinavie ? L'Esp&r@uels sont les principaux marchés
émergents ? Quel type de magazine y produit-on 8uEtdté des marchés qui nous sont plus

familiers quelles sont les nouveautés, les innowatP

Le présent travail a d’abord constitué en une pol@rche qui s’est déroulée entre le mois

d’octobre et de la fin mars.

Nous avons tenté de répertorier a travers le méeslénnovations en magazine et de prendre
contact avec des conférenciers potentiels danamegshés. Dans un deuxieme temps, afin de
pouvoir suivre des colloques et conférences inaonsebles de l'industrie qui se déroulent plus tard
dans I'année, nous avons effectué un suivi entegbait du mois d’avril et le milieu du mois de

mai.

En résumé, la recherche aura permis de :

Identifier les innovations, les nouveautés, leséeigmces particulieres dans des marchés
qui nous sont moins familiers

Adresser aussi notre pré-recherche a des marchgsphnus : Europe et Etats-Unis, qui
ont une réalité plus prés de la nétre donc desipkes facilement adaptables.

Identifier des conférenciers potentiels dans casinés.

Analyser les réalisations et la pertinence de ptéseces expériences a la Journée

Magazine 2009 et pour des éditions futures delangée Magazine.

C’est tout un défi que de documenter une réflesianle magazine. On écrit beaucoup sur la presse
papier mais on parle des quotidiens. Nous verrapemrdant que l'industrie du magazine tire

beaucoup de sa vitalité des associations, desqoen Des commentateurs aiment ce média unique.



LE CAS DE L'l NDE —UNE ACTUALITE SIGNIFICATIVE

Mise en contexte — quelques repéres

Population : 1,434, 876, 980 selon les estimé2@@9 (source Answer.com)

L'Inde est le pays le plus peuplé du monde apr€siiae

Vingt-trois langues officiellesy sont reconnues. La langue nationale esthiledi. (Source
Wikipedia).

L’Anglais est la langue la plus répandue dans l¢ieum de communication.

L'Inde est un marché émergent-type. En 2008, levgmement indien facilitait I'acces a son
marché aux magazines étrangers. Des titres coranger's Bazaar Esquire Technology Review
devaient donc apparaitre sur les rayons des kissgyeurnaux des grandes villes indiennes en
2009. Au mois d'octobre 2008, on pouvait lire uticée (voir a la page 6) sous la plume d'Ashish
Sinha, un expert en marketing des marchés émergemsassionné a la recherche de nouveaux
modéles d’affaires. Monsieur Sinha enseigne au rtE&pant de marketing de [I'Université

Wellington, Victoria, Alberta.

Dans cet article, il étudie les conséquences dit¢dsion du gouvernement de favoriser les titres
étrangers sur son marché. Des joueurs aussi inp®igae Hearst ou BBC magazines convoitaient
depuis longtemps le marché indien, a I'annonce ad@dcision, I'AIM (Association of Indian
Magazines) a été submergée de requétes de la'gditedrs. Il faut évidemment comprendre que
I'attrait est grand pour les annonceurs. Toutefe@on I'AIM, le potentiel de revenus publicitaires
était déja atteint. Du c6té du gouvernement, lesures visant a faciliter I'acces aux publications
consistaient principalement en la mise sur piedel’politique de prix plus abordables pour des
publications déja disponibles commewsweekDans un tout autre ordre d’idées, le magazine bie
connuPlayboy planifiait de présenter une version édulcoréesalg@ublication. Avec les récentes
nouvelles que I'on lisait sur la création de HugéffHer — la parution cesserait prochainement a
cause de la concurrence du web et du vieillisserdentectorat traditionnel — il faudra voir

comment évoluera ce projet.

Il est clair que la crise économique a aussi duntiinappé I'lnde a la fin de 2008, cependant ihser
intéressant de voir I'avenir que connaitra le magaz et les vissées des éditeurs étrangers — dans

ce marché émergent une fois la reprise engagée.



L'article d’Ashish Sinha
Foreign magazines make a beeline for India
Ashish Sinha / New Delhi October 13, 2008, 0:4

MEDIA : English magazines account for only 5-7% of the@R€O0 cr of print ad revenue.

With the government easing entry norms for inteamatl magazines, a slew of foreign magazines
in both the news and non-news genre are makingelnbeto enter the Indian market next year.
These includeHarper's Bazaay Esquire In¢ Technology ReviewPlayboy and Business Week

among others.

International magazine groups including BBC MagesgirnTechnology Review Inc (an independent
media company owned by the Massachusetts Insofufechnology), Playboy Enterprises Inc, and
Hearst Communications were among those evaludtieig Indian foray, sources in the magazines

industry said.

The Association of Indian Magazines (AIM), the apsody of Indian magazine publishers, is
flooded with queries from these international magesz on the Indian magazine market for the last

few weeks, according to a source at AIM.

“While Harper's BazaarandEsquirefrom Hearst Communications Inc are almost certaianter
the Indian market, others including BBC Magazirdansueto Ventures and Playboy are serious
about having a local presence,” said a senior dixecof a leading magazine company, which is

also an AIM member.

Though the advertising revenue is heavily skewed waards the English language magazines,

the growth has hit a plateau, according to AIM

Currently, of the Rs 9,000 core of advertising rethat the print medium generates annually, the
English magazines account for only 5-7 per cernt,afhile it's far less for the regional language

magazines, sources say.

“The English language magazines will continue td gehigher share in the media plan of
advertisers and that is why publishers of inteorati magazines in English language are eyeing the

Indian market,” says Anurag Batra, MD and editocivief, exchange edia group, which runs a
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trade portal on advertising, marketing and mediartafrom publishing monthly and weekly
magazines in the same domain. “We would look ahdaing specialised magazines from April,

both in business-to-business and business-to-carsgpace,” Batra said.

The English magazine market is now buzzing withoactfter the Ministry of Information and

Broadcasting (I&B) eased the norms of foreign nemegyazines as part of its print media policy
review. Last month, the ministry allowed the Ind@mpanies to not only publish Indian editions
of foreign news magazines in the country but abeegts permission to insert local news and local

advertisements in any such magazines.

According to experts, this move means the compathes are registered under the Indian
Companies Act 1951 can not only apply for permissio reproduce these magazines locally

(instead of importing them) but can also inseralotews and local advertisements.

Currently, the local editions of international nemvagazines liké&orbesandFortuneare already in
place and will begin production very soon. Othée NewsweekFortune andHarvard Business
Revieware already available in the country but throubéirt distribution arrangement leading
publishers making them expensive. The new normfign news magazine is aimed at making

these magazines affordable.

According to sources, the well-known American meniagazinePlayboy may also enter the
domestic market with a toned-down version. It is\wkn to publish short stories and interviews with
notable public figures apart from other things. ideaCommunications Inc, the publisher of
specialised women’s magazines li&esmopolitanGood HousekeepingndMarie Claire, is also

entering the Indian market very soon with its sitlike EsquireandHarper’s Bazaar

(Source http://www.business-standard.com/inglia/

Pour consulter le site web de l'association degammes indiens : httpwivw.aim.org.in/

L’association est affiliée a la FIPP.

Pour onsulteBusiness Weelen version indienne :

http://www.businessweek.com/globalbiz/asia/india/




SUR LE CONTINENT ASIATIQUE : LE VISAGE DE LA PROSPERITE A SINGAPOUR

Population de Singapour : 4,59 millions (donnée2@M8)
Langue officielle : anglais (le chinois mandarinretlais sont également parlés)
La performance économique du pays est deuxiémedeaelle des Etats-Unis. Un lieu privilégié

pour les investissements.

Un “success story” en Asie : Singapore Press Haidin

CEO : Alan Chan

Siege social : Ville de Singapour

Il nous a semblé intéressant de s'attarder a Bpnise Singapore Press Holdings : un empire
multimédias en pays émergent que I'on cite en exemp évoquant sa capacité d’innovation. En
entrevue, le directeur exécutif (CEO) Alan Charilaie le succés de SPH au fait que I'entreprise a
su développer de nouveaux produits d’'une part’attié part a pu rejoindre les jeunes lecteurs en
passant par le réseau des écoles. Chaque lundimiB® copies d'un supplément spécial
parviennent aux écoles secondaires. Chaque mardijtoe magazinkittle Red Dotencarté dans le
quotidienStrait Timesest envoyé aux éléves des écoles élémentairds. iQidative prend tout son
sens dans une culture qui valorise considérablelimaseignement. De hombreuses campagnes de
promotion sur I'importance de I'éducation font régrement I'objet d’affichage publicitaire. Par

ailleurs des dispositions légales sont prises am@&me sens.

La compagnie a évidemment pris le virage numéri§aas réserve. La division SPH digital Media
Offering comprend des sites alimentés entre awtrg@artir des contenus des quotidiens et des

magazines.

A titre d’exemple citons deux magazines phares piféminins Her Worldet Female Sous la
direction de Caroline Hngui - directrice des pudtiens - la division magazines progresse sans

cesse. Entre 2008 et 2009 plus de dix nouveauss ont apparus.

Combien de magazines en tout pour I'entreprisau® & 100 titres. Il est intéressant de déclirier ic
tous les titres afin de donner une idée des nomsbeeniches que vise SPH. On constate aussi que
certains des titres sont des titres internatior{derie Claire, Men’s Health, donc des adaptations

de magazines pour le marché spécifigue de Singapou



Action Asia, Asia-Pacific Boating, AsiaSpa, Carn@hina Boating, Citta Bella, Eh!,
Female Female Brides, FIRST, GameAxis Online,Gais&k®8T, Glam, Golf Digest,
Hardware Mag, Her World , Her World Brides, HomeD&cor, ICON, ICON Moments, Jet
Asia Pacific, LP Luxury Properties, Marie Claire,aMim, Men’s Health , Nuyou, Nuyou
Time, People At The Peak, pHing, PHOTOVIDEOI, P8eventeen, Shape, Simply Her,
The Peak The Peak Selections Timepieces, Torgumey.hardwarezone.camYoung
Parents, Young Parents Baby, Young Parents PresGude

Les magazines de Singapore Press Holding se rembégalement en kiosque dans I'Asie du sud
est dans des pays comme le Vietnam, la Chine, laisi les Philippines.

Site web a consulterhttp://www.sphmagazines.com.sg/




Du COTE DES JEUNES DEMOCRATIES : UNE ETONNANTE VITALITE EN POLOGNE

Population : + 38 millions
Capitale : Varsovie

Langue parlée : polonais

Un pays relativement petit — 38 millions d’habitart une langue parlée par ces seuls habitants et
surtout une trés jeune démocratie, la Pologneenthke pas exactement la terre promise pour le
magazine. Et pourtant... Comment les choses se padtEs) dans I'industrie du magazine en

Pologne ? Portrait de I'entreprise Agora SA, l'ues plus florissantes entreprises meédia de

I'Europe de l'est.

Agora SA : Un « success story » en Pologne

A partir d'un quotidienGazeta Wyborcza fondé en 1989 au lendemain des élections derRarit

— se sont développé des magazines et des périadigumedehors de I'édition, Agora SA fait
également aujourd’hui dans la production, la vettia promotion de médias imprimés. Enfin, la
compagnie est en contréle de quelques autres teuseles médias (radio) par ailleurs, elle propose

des services publicitaires sur le web et imprim@ubes filiales du groupe sont situées en Pologne.

Gazeta Wyborczeeprésente la publication phare du groupe. LeggdAdgora SA est aussi derriére
I'édition polonaise déVietro — le seul quotidien gratuit du pays — distribué&9% 000 exemplaires

par jour.

Les magazines

On compte une quinzaine de magazines qui abor@snsujets variés, de la cuisine au lifestyle en

passant par la décoration. Voici un bref portraideéux titres

Avanti— Moyenne mensuelle de numéros vendus : 148 Gfflotat : 1 500 000

Avanti — un pionnier dans le magazishopping Mensuel qui connait un succeés reflété dans les
ventes mais aussi couronné par des distinctiori$ndeistrie (Media & Marketing Polska) Aussi
nomméDebut of the Year and Magazine of the Yeéans le cadre du concours Media Trends. Le

magazine a été lancé en mars 2004, surfant saglaevalors nouvelle du créneau alors nouveau et
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tres porteur du magazine de shopping. La formudpaete le genre, c’est a la fois un guide pratique

pour le magasinage et un magadifestyle

Dans la foulée du succesAdanti Agora lancait en 2005 I'équivalentAd/anti pour les hommes
sous le nom dd.ogo. Une initiative audacieuse puisqu'elle s’adressenzarché convoité de

I’'hnomme & qui on parle de shopping et de styleide v

Czterykaty(en anglais : Home Design)

On retrouve cette publication dans les kiosquesiidel®91. Elle aurait la meilleure performance,
parmi les autres revues de son secteur — |la démoratau pays. Des chiffres de 2006 parlent d’'un
lectorat de 3,3 millions de lecteurs et des vede®8 000 numéros. Le succes reposerait sur le

juste équilibre entre les conseils pratiques etdeseils inspirants.

Source a propos du lectorat et de la circulati®alskie Badania Czytelnictwa — 2006

Pour consulter le site web d’Agora S.s&vww.agora.pl/agora_eng/

Pour consulter le site web de Czterykhatip://czterykaty.pl/czterykaty/0,0.html

Pas de site web podwanti
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L A SCANDINAVIE DU COTE DES JEUNES LECTEURS

Lorsqu’on évoque le sujet du renouvellement duokedtpour les publications imprimées, le sujet
reste d’actualité. On sait qu'il y a la un défi.ilSouche les quotidiens, il touche aussi les
magazines. Que peut-on en retenir pour notre prighestrie ? La réflexion, les enjeux et les
solutions qui suivent portent sur les quotidienssrsant adaptables a la réalité des magazines. Des
stratégies a imiter ? Peut-étre. Des questions@oser a tout le moins. Un colloque se tenait en
2008. L’édition 2009 était attendue pour mars. BlEté remise au mois de novembre 2009 pour la

premiere fois de son histoire, faute de fonds.

Le document qui suit est extrait de la programnmatie 2008 du Congres, World Editors Forum

et I'Info Services Exp82008 a Goéteborg.

Plus de 1 500 éditeurs, rédacteurs en chef etsadirecteurs de journaux étaient présents a cet
événement, I'un des sommets annuels de la pressdiai® Il est organisé par I'’Association

mondiale des Journaux sous I'égide de I'’Associasioédoise des Editeurs de Journaux. La Table
ronde est soutenue par Norske Skog, le papetemitional basé en Norvége, dans le cadre de son

partenariat avec I'AMJ pour les activités en fawdujeune lectorat.

Lien internet www.wansweden2008.com/home.php?lang=fr

La Table ronde annuelle sur les Jeunes lecteurs

Stratégies gagnantes pour intéresser une nouvékeration de lecteurs

Les journaux doivent atteindre la derniére génématies jeunes la ou elle se trouve, en faisant
preuve a la fois dauthenticité et d'un sens degdigement. Cette manifestation examinait des
stratégies. Certaines des stratégies les plus nmm&ipour intéresser l'audience la plus diffiéile

atteindre : les parents. Tucher les jeunes lauivlent : des stratégies encore plus inédites pour

intéresser les jeunes lecteurs.

Comment le group&oteborgs-Postern Suede, déja populaire aupres des jeunes d8stsortes
de plates-formes, a réexaminé et réajusté sesteffor troquant ses jeunes reporters contre les
jeunes blogueurs les plus populaires, et en preleacontrble du réseau social qui a le plus de

succes chez les 18-25 ans. Le quotidien matindé eltuxiéme plus populaire au pays.
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Conférencier Anders Goliger, rédacteur-adjointGoteborgs PostersSuede

Conférenciere €ecilia Lénnehed rédactrice-adjointe jeunes lecteuditeborgs PosterSuéede.

Comment fidéliser les jeunes tout en sauvant uneviere

CommentGazeta Wyborczaun journal polonais, a aidé les jeunes a faire différence dans une
campagne locale pour sauver une riviére, et a ésngunouveau public par la méme occasion.

Conférencier Gregory Piechotg Rédacteur de projets spécia®azeta Wyborczaologne

Comment fidéliser les jeunes tout en les aidant darleur carriere

CommentDelovoy Petersburgun petit quotidien économique, a fidélisé seseles d'une fagon
inégalée en utilisant toutes ses plates-formes aioer les jeunes dans leur recherche d'emplei et |
choix d'une carriere.

Conférenciere Svetlana HoroshevaRédactriceDelovoy PetersburgRussie

Lors de cette méme présentatiralynn McMane, directrice, activités en faveur du jeune lectorat
AMJ donnait vingt-cinq stratégies de base qu'edmseillait aux panélistes de commencer a
utiliser le jour méme de leur retour au travailndter, dans toutes celles qui sont retenues ici on

peut sans probléme changer le mot « newspapeargrxmagazines ».

Résumé

McMane says that newspapers are not going anywdretehat we should not reinvent the wheel.
WAN is urging newspapers to celebrate Internatitum@racy Day (8 September) with a story or a

cartoon to inspire youths. Newspaper reading ifach cool.

One way to reach youths is through their parentd @achers, and by using newspapers in
education, a practice that should start beforectiiklren are 13 years old. Press freedom is of
course a basic aspect of using newspapers for eolu@bpurposes.

Teach about press freedom. WAN has done it thr&agio and the Dalai Lama.

Give young people a chance to be reporters.

Start thinking more about the environment, givireyrlife to old newspaper by recycling

them.

Combine youth, newspapers, and tech. "You havéogotolve young people."
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Meet the team at the conference face to face outjtr social networks.

Source :

http://www.editorsweblog.org/world newspaper cosgf2008/06/goteborg young reader roundt

able_aralynn.php

Une innovation a la suédoise : le magazine a porter

A Stockholm, on retrouve le magazifiePost— un magazine hors du commun comme en fait foi
I'illustration qui suit. C’est le magazine a portdrest publié chaque six semaines. Les éditeurs
s’inspirent de I'actualité pour faire [lillustrai qui ornera le t-shirt. Une histoire, celle deméige

choisie est imprimée a l'intérieur. Quelques deublercing cent abonnés regoivent leur exemplaire.

The March 2009 issue of-Post magazine, n capital punishment, with illustratiop David
Foldvari.

It's the magazine you can wear.

Every six weeksT-Postsends its 2,500 subscribers a new T-shirt: Itehasie story printed on the
inside, chosen to make readers think, while onotltside an artist interprets the story to create a

stylishly unique piece of graphic clothing. Theadeehind the magazine is that each design will
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provoke onlookers to comment - and give the owriethe T-shirt the opportunity to spread the
story printed on the inside. The most recent isfm March, addresses capital punishment and

was designed by Hungarian illustrator David Foldvar

T-Post which began in February 2004 and is based inkBtdm, prints only enough shirts for its
subscribers, and back issues are not availableh stie costs €26 and there is a minimum

subscription of two issues.
Peter Lundgren, T-Post's editor-in-chief, has plansreate future editions in a variety of differen
genres, from music to science - but always on TtsHiFor us, it's a way to use fashion and art to

spread the word about things that are importantstand the world, by using one of the best pop

culture mediums ever invented - the graphic T-shixe says.

www.t-post.se
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L’ EXPERIENCE ESPAGNOLE

Population totale du pays : 45 millions d’habitants

Langue officielle et langue parlée : espagnol

Nous observons deux aspects du magazine a l'espagbes magazines d'art ainsi que les
magazines encartés. Du c6té des magazines diamggination ne connait pas de limites. On
explore a fond toute la dimension 3D du magadb®ix initiatives originalesl.a Mas Bellaet

La Lata

La Mas Bella ou La plus belle

En 1993, un artiste Pepe Murciego et Diego Ortizphotographe, lancaient le premier numéro de
La Mas Bella Si la premiere initiative avait l'allure traditioelle d’'un magazine d'art
contemporain, la seconde visait déja a surprend¥e son trou poingconné au milieu. Aujourd’hui,
quelques trente numéros plus tard et six cent lwalidions d’artistes plus loiba mas Bellaest
devenu un must pour collectionneurs. A tel poirbguui a inventé une machine distributrice — la
Bellamatic — pour ceux qui veulent se procurer desiens numéros. Il semble que le dernier

numéro comporte des cure-dents, une miniature wheotgh, etc.

Les deux créateurs a l'origine da Mas Bellaproposent régulierement des performances lors de
manifestations d’art visuel a travers le mondsiajoe des ateliers sur la fabrication de magazines

hors de I'ordinaire.

L’édition deLa Mas Bellaest une entreprise a but non lucratif. Le prixcdaque exemplaire varie
entre 12 et 50 euros (20 80 $ environ)

A 2006 edition of La Mas Bella magazine, entitleal Mas Bella Greatest Hits.'
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It's a wallet, it's an apron, it's a vinyl disc ki selection of sleeves, it's a box of gamesait's
slideshow, it's a home decoration kit... La Mas Bétfanslation: "the most beautiful") is many
things. Above all, it's an experimental art magazipublished in Madrid by Pepe Murciego and
Diego Ortiz. The first issue, created in 1993, lewiike a normal magazine. The second issue was
a normal magazine with a hole punched through tloll]m Then they decided to try something

different.

Around 30 editions later, they've worked with ménan 600 artists to create unique monographic
editions with high production standards. Each issames in a limited edition of 1,000; the latest
issue, "Tapa," includes specially designed tooltgjicsalami badges, a lenticular place mat, a

miniature bottle of vermouth, a hand-tattooed pdagiass and much more.

The magazine varies in price from €12 to €50 andnigrely nonprofitmaking: The creators host
parties to encourage friends to help compile eagly.cThey've also created a special "Bellamatic"
vending machine to sell back issues, and have arkskiops world-wide, one of which led to their

most transient edition yet: the La Mas Bella salamd cheese sandwich.

Source : Wall Street Journal - Andrew Losowskwaje.weekend@wsj.com

www.lamasbella.org
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La Lata

Toujours en Espagne on retroudea Lata qui est aussi un objet pour collectionneurs. Clast
magazine qui est offert dans une boite de consf@ata signifie boite de conserve) né de
'imagination de Manuela Martinez et Carmen PalaclUne autre tentative de repenser le media.
Une parution annuelle qui origine de Albacete abituellement lancée lors de la Foire de l'art a
Madrid.

Two cans olLa Latamagazine.

La Latacalls itself a "magazine object,” and is an esthbd favorite among Spanish contemporary
art collectors. Its name means "The Can," andsthetactly what every issue arrives in. From

restyled food cans to the latest issue, an eiggtiaint can with a fabric fringe, each annuatiedi

is hermetically sealed like a tin of beans — sgaifi want to see what's inside, you have to break
the object you've bought.

It's worth the effort, however — inside each camisollection of unique artistic objects created
around the issue's theme by various artists. La'datreators, Manuela Martinez and Carmen
Palacios, say they "wanted to decontextualize thject of the tin, and generate an element of

surprise" surrounding the sealed contents.

The latest edition is themed "Vice," and includascording to its creators, 70 pieces that are
reflections on everything "fromchocolate to bitipgur nails." Each issue is published in a limited
edition of a few hundred and costs €26. Producedlbacete, Spain, the magazine is usually
launched at the Madrid annual art fair ARCO in feeloy.

Pour lire sur le magazineww.lalata.es

Source : Wall Street Journal - Andrew Losowskywsje.weekend@wsj.com
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Yo DonaetMagazine

Des magazines plus classiques — Les valeurs apd&ER presse quotidienne.

Il N’y a pas que les Francais, un exemple conna cloeis, qui encartent des magazines dans leur
édition du Figaro du week-end. Avec un tirage desple trois cent mille exemplaires (source :

http://www.linkedin.com/companies/el-mundo en 20@8 quotidien EI Mundo ( El Mundo del

Siglo XXI) est le second de sa catégorie en Espagee espagnols sont fous des magazines.
Lorsque le quotidien a été lancé, il y a vingt a&is) de se démarquer de la compétition, I'idée d'y
encarter deux suppléments s’est imposée. Dona et Magazine sont complémentaires de El
Mundo. lls partagent avec lui le souci du graphisdeel'illustration, bref du visueMagazineun
grand illustré papier couleur ressembleNaw York Timesmagazine, caricatures, entrevues,
reportagesYo Donaen papier glacé couleur traite de l'art de viwe,y retrouve les annonceurs
classiques dans les féminins, griffes de vétemeijtitiers, de grandes marques comme Lancéme.
Le contenu n’est pas en reste. Des reportages rdederticles de fond, etc. Le tout se vend 1.30

euros (presque 2 $) pour un tirage d’environ 300 épies.

Yo Dona fttp://www.elmundo.es/yodona/

www.elmundo.es

Ces magazines sont en piece jointe de ce dossier.
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L’ ORIGINALITE MANIERE BRITISH

En Angleterre, Freestyle : une autre initiativeréaouveler le média imprimé

La prétendue déroute de I'imprimé n’empéche pasnlesvelles initiatives. Dans un récent
répertoire des innovations dans le domaine du niggale journaliste Andrew Lozowsky, en plus
des magazines d’art espagnol et du T-Post suéslasue le cas dereestyle un magazine art de
vivre qui se présentera comme un frisbee. La parudu premier numéro est prévue pour le mois

de juillet. A sa téte, un ancien du magazine Vogiugu newshebdo allemaikr Spiegel

Freestyle

Launching this JulyFreestyleis the creation of Berlin-based fashion photogeand flying disc
enthusiast Jason McGlade. Each issue of the magadihbe printed in ink on paper; however it
will be circular in shape, and slotted inside ssbBee that has been styled by a selected designer or

illustrator.

Invented "for creative people who like to play,'etimagazine will feature art, design, fashion,
lifestyle and of course Frisbees. Mr. McGlade, Bt@e's editor-inchief/ creative director, says the
Frisbee "appeals to all design-minded people whweajiate a piece of plastic that is so simple yet

can fly and inspire people — a true design classic.

Originally from the north of England, Mr. McGladasi shot photos fovogueand Der Spiegel
among others. His catwalk access means that igsoeofFreestylehas already been photographed
in the hands of some top fashion models. Issueinreelimited edition of 5,000 at a price of €1%, i
about to become available in select stores worliewand on the magazine's Web site. As the

Freestyleslogan says, catch it if you can.

www.freestylemagazine.co.uk

Source Advertising Age.com
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DE NOUVELLES MANIERES DE FAIRE

La morosité ambiante n"'empéche pas les amoureurafjazine de tenter quelques audaces, c'est

le cas de Tyler Brllé avédonocle

Le cas de Monocle : I'approche de Tyler BrQlé

En 2007, I'éditeur Tyler Brdlé, un canadien d’onigj décide de lancélonocleun magazine qui
par son ambition aux niveaux éditorial et visusésdistinguera des autres titres en kiosque. Brilé
déja fait sa marque avéWallpaper un titre qui a modifié la perception du magadifestyle &
travers le monde. AveMonocle il veut répéter I'exploit dans le créneau du nzawga socio-

politico-culturel.

Le concept déMonoclerepose aussi sur une réalité géographique. Le siégal du magazine est

a Londres avec des bureaux a Tokyo, Sydney, New &oZurich.

Monocleest donc un newsmagazine qui porte sur des stgetge la politique internationale, la
culture et le design. Les correspondants viennentnddias aussi prestigieux qliee New York
Times The Independent on Sunddsg BBC, CBC. Monocle.com, le site web connexe tess$

régulierement mis a jour avec de I'information céénpentaire

Le graphisme est tres soigné. L'aspect volumineaacparution — tranche allemande bien entendu
- évoque davantage le livre que le magazine. Cestbjet a la fois robuste et compact, léger dacil

a transporter que I'on voudra collectionner.

Aussi complétement & contre-courant alors queridaiece générale est a raccourcir avec ce qu’'on
observe du coté de I'agrégation de contenus, leariiagMonocle publie des articles longs. A la
rédaction, on ne lésine pas sur les moyens en codan& des articles & des correspondants a

travers le monde sur des sujets qui aussi meteebdivant des sujets qui touchent a I'international

Le magazine parait 10 fois par année, chague nucaénpte en moyenne 300 pages. Depuis la mi-
avril - le lancement a eu lieu a Paques - il existe boutique Monocle. Elle est située a Londres.

Une boutigue associée a un magazine ? Beaucouipediéden révent.

Un exemplaire du magazimdonocleest déposé avec cette recherche.
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L’ AUDACE COMME ARME

“These are publications that revel in their 3D-pesggecial objects that demand deeper interaction
from their readers than the average print magadiaking advantage of recent advances in printing
technology, these publications are determinedlycanformist in everything they do. But they are,
in essence, magazines -- curated, regular congkatdof content with clear selection criteria,
consistent design and an individual voice.”

Source : Wall Street Journal May 15, 2009 05:

La place du magazine que I'on commencait déja ansgr avec la compétition du web. Il s’agit

maintenant de repousser les limites, d’exploitetds les possibilités du magazine.

A propos deTPost— magazine suédois, #feeestyle- magazine british, dea Mas Bellaet deLa
Lata — magazines espagnols, un article d’Andrew Losgwskité précédemment) du Wall Street
Journal cite quelques exemples ( mentionnés daine dossier) de magazines qui vont plus loin

encore que ce gu'avancera David GrangeEstguire

C’est aussi I'opinion de Gunnar Brune — directeéndyal de Lowdeutschlan Love Gunnajui
s'intéresse a I'évolution de stratégies multiplatefes des médias. Il nous parle ici du magazine
Rampsur la culture automobile dans son PersonalizegisNapers and Innovative Ads Show Print

Is Far From Dead.

“With major U.S. newspapers going out of businessrdine only, it's no surprise that doomsday
prophets of print show up everywhere. In our agemegting last week, the representative of an
online gaming company was raving about the deatbriof, which, he said, is to come in the near
future. He didn't get the desired response, asteesie mounted in his Facebooked, MySpaced,
YouTubed, Skyped, generally digitalized audienceda later the agency intranet was filled with
jokes about the guy's bold statements. The peapgisiaudience were certainly "digital” - but they
could not live without those special design magezipiling up everywhere in the office. And more
and more show up on the market: See for examplavtmelerfulRampfor automobile culture that

was awarded best in class at temd-Awards 2008
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"
Ramp was awarded best in class for automobile reulttithe Lead-Awards 2008.

Print is as dead as painting was at the dawn ofoghaphy. That is: Print is not dead, there is a

future. And you can glimpse that future in the Ganrgities of Leipzig, Berlin, and Hamburg.

In February Axel Springer Verlagone of Europe's biggest publishing houses angtibésher of

BILD Zeitung, announced the introduction of a fast-moving comsugoods-oriented print-pricing

model. The idea behind it is to haaeompeting offeagainst TV and online for broad mainstream

audiences that would normally be addressed by thmesba (only 8% of the house's ad revenue is
estimated to come from FMCG). The performance iasueed in ROI on invested media spend.

With less performance, the price goes down.

Such a model implies changes that go far beyondewenue stream. Imagine a publishing house
with an inventory of contracted ads that now havedliver a certain performance. This can have
quite some impact on the configuration of contard imagazine or could even lead to special issues

with specific performance-based ads.

Source : adage.com/globalnews/ 13 mars 2009
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L’ INTERNATIONALISATION : UNE SOLUTION D’AVENIR ?

Historique du phénomene

Une autre des manifestations importantes de ls@mesgazine dans les marchés d’ailleurs — qu’ils
soient émergents ou non — est certainement incatage l'internationalisation des titres. Nous
parlons ici de ces magazines dont la marque seuretrdéclinée sur différents marchés. Citons a
titre d’exemple, I'édition duMarie Claire un féminin originaire de France qui est présenmtsda
plusieurs marchés (24 éditions du magazine publi&3eangues) ou dden’s Healthun magazine

pour hommes distribué dans 22 marchés distincts.

L'association FIPP (International Federation of theriodical Press) publie annuellement une
somme d'informations utiles a quiconque s'intéremseujet de la presse imprimée dans Magazine
World.

En 2005, John T. Cabell, alors a la téte de I'emise Cueball Media (une entreprise spécialisée
dans les contrats de licences et contenus) prdapaesas la publication une historique éclairant du
phénoméne de l'internationalisation des magaziDems The birth of cross-border publishing
Cabell rappelle que les années 1990 marquent &t d&ln véritable essor de I'internationalisation
des titres. On attribue cette croissance au pouloia marque, a la digitalisation des contenusi ain
gu’aux demandes a la hausse de I'industrie debéiqité. Les Européens sont des précurseurs dans
le domaine : Francais d’abord, Allemands ensuit&visupar les Britanniques qui ont trés

agressivement attaqué le marché indien.

Toutefois, cette idée de faire traverser les fege8 a un titre qui fonctionne bien dans un marché
donné remonte a plus loin dans le temps alorsegi@néricains prétaient déja Disney a différents
lectorats.

Quelques exemples a travers le monde

En Amérique Latine, Editorial Televisa origine de edto en 1960 (source:

http://www.esmas.com/editorialtelevisa/) pour ditfn par la suite — en langue espagnole bien sdr,

dans tous les pays d’Amérique Latine.
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Au Brésil on a le cas d’Editora Abril qui donne sessivement naissancesamanaripaMia, et a

Caras

En Asie aussi la tentation de linternationalisatiest forte. Depuis le Japon, Nikkei Business
Publications s’établit d'abord a Hong Kong en 128@s que Kadokawa Shoten vise Taiwan en
1998. Singapour Press Holding étend ses opératians tous les territoires avoisinants: La

Malaisie, la Thailande et I'Indonésie.
Il faut retenir de cette pratique d’internatiosation des marques que plusieurs cas de figures
peuvent étre choisis par I'éditeur, de la licenck goint venture en passant par la filiale. Des

avantages financiers et des risques sont liésguetapproche.

Quelques considérations sur un cas-type : Madamerbi

"With weekly circulation in excess of half a miltiocopies and annual ad volume of more than
2,300 pagedyladame Figarocan hardly grow much further in the French markéith the strong
international image of French fashion, accessociesmetics, lifestyle and culture, it made sense to
spread worldwide. "Conversely, publishers in adadgveloping market such as China are fully
pre-occupied with their own country's myriad oppmities (which, of course, make them prime

import candidates). Patrick Moreau cité en exerppleCabell.

Le cas de Madame Figaro représente un parcoursesibgMonsieur Patrick Moreau — directeur
des éditions internationales de Madame Figaro awa#g accordé une entrevue en 2007, nous en

reproduisons ici les extraits qui vont dans le skneette recherche.

Q- Croyez-vous que l'internationalisation soit woée d’avenir pour d’autres titres ?

R - Les éditeurs québécois -et plus largement ¢ansdont une carte formidable a jouer
pour stimuler leur croissance : le bilinguisme.lélur permet de transposer efficacement
des concepts d’'une culture a une l'autre. C’estrldatout majeur pour devenir acteur de
l'internationalisation. De plus, pays d'accueil, @uébec peut facilement recruter un
personnel qualifié parlant toutes les langues dodaoEnfin le Québec, tout en gardant son
droit & la différence, a l'esprit d’entreprise nanthéricain. Reste a identifier des titres
guébécois offrant un potentiel d’internationalisati Que leurs marques soient déja

connues hors des frontieres d’un large publizesitout mais cela n’est pas indispensable.
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Q- Quel est le gage de succés d’une internatiGriegis réussie ?

R - Personne ou presque ne connaissait MadameoFgyarAsie (Chine, Corée, Japon,
Taiwan, Thailande). L'essentiel est que la marquie reconnue des annonceurs. Qu'il
s'agisse d'un titre féminin, ou d’'un titre spécédli(automobile, informatique, décoration,
péche, finances, voyage et découverte, voile éttiyay; jardinage, etc...). Les segments

sont nombreux.

Ensuite, il faut que le contenu rédactionnel puétse mis facilement a la disposition de ou
des équipe(s) locale(s). Cela permet de précietkmmsomies sur les colts rédactionnels —
en amont comme en aval. Toutefois il faudra obtigament créer un contenu local pour
apporter un service veritable aux lecteurs vis@suger la diffusion et donc mieux séduire
les annonceurs. Ceci devra étre fait dans le resjgetADN du titre d’origine (qui a fait
son succes) et de la culture du pays d’accueiinEmffaudra accompagner la naissance du
titre internationalisé : formation des équipes @citbn, mise en page, gestion, promotion,

...). Et en soutenir la croissance en épaulant caipég|dans le temps.

L'ensemble de ce plan s’inscrira dans un contdafelut organiser une licence, une
licence+une Joint Venture voire une filiale entieemt ou partiellement contrélée. Les
parties (I'une apportant la formule d’'un magazinel'autre I'expérience d'un marché)

auront a s’entendre sur des objectifs prédéfinis.

Les marchés d’Occident sont mdrs et encombrés. dexgs est souvent colteux et risqué.
Mais le monde est vaste. Chine et Inde, par exemffient des opportunités fantastiques.
Malgré la montée de l'information digitale, I'infmation magazine a encore de beaux jours
devant elle. Et la meilleure fagon de ne pas slibternationalisation reste encore d'y

participer activement.

Pour étayer ces propos, nombre d’exemples seraiefitvelopper sans nécessairement
n’évoquer queMadame Figaro La réussite internationale de nombreux groupeg dos
concurrents immédiats lillustre bien. Dans [linthiss de la communication, le
Commonwealth s’est montré trés entreprenant. lglesieurs Canadiens ont su former des
groupes de presse quotidienne s’étendant jusquzdade Bretagne. Aujourd’hui c’est un
Australien qui se taille un empire. Ce qui se fait achat peut aussi se faire par création.

Surtout si on parle de magazines.
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Du COTE DES MAGAZINES AMERICAINS

De nombreuses disparitions entre juillet 2008 goard’hui...

L'impact considérable de la crise économique awts=t)nis — combinée a la crise qui sévissait
déja dans les médias imprimés — est-elle en timimodifier profondément l'industrie du magazine

américain ?

Entre juillet 2007 et le moment ou nous déposongapeort, 23 titres de magazines ont cessé de
paraitre aux Etats-Unis et pas des moindres. & titexemple, fin du magazinBoming un
magazine plein de promesses, couronné de récongppeasd’industrie qui n‘aura été que quatre
ans sur les stands. Evidemment I'impact considérdella crise immobiliére américaine fait mal a
des titres qui se consacrent a la décoration etgzi Mais I'arrét de publication n’a pas frappé qu

les magazines de déco.

On compte également des victimes dans les magadmesche comme le magazifieavel &
Leisure Golf(1998- 2009) dont la circulation et les revenubligitaires ont baissé en 2008 malgré
la distribution gratuite d’exemplaires dans lesdaux de médecin par exemple, Ballmark
magazine un titre qui ciblait sur sa notoriété de sa marquur se distinguer de l'offre déja

généreuse dans ce créneau de féminins.

A peu prés a la méme période, quatre publicatiprepriétés des grands groupes visant un lectorat
jeune cessent d'étre en circulation. On parleGhsmoGirl et du Teen magazinehez Hearst
Magazines et dille Girl de chez Hachette alors que chez Conde Nast, éte dar publication de
Janetandis que Time Inc a fermEeen PeoplePeut-on penser que I'imprimé rejoint moins les

jeunes nouveaux lecteurs et qu’habitués a la géatweux-ci n’achétent pas...

Ce n’est pas I'hécatombe qui a décimé I'industge duotidiens mais comment doit-on interpréter
cette série de disparitions dans un laps de tengmug. Est-ce un effet de la crise de I'imprinteé,
média magazine ne serait plus assez apprécié poamtg une croissance des revenus publicitaires,

ou le fait de la crise conjoncturelle ? Il est sdaste trop tét pour I'analyser.

Des statistigues a interroger... Selon mediafindex, Etats-Unis, au premier trimestre 2009 : 110

magazines ont été lancés, 95 ont cessé de paghil& ont continué leur activité uniquement sur

internet.
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UNE AUTRE APPROCHE : L’ AGREGATION DE CONTENU

Le success story de The Week

L’exemple deThe WeekThe best of US and International Media). L'adéiptad’'une formule
originaire du Royaume-Uni qui a été implantée atat€=Unis en 2003 . Un newsmagazine qui
traite principalement d’actualité, d’économie. Wrrhat standard, une couverture classique... et
une croissance enviable dans le lectorat et desnaenrs qui suivent. A quoi tient le succésTte
Week?

Comme on peut le lire sur le site web du magaZiiie"Week distills the best of US and Foreign
Press into 44 pages”. haque semaine, le magazopoge donc sa lecture de l'actualité qu'elle

condense en une quarantaine de pages.

A la téte deThe WeekSteven Kotok vient du monde de I'édition il alabad collaboré au magazine
Maxim lancé en 1996 pour ensuite devenir en 1997 direades affaires internes chez Dennis

Publishing. Il a été nommé directeur général'de Weelen aolt 2007.

Source : (EON Enhanced Online News - August 297 2(019)

Steven Kotoknous accordait une entrevue par courriel le 3 avri

Q - What gave you the idea a UK magazine litee Weekwould work in the United
States?

A - We didn't feelThe Weekvas particularly British. There are busy, sophatd people
all over the world in need of a filter to selecetmost interesting opinion. Other that
incredibly specific details, there, and some déferes in market structure, there was
nothing about the editorial product that we feltuleb make it work in one developed

territory but not another.

Q - Most newsmagazines are going through a diffiwule while The Weels increasing its
readership. In a media environment where printrishe decline what do you think the
reason is for your success and increased readétship

A - The success that we have had has been due tgutdity of the editorial format and

execution and the utility of that product to ourmders’ lives. Not only do they enjoy
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reading it but they find it an essential part oking sense of the world. | think certain print

products are on the decline and as such print gmeggte is on the decline but many print
products that have been and continue to be reldweatieir audiences are just as relevant
now as they have ever been and as such are dolhghlge many print products are on the

decline because of the lack of ad support anddbées not indicate anything about their
reader support — however magazines that derive &#eir revenue from advertisers have
lost the incentive to be driven to satisfy the e¥adnd are also very vulnerable to ad

revenue declines. More than half our revenue derfragn our readers.

Q - What is the stand of the editorial team on palistic neutrality? How do you select
your sources ?

A- We are more interested in what makes a partiquiditical issue fascinating than what
the right answer is. We try to select the sourtes put forward an original, persuasive,
interesting argument and that together tell a stput the issue at hand. It is very

important how they all fit together.

Q- What do the readers appreciate about your mag&zCould it be that there is a number
of different sources or perhaps it can be attrithtivethe editorial comments of your staff ?

A - They appreciate that they can count on our gelgcting the best perspectives and that

we respect their time. They also appreciate thasaesn to enjoy this.

Q - Briefly can you describe how do you use the ®eb

A - Online we provide snapshots of the opinion eyas$ it develops and as debate develops.

Un exemplaire de The Week est déposé avec cetterde.
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L'agréqgation de contenu en France avec I’hebdo Vedid

The Weeltait des petits. Il existe aussi un équivalenhdaisVendredimais on y inverse le rapport
entre le site web et la version papier . Comme nleuslit I'éditeur, face a la montée de
l'information sur internet, la version papier dadbdo adopte la position suivante « if you can't
beat them, join them ». A la différence Tee Weekcette autre maniére de faire de I'agrégation de
contenu a été lancée juste avant la crise éconemigentrevue que nous avons réalisée avec
Emmanuel des Moutis - directeur de la publicatifait état des espoirs des fondateurs mais aussi
de leur réalité économique qui n'est pas facilerdmtabilité n'est pas encore au rendez-vous, les
annonceurs tardent mais la formule est gagnanta seix. Il faut lui laisser le temps de faire ses

preuves.
Une premiére entrevue nous a permis d’'obtenir qigslinformations générales &tendredi
L'idée de Vendredi a été inspirée par The printed.b
Le premier numéro a été lancé le 17 octobre 2008

Equipe : Il y a cing journalistes qui travailleniedsalle de rédaction. Un maquettiste.

La formule éditoriale est simple : On commenceyamonitorage a partir des blogues référenceés.

Ensuite la sélection se fait. Quelques articles sepris sans valeur ajoutée.
Leurs trois sources pour le contenu :
1. Les sitegure player. Par exemple le quotidien publié dans inteRt 89
2. Des journalistes télé-radio ou de magazines corerhlvel Obs qui ont des blogs.

3. Des blogueurs citoyens.

L’obtention de droits sur les contenus est le fdlilne négociation assez simple. Il y a demande

d’autorisation et ensuite reprise apres achat oiégsdiun dédommagement symbolique).

Le site welrorporateétait en chantier au moment de notre conversation.

Le magazine — c’est un journal papier du formaCémard Enchainé- compte huit pages et sort

chaque vendredi.
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Une seconde entrevue avec Emmanuel de Moutis @téée par courriel

Q - Les collaborateurs déendredisont-ils des permanents ou ce qu'on appelle isi de
pigistes, soit des journalistes que vous rémun&rfezpiece. Peut-étre aussi que votre salle
de rédaction emploie autant des collaborateursapéque des journalistes exclusivement
attachés a I'hebdo.

R - ChezVendrediil y a 3 journalistes permanents, plus un stagieirdes pigistes venant

en renfort sur les numéros spéciaux.

Q- Avez-vous quelques abonnés ?
R - Nous avons aujourdhui peu d'abonnés (500) naia/ons pas fait de
marketing/promotion autre que ce que l'on peutvieoudans le journal, nous allons

augmenter le prix et développer I'abonnement.

Q - Y a-t-il des données sur la moyenne d'age ddeateurs ?

R - La moyenne d'age de nos lecteurs est 39 a#sddHmmes.

Q- Je n'ai pas vu beaucoup de publicité dans leérmmue jai. Quelle proportion de
revenus publicitaires finance votre hebdo ?

R - Nous avons eu un peu de publicité au démamages maintenant, le marché de la pub
presse est en baisse de 30% en France c'est tr@outules petites publications récentes
comme la n6tre. Nous espérons faire environ 5/€ @&0pub (soit 20% de nos revenus) par
numéro dans un marché « normal ». Aujourd'hui,re@enus sont essentiellement la vente

au numero mais nous perdons de l'argent.

Sur le site de Vendredi

Internet change la fagcon de produire et consomimgorimation. Le référendum de 2005 sur la
constitution européenne a sans doute été I'évértenpgina généré une prise de conscience
collective de ce changement. Aujourd’hui, le pubfie s’y trompe pas, l'audience des sites
d’information et des blogs se développe rapidematrde sont plus de la moitié des francais qui

s’informent régulierement sur internet.

Vendrediest le premier hebdomadaire d’actualité issu de tte nouvelle époque ou la Toile

s'impose comme une véritable source foisonnante dformation et de débats d’idées.
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Vendredi fouillera parmi les 60 000 sources du Wekdonnée Wikipedia), énorme masse
d’'informations, d'articles, de blogs pour publiees| informations les plus pertinentes... et

impertinentes.

Car l'info sur le Net est différente, plus irrévérecieuse, avec un ton souvent plus libreDes

idées, des débats, des polémiques mais aussi dendénie et I'actualité des médias et de la
technologie. Des dessins aussi. Et bien sOr undpedétente avec les blagues qui circulent sur la
toile. Encore faut-il trouver, évaluer, et sélegtier a bon escient toutes ces informations
disponibles, identifier les bonnes sources, rep@®mpoints de vue les plus décalés, vérifier les
infos, éviter les faux scoops. Tout semble acckssilr Internet, mais au prix de combien d’heures

de recherche quotidienne derriére un écran ? Dieetfoet de lecture, d’évaluation et de sélection ?

Parce qu'il puise dans cette source d’informationvelle,Vendrediproposera chaque semaine

un nouveau regard sur I'actualité. Plus libre, plusndépendant, plus tranchant.

Cet engagement et ce positionnement du titre seeofdrcés par I'équipe de rédaction, dirigée par
Jacques Rosselir(fondateur de Courrier InternationaBhilippe Cohen (associé a la création de

Marianne) ePhilippe Labarde (ancien de La Tribune et du Monde).

Vendrediest tout sauf un journal de « synthése objectivedu Net Il débusque chaque semaine
les idées nouvelles et les points de vue originauxdécalés qui s’expriment sur le réseau. Pour

proposer un hebdomadaire d’actualité différent.dwait vraies pages... en vrai papier !
Vendrediest sans aucun doute la premiére d'un ensembigiakives qui marqueront le retour du
papier en complément d’Internet, dans un univessnaiédias parfois résigné face au développement

du tout électronique.

Source http://www.vendredi.info/hebdo/journal.html

Un exemplaire de Vendredi est déposé avec cetheree.
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UNE AUTRE APPROCHE DE L’ AGREGATION POUR LES GRANDES ENTREPRISES DE PRESSE

Time Inc, grande entreprise de presse magazingjiviséon deTime Warneia été durement
frappée par la crise économique. Sur le site w&déesse

www.timeinc.com/aboutus/companyprofile.pbp peut bien entendu lire un portrait qui met en

lumiére les succes de I'entreprise. Le fait qustde plus grand éditeur de magazines aux Etats

Unis.

Portrait officiel de I'entreprise

Time Inc., est une filiale de Time Warner, c’esplas grande entreprise de publications magazines
aux Etats-Unis. La marque se déploie aussi suetlesar le cable etc. Les publications de Time Inc.

rejoignent 100 millions de personnes. Le magaRieepleest lu par 40 millions d’individus.

Sur le portail du site web de la compagnie, on paussi lire :

Time Inc. brands have also experienced great ssidnethe past year with mobile. In March of
2008, People.com's mobile site attracted more 1@an million users. CNNMoney.com announced
in December of 2008 that it was the number one ladiie in the business/finance category. This
put CNNMoney.com mobile ahead of other financiabitesites including Yahoo! Finance, Wall

Street Journal and CNBC.com.

Time Inc. has also extended its brands to televigissencéras teamed up with Warner Bros. TV
to expand theEssencebrand, including the production of an original ithg video series called

"Extra." In additionPeopleen Espanol has joined in partnerships with Teledouand Univision.

And there's more. In the fall of 2008, Time IncudnahedMaghound a new online consumer
marketing vehicle that allows customers to purclagdescriptions to several magazine titles for a
monthly rate. The company has also been activeambknetworking; in late 2008, People.com
launched PeoplePets, a social network for pet csymérile SI Digital debuted the first-ever fantasy
football game for Facebook. And recently, Life @hdogle announced a partnership for more than

10 million images from the LIFE Photo Archive tofmade available on Google Image Search.

Time Inc. continues to transform into a multi-ptath publishing company that creates, sells,

aggregates and delivers outstanding branded content
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A la lumiére de cette lecture, il est intéressantig I'entrevue qu’accordait en mars la dirigeant

de Time Inc Ann Moore a dehe EconomistL_a perspective est un peu plus réaliste.

La technologie dit-elle d’entrée de jeu doit é@esblution et non le probléme. Cependant, il faut
rappeler que de faire de I'information occasionrtetgours des codts, il est illusoire de penser que
d’avoir un reporter & Bagdad n'occasionne pas dgmmses. A Time Inc., la recherche d’un
nouveau modeéle d’affaires a mené a la créatioMihe - une approche du magazine sur mesure.
Moore selon qui il est inutile de sans cesse rappple les jeunes lecteurs ne voudront pas payer
pour du contenu, croit qu'avec cette propositionserdirige vers un modéle rentable. Awéine,

les lecteurs trouvent sur le site de Time Inc déisles de huit différents magazines et peuvent
sélectionner, selon leurs intéréts un ensembltid&s. La version de ce magazine personnalisé est

offerte en ligne ou imprimée.

Pour consulteMine dont le slogan est My magazine, My wattps://www.timecmg.com/mine/

Le déclin des newsmagazines et les alternatives

Les newsmagazines ou les hebdomadaires d’actoalitthormément souffert de la concurrence du
web. Dans les derniéres années, le lectorat duzimajéimea décliné de 22 %. Ce qui a amené ce
qui fit autrefois LA référence en matiere de nolesh explorer de nouvelles avenues. L'une étant
une tentative d'aller chercher de nouveaux revguiicitaires, I'autre étant de proposer plusieurs

versions d'un méme numeéro selon le lectorat.

Mine : le magazine sur mesure

En grave perte de vitesse, le magazine Time in@eee une nouvelle approche : le contenu sur

mesure. L’article suivant rend compte du calcutideg I'initiative.

Time Inc.'s new made-to-order magazine lets readetsilor content (The Canadian Press)

By Ryan Nakashima, The Associated Press
LOS ANGELES - Time Inc. is experimenting with a tarmized magazine that combines reader-

selected sections from eight publications as édisttb mimic in printed form the personalized news

feeds that have become popular on the Internet.
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Called "mine," the five-issue, 10-week experimelsbaligns readers with the branding message
that its sole advertising partner, Toyota Motor [Cohas for its new Lexus 2010 RX sport utility

vehicle: It's as customizable as the magazine icarits ads.

The magazine is free but the print edition is ladito the first 31,000 respondents, while an online

version is available for another 200,000. It's calgilable to United States residents.

Sign-ups are available immediately at http://wwweinc.com/mine, with the first issue to be
shipped in the mail in early April, and then oncerg two weeks. Online subscribers will get
digital editions that look just like the printedrs®sn, but in a special format that allows virtpage

turns with clicks. A promotional push for the maigazkicks off Friday.

Readers can select five titles from eight publishgdsubsidiaries of Time Warner Inc. and
American Express Co.: Time, Sports lllustrated,d~&3VNine, Real Simple, Money, In Style, Golf,

and Travel + Leisure.

Editors will pre-select the stories that make fbiavery biweekly issue, and readers won't have the

option of changing the picks from issue to issue.

There are 56 editorial combinations in all (the WUV has 22 customizable settings, plus eight
options handled by a dealer). Those who fill oubaline survey will also find that advertisements

fit their personal circumstances in a form of hyfsgeting.

A sample ad tag line for a respondent named Dalie, lives in Los Angeles and eats sushi, might
read: "Hey Dave, your friends will be really impsed when you drive down Van Ness Avenue on

your way to get sushi."

Lexus, which came up with the idea, will be thed@dvertiser and will buy four full pages of ads

for each 36-page magazine.
"I wouldn't call this an ad, this goes much beydhi," said David Nordstrom, Lexus' vice

president of marketing. "Our message of ‘drivepiresd’ and ‘customization' will come through a

lot stronger."
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Without specifying, Nordstrom said the venture wiid cost more than other advertising campaigns.
He suggested that the potentially higher costadifidualized printing would be worth it if the ads

got a better response from a greater number oéread

Both companies plan extensive research on how cosrsureact.

Time Inc.'s president of advertising sales and etarly, Stephanie George, said the magazine

strikes the right balance between reader choicssréising and the company's editorial control.

"This is the most unique project that we've evenadthat combines their messaging with our

magazines," she said. "It also showcases our gt

The "mine" experiment represents the latest effgrtraditional media organizations to appeal to
readers increasingly accustomed to picking and sihgowhat they read on the Internet. Online
advertising, through growing, hasn't generated ghotevenue to offset declines in print;

personalized print products could help fill somehaf gap.

This summer, MediaNews Group, publisher of The [@erRost, the San Jose (Calif.) Mercury
News and other newspapers, plans to experimentitsittwn reader-created publication, likely at

its Daily News in Los Angeles.

Readers will be allowed to choose specific stor@sthose by author, keyword or subject. The
customized publication will be laid out like a ngaper and sent with targeted advertisements as a
digital "PDF" file for printing at home or viewingn computers or mobile phones. Details on that

venture are expected next month.

Joshua Benton, director of Harvard University'smi@ Journalism Lab, remained skeptical of the

ventures.

In Time's case, for example, the use of a singleider does not allow for targeted marketing the
way Google Inc. has succeeded with matching ads user's search terms or a site's content. In
other words, Lexus won't be selling golf balls ddhki pants even if a reader's editorial picks

clearly signal an interest in those products.
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A blog on the Nieman site likened the MediaNewiration to a radio gadget that sent a facsimile

newspaper to readers' homes - in 1939. It flopped.

"I'm skeptical that print media are ever going eoable to offer the customized experience that the

Internet can," he said, adding, however, it wastkweahile to try the concepts out.
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VENDRE LA COUVERTURE POUR ATTIRER LES LECTEURS : LE DEBAT SUR L’INTEGRITE

EDITORIALE

Comme bouleversement majeur, la crise aura ameaéouvelle maniére de concevoir I'espace
magazine. Des magazines grand public coramirtainment Weeklgt Esquire ont toujours été

tentés de vendre de I'espace publicitaire en foage.

Les observateurs ou les commentateurs qui défehel@atint de vue opposé le font en s’appuyant

sur deux criteres : le lecteur serait beaucoup @hise qu'auparavant.

Pourquoi le magazine ne se battrait-il pas aveagastages spécifiqgues dans un domaine ou toutes

les regles ont changé ?

Il faut changer les regles du jeu. Avec 'avenendmt'internet, I'intrusion de la publicité dans le

champ éditorial devient un facteur avec lequel cosep.

C’est aussi le point de vue de David Grangdgsduire qui aprés avoir cédé le rabat de sa
couverture historique avec le président Obama armonceur (la chaine de télévision spécialisée
DiscoveryChannel) est allé se défendre face & un nombrablicpcomposé d’intervenants de
I'industrie lors d’'une conférence le 22 février mier. Il entend se battre contre I'attitude dégi

du milieu en réaffirmant ( reassess) son importance

“1 got sick of reading about the demise of primhich is the bestnost rewarding medium ever

and | got sick of all forms of print being label&ad media."Yeah, print has been around for a
long time, but that's because it workgeally well. Both aesthetically and as a business—which is
more than one can say for most forms of "new méda. we've been trying to find ways to get

people taeassess the print medium

Le magazineAdvertising Agequi monitore de prés ce qui se passe dans lesaméinprimés en
relation avec la publicité consacre régulieremdas articles a cette question délicate. La
couverture n'est plus un espace sacré pour certaagazines, la tendance est irréversible. Les

éditeurs tentent de contourner les reglements dépaie I'’Association.
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L’article

ASME Calls ESPN, EW on the Carpet Over Covers

Inventive Ads Push Editorial/Advertising Divide téar, Editors Group Says
by Nat Ives PublishedApril 10, 2009

NEW YORK (AdAge.com) -- The American Society of Metine Editors has criticized ESPN the
Magazine and Entertainment Weekly for recent adgslung the magazines' covers, which are
traditionally considered sacred editorial space.d8une advertisers, publishers and even editors are
arguing that readers are savvier than they usedete- and that print shouldn't compete at a

disadvantage to every other medium.

BASEBALL PREV The cover of ESPN's April 6 issue was half-obscured
by an ad flap that said "You Wouldn't Settle for an
Incomplete  Cover,” and, less prominently,
"Advertisement." Opening the flap revealed the ofst
the ad, which finished the thought: "Then Don'ttiet

for an Incomplete Drink."

Entertainment Weekly's April 3 issue included aerov
tab on top that said "Pull This!" Following those
instructions revealed a loose ad page, promotifge"T
Unusuals” on ABC, that had been tucked inside the

cover.

The cover of ESPN's April 6 isst Violations of guidelines
(Click image to see cover folded out)

Now the magazine editors society, usually called
ASME, has called both ad units violations of guitket designed to protect the industry's editorial
reputation among readers. "Not only does the flapstitute a misuse of the cover for advertising
purposes,” ASME told ESPN, "but the copy readingu¥Vouldn't Settle for an Incomplete Cover'
acknowledges that the flap impinges on the cover."

"The copy is also clearly and inappropriately inted to direct consumers away from editorial

content," the society added, "toward the advedisin the reverse of the flap."
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ASME was less sure what to make of EW's ad, teltirgy magazine it wanted to "discuss" it.
"ASME concluded that the cover is a violation oé thuidelines because the cover notch and ad
copy ('Pull This!), which directs consumers toah serve no apparent or conceivable editorial
purpose," the society said. "But the cover execouisorelatively novel, and ASME wants to hear

what the magazine has to say about it."

'‘May have pushed the envelope'

An ESPN spokeswoman referred back to an earli¢eratent admitting a little uncertainty. "We
would never move forward with anything we felt infred upon the magazine's editorial integrity,"
she told Ad Age last month. "In retrospect, we rhaye pushed the envelope in this case, but we
continue to innovate and experiment, both editlyriahd in our advertising, to deliver one of the

most compelling magazines on the market."

EW Publisher Scott Donaton, the former edito
turned-publisher of Ad Age, said the magazine had
done anything wrong. "We would never do anythir
to confuse our audience," he said in a statemént, "
we will continue to seek fun and innovative ways

engage our readers and work with our partners.”

Ad buyers didn't seem as concerned as ASME. "Q

would hope that the editor is more in touch with hlA recent cover of Esquire magazine :

or her readership than a governing body," Saf@'atured an ad folgut.

George Janson, managing partner and director (aick image to see cover folded out)
print communications at Mediaedge:cia. "Advertisers

and agencies are starting to demand the same ¢ypetegration found in TV and online. The big
watch-out is that once you compromise reader tugbur integrity, it's hard to get it back. Norfe o

the units I've seen seem to do that."

Magazines have been showing new willingness thas y@ involvetheir coverswith advertising,

despite ASME guidelines limiting the front covedaspine to editorial purposes.
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Not much leverage

ASME doesn't have much leverage against magaziveesdefy those guidelines beyond banning
"repeated and willful" violators from competing ithe National Magazine Awards. Recognizing
that, the society is also trying to argue its positvith anew statemendn its website. The cover is

the most important editorial page, as well as adrstatement, it said. "Advertising on the cover
suggests editorial endorsement of advertised ptsdudicates that editorial coverage is for sale

and threatens editorial independence.”

The policing of the boundary between edit and atsphas beeneating up particularly since the
recession tore a chunk out of ad budgets and ifisshanagazines' competition against other
media. Esquire's February issue had a flap centamnetthe front cover; opening the flap revealed

guotes from articles in the issue and an ad fobiseovery Channel series "One Way Out."

Scholastic Parent and Child went all the way arldiplied an ad directly on its April cover; it has
another one planned for May. ASME has said it pkantake "appropriate action" on Parent and

Child's "black-and-white violation."

La position de ASME

Le débat a donné lieu a une nouvelle prise deipogiie 'ASME. Dans la treizieme édition de son

guide, l'association réaffirme sa conviction detdigchéité entre le contenu rédactionnel et le
contenu publicitaire. La couverture et la tranchiet gles espaces rédactionnels strictement. Dans le
cas de la couverture, elle est I'espace le PLUSItapt. L'utiliser & des fins publicitaires dévalue

le magazine et met en péril la relation de confiagatre le lecteur et I'éditeur.

ASME STATEMENT ON THE MAGAZINE COVER
The front cover and spine are editorial space. Gomgs and products should apj
on covers only in an editorial context and not iway that suggests advertisem
(This includes use of cover stickers ASME Guidelines for Editors and Publish
13th Edition

The ASME Guidelines for Editors and Publishers fyodibng-standing industi
practices governing the relationship between editocontent and advertisi

messages. The 13th edition was approved by thedBafaDirectors of ASME i
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2005 and adopted by the Magazine Publishers of ismén the samgear. ASME
is now conducting a comprehensive review of thelglines to ensure that tf
reflect contemporary industry standards; the lditiam is scheduled for publicati
in October 20009.

In response to recent questions about so-calledras, AME wants to reaffin
its position on the magazine cover as stated irnctlieent guidelinesThe cover i
not only the first and most important editorial paig any magazine but a br:
statement. Long a showcase for photography, ilitisin and typognahy, the
magazine cover continues to play an unparalleledinoattracting and engaging

audience that makes our medium indispensable tereand advertisers alike.

The cover is the face of the magazine; it is noadwvertising position. The coves
editors’ and circulators’ most effective tool fooromunicating with newssta
buyers as well as subscribers. Using the coverdmete products other than
magazine itself weakens the power and effectivenésbke cover. Advertising ¢
the coversuggests editorial endorsement of advertised ptedundicates th
editorial coverage is for sale and threatens dditdndependence. Cover
compromise the relationship between editor andemgadpair circulation tactis
and efforts, weaken thalue of magazines to advertisers and potentiaipabe th

brands of marketers that advertise both on thercave inside the book.

The earliest magazine editors were also printdéeseers in the development of r
technologies and pioneers in the new media of thejr In that tradition, the use
contemporary printing and manufacturing technigteepromote the magazine
provide advertising opportunities to marketing pars is to be commended, eve
connection with the cover, as long as the a&flaps, strips, windows, French dc
and other devices does not violate the journaliste of the front cover and

initiated or approved by the editorial leadersHiphe publication.

ASME members have led the transformation of protrpalismin the last fivi
decades. ASME encourages innovation by our publisbolleagues and knows t
our future depends on the adventurous use of pumitt magazine websites
advertisers. Nonetheless, the members of ASME \meliat using the front co\

exclusively to achieve editorial and circulation alijees supports the continui
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success of magazines and that sacrificing proveiness practices for shdder

gain is ill-advised.

Because of the importance of the cover to the swalvof magazinesas ai
advertising medium, and the preeminent value ofcitver to journalists in eve
magazine category, ASME invites our magazine cgliea and marketing partn
to join us in ensuring that the front cover conéisto be used solely for editorial and

circulation purposes.

Source http://www.magazine.org/asme/statement-on-covex.asp
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CONCLUSIONS

Un futur plein d’espoir

“Print is as dead as painting was at the dawn otq@raphy. That is: Print is not dead, there is a
future. And you can glimpse that future in the Ganrgities of Leipzig, Berlin, and Hamburg.”
Gunnar Brune — directeur general de Lowe Deutschtare - expert de I'évolution de stratégies

multiplateformes des médias.

Malgré le ralentissement économique et ses eftatdes médias, le magazine reste vigoureux a

travers le monde.

Quelques observations :

On attendait une croissance dans les marchés émergia crise a modifié les pronostics a

la baisse.

A travers le monde, les magazines se regroupest desl associations qui défendent leurs
intéréts. C’est une maniére de faire largementnépa. Il y a une association des

magazines a Chypre !

Un dynamisme remarquable dans les endroits lesimpdtiendus, c’est le cas de la Pologne
et de Singapour. — Gazeta Wiborcza et SingaporesPHoldings - Deux études

d’entreprises.

L’internationalisation de titres qu'il s’agisse fianinins ou de magazines de niche comme
Pc Worldest un cas de figure trés présent dans les kissgagazines d’ailleurs. L4, il faut
aussi remarquer que la spécificité culturelle jdbemparer urCosmopolitanchinois a sa
version originale américaine, ou \guebritish & celui des Etats-Unis est un exercice

éloquent.
Dans un contexte ou les newsmagazines connaiseeribaisse de lectorat et de revenus

publicitaires, on observe une nouvelle maniere a&evoir le newsmagazine qui connait

un succes retentissant avec The Week venu du Reybmin I'agrégation de contenu.
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Dans les marchés que nous connaissons bien, les-Usts par exemple, les
bouleversements que connait le média magazineocrmédiieu a des situations étonnantes :
ILa disparition de vingt-sept titres entre I'été080et mars 2009 - le parti pris de magazines
établis Esquire Entertainment WeeKlyeulent faire bouger les régles traditionnelles d
I'édition et faire de I'intégration publicitaire sleur page couverture.

Le magazine demeure une industrie pleine de étalin ne peut que se réjouir de le voir
vivre sous tant de formes dans autant de payspdnents. De le voir s’exprimer dans
différents colloques, associations, blogs. Icindarne la pérennité d’un média traditionnel;

1a, il repousse les limites de la créativité.

On entrevoit pour 2010, un futur intéressant pegrrhagazines, la récession aura eu l'effet d'un
coup de fouet. Les nombreux acteurs de cette indus# mobilisent et cherchent des maniéres de
faire rassembleuses pour valoriser ce média qupasason égal. A titre d’exemple, citons Xavier

Dordor, directeur de I'’APPM (Association for theoprotion of press magazine) qui au terme d’'une
étude de 18 mois a constaté la prééminence du magsur les autres médias. Il a donc mis sur
pied une campagne mondiale de revitalisation degamiaes. Cette campagne aura « pignon sur

toile » dans un site rassembleunyw.pressemagazine.aiont la version finale sera présentée a

'automne 2009. Les titres membres et non-membeesdgazines auront la possibilité de faire

valoir les forces de leur parution. A suivre...

Le magazine, une production culturelle appréciBarrs un documentaire de 2006, Inside the Great
magazines, on fait le tour de ce que l'industripraduit depuis qu’elle existe. Pour finir par
conclure que l'arrivée d’'un média n’a jamais sighla fin de celui qu'il suit. La télévision n’a pa
signifié I'arrét de mort de la radio. L’avenir duagazine, malgré la concurrence du web, malgré la
disparition de titres, repose sur sa créativité saucapacité a se réinventer. Et ce dans toysmies

du monde.

45



ANNEXES

46



ANNEXE |

L ES DISPARUS DE2008-2009

Les grands magazines qui ont cessé de paraiteejeitiet 2008 et mars 2009.

The Last Page

A Guide to Magazines That Have Ceased Publication
by Nat lvesPublishedMarch 11, 2009

Our continuing farewell to magazines that quit primder pressure from recession and digital
media. Some brands continue online, but many dolied week, Travel & Leisure Golf finished its

course after 11 years, and Rodale put an end to IBfs

MARCH 2009

MONEY - STYLE WOMEN  SUCCERS \ﬁb
L]

Best Life/Rodale
2004 - May 2009

Best Life had lived on the bubble since its expam$iom a newsstand-only quarterly in 2004, each
year a referendum on whether it would see anothdrRodale's entry into men's lifestyle finally

met its end in March 2009. The May issue will lsldtst. The web site will go dark as well.

Best Life reported average paid circulation of 226, over the second half of last year, up 6.1%
from the second half a year earlier. And the yotithg's ad pages were still growing, expanding
6.6% in 2008, the Publishers Information Bureaul.sBut the pressure on its advertisers, who are
responding to recession by concentrating ad spgridia few top magazines, evidently proved too

much. Ad pages fell 36.3% in the first quarter aloamccording to the Media Industry Newsletter.
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Rodale said it expects to find new positions foowtba quarter of Best Life's 40-plus employees,

including VP-publisher Michael Wolfe and editordhief Stephen Perrine.
1 :'r.._:........_..!_:l
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LILT LIST

Travel & Leisure Golf/American Express Publishing
March 1998 - March/April 2009

American Express Publishing decided to take Tré&véleisure Golf out of print after 11 years,

making the March/April issue the last.

Ad pages at Travel & Leisure Golf had sunk 13.9%208, according to the Publishers
Information Bureau. It reported average paid catoh of 194,047 over the second half of 2008,
32% lower than the 286,053 paid circulation it mé@od for the second half of 2007, according to
the Audit Bureau of Circulations and BPA Worldwidecluding free copies distributed to public
places like doctor's offices, the title reporte@rage overall circulation of 637,048 over the secon
half of last year, according to BPA.

The print edition will be survived by an affinityambership club called Travel & Leisure Golf

Players Club and possibly other elements. The caynpaid it is considering its options with the

website and events program.
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Hallmark Magazine/Hallmark Cards
September/October 2006 - February/March 2009

'Fl

Hallmark Cards got its magazine going just as majablishers were beginning to thin their

portfolios in earnesprompting concern from media buyewko considered the women's magazine

category pretty well covered already. But Hallmbst that its brand and retail distribution system

would give it an advantage.

And the title, indeed, grew from a paid circulatigmarantee of 400,000 to a guarantee of 800,000.
It was still growing in 2008, posting an 11% gamaid pages during a downturn that hurt the vast
majority of titles. But it was not enough -- padiarly not, the company said, given the "trends

facing the magazine publishing industry as a whole.

"Despite favorable consumer acceptance of the gatiin, we can not justify continued investment
in the magazine at a time when we must focus dortefand resources only on those projects that
will lead to long-term profitable revenue growttr the company,” President-CEO Donald J. Hall

Jr. said in a statement.

The magazine, which published six issues a yegulamd 28 people; its shutdown also eliminates

10 related jobs in the parent company's creativisidn. Its website will also shut down.
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Domino/Conde Nast
April 2005 - March 2009

Conde Nast decided to shut down Domino magazinetangebsite only two weeks after naming
one of its senior executives to shepherd the tlitteugh the recession. The magazine, which was
introduced in April 2005, hadn't run out of launcimway. But the weather was getting worse. "The
economy is bad," an insider explained. "It's nottigg better. We're on the wrong side of the

balance sheet."

Ad Age named Domino kEunch of the yeain 2006. Its ad pages fell only 4.5% in 2008, ace
performance in a year when monthlies on the whadgpkd 9.4%. But home magazines have been

bloodied by the implosion in the housing market.
"Although readership and advertising response waswaging in the early years," Conde Nast

President-CEO Charles Townsend said upon closimyg titfe, "we have concluded that this

economic market will not support our business etqiems."
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Teen/Hearst Magazines
1954 - Winter 2008

As recently as the millennium, Teen magazine wdighing 12 issues a year and maintaining paid
circulation above 2 million. By 2008, it was publisg quarterly and selling just 200,000 copies.
Meanwhile Hearst Magazines decided to concentrateSeventeen alone, so it shut down
CosmoGirl in 2008 -- and announced Teen's demigd@®. The brand will continue in print only
as a prom annual. Earlier shutdowns among teerowngrwomen's titles include HachettEle

Girl, Time Inc.'sTeen Peopland Conde Nastkane
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Wondertime/Walt Disney Publishing
2006 - March 2009

Disney axed Wondertime magazine, the 3-year-olériarg title, after its March issue because of
tough economic conditions, the company said. Thésite will go dark too, although some
Wondertime blogs and community areas will headth@ioDisney sites such as FamilyFun.com.
Unlike most of the magazines getting yanked fromtghese days, Wondertime was still growing.
Its ad pages expanded 20% in 2008, a worse yeadfpage sales than even theastrous 20Q1
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according to the Publishers Information Bureau. iBuad pages were still small in number -- and
2009 threatened to severely slow their growth Matendertime reported average paid and verified
circulation just below 400,000 copies in the fimstlf of 2008, the most recent six-month period

available.
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PIenty

2004 - December/January 2009

Plenty appeared at just the right moment to cap&adn new interest in green living, but just the
wrong time to introduce a new magazine. Insteaguiflishing "green issues" on glossy virgin

stock every spring, its pages used 85% to 100%chkedypaper every issue. It won shelf space from
Hudson News to Whole Foods. Plenty's media kit 2009, prepared before the end arrived,
promised paid circulation of 200,000 six times aryeThe economic meltdown, though, meant
Plenty would need new financing to continue -- an@de new funds impossible to secure. The

carbon-neutral website is getting axed along withprint edition.
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Electronic Gaming Monthly/Ziff Davis Media
1989 - January 2009

Ziff Davis bought this magazine in 1996, when @sdocirculation hadn't yet topped 400,000 but the
promise of the growth in video games made its tutimok attractive. And it was, for a time.
Average paid circulation topped 600,000 in 2005 staged there since. But online game coverage
undermined the print version. After its final prissue, EGM will continue as an area on the 1UP
Network, which Ziff Davis sold to Hearst's UGO Emiédnment in early January.
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Country Home/Meredith Corp.
1986 - March 2009

Country Home's paid and verified circulation haddhsteady at nearly 1.3 million copies, an
impressive level that once attracted advertiseus the meltdown in the housing markets simply
savaged its ad-page sales. Ad pages in 2008 felll 25% from 2007, according to the Media
Industry Newsletter. So Meredith shut it down, tayff its 40 employees as part of a larger round
of cuts totaling 250. The website will go dark whike print edition shuts down after its March

issue.
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DECEMBER 2008

Atlanta Peach/Ocean Drive Media
2006 - December 2008

Even shiny city magazines tailored and targetedoical elites can't escape the effects of recession
Or, as Ocean Drive Media Group founder Jerry Powaid: "We have decided to focus resources
and energy on the strategic investments that atesided to continue our growth objectives for the
future success of our business.” The December isEédlanta Peach, which had fewer than 10

employees, will be its last.
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Green Guide/National Geographic
1994 - Winter 2008

National Geographic pulled the plug on the quayterint edition of The Green Guide just nine
months after introducing it with a paid circulatignarantee of 100,000. The Green Guide began as
a newsletter in 1994, expanded into online in 2868 was acquired by National Geographic in
March 2007. The quarterly print edition introducéd March 2008 was designed to be
environmentally sustainable, using paper made witled from well-managed forests as well as

recycled sources. But the title wasn't a sustaiglint business, at least as long as a recession
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crippled the economy. "National Geographic is sndpey the quarterly print version of The Green
Guide with the winter 2008 issue," the company #a@ memo. "The Green Guide is a tremendous
franchise and we will continue to focus our enesgia our robust website of green-living tips at

thegreenguide.corh National Geographic magazine itself eliminatesbg for 18 editorial

employees in November.

NOVEMBER 2008

Pc guaranteed paid circulation to 600,000 from 700,810 a sharp plunge
in ad pages, which fell 35.8% in the first half 2008 after sinking

475 | 32.4% in 2007, probably hastengslexit from print-- after 27 years.

Put to the Test — —

ALNEE PC Magazine / Ziff Davis

Top 200 Web Sites 1982 - January 2009
NOT FOR FUBLAC RELEASE
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Ziff Davis anticipated the eventual need to godadjital, so it had
already cut frequency to monthly from biweekly anbopped its

Sl Latino / Time Inc.
2005 - December 2008

Despite the growing U.S. Hispanic population, Time's weekly sports
title Sports lllustrated put its spinoff Sl Latifon hiatus" after three

k years. It had been distributing 500,000 copiesgsere.

Cottage Living / Time Inc.
November 2004 - December 2008
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This was not the year for shelter magazines, pdatity any published by companies looking to
slash hundreds of jobs. Cottage Living was intreduas an unpretentious home magazine in 2004,
and eventually promised more than 1 million payiagders but relied on public-place copies to
reach the mark. Ad pages didn't fall sharply in&80just 5% -- but had never gotten big either,
totaling just 514 in 2008. Time Inpulled the plugpon the magazine's website, too.

Play / The New York Times
2006 - November 2008

Readers loved this smart sports quarterly the Tistaded distributing inside the paper two years
ago, but itcost way more to publisthan it attracted in ad revenue. And that dide&ns to be

changing, despite the success of the Times MagaminSundays and its fashion spinoff, T. The

New York Times Co., not incidentally, is in no pash to coddle money-losing propositions.

O at Home / Hearst Magazines
2003 - Winter 2008

The end of this shelter-focused spinaif O, The Oprah Magazine, dealt just the latestvblo

Hearst Magazines' success rate for new magaziresgstHburied the news about shutting down O
at Home in a press release about its editor's n@@»duntry Living, apparently either expecting or
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hoping no one would read the news. The quartgubid circulation had topped 700,000 at its time
of death.

OCTOBER 2008

Men's Vogue / Conde Nast
2005 - December 2008/January 2009

A classic example of a magazine more attractivadiertisers than readers, Men's Vogue probably
overestimated even wealthy men's interest in fasbaverage. (By November, Conde would even
close DNR, its trade publication about the men'shifan business.) Men's Vogue also was
introduced directly into competition with GQ andtBiés, two established Conde Nast magazines

already treating men to fashion photos and creditsn's Vogue survivesis a twice-a-year

supplement to Vogue.

Radar
2003 - October/November 2008

An idea whose time camend wentbefore the internet got so big. Maer Roshan's Radffered

from the rise of online snark, blogs in generalelsty saturation and, in the end, skittish finiahc
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backers. Radar was launched three times, but tteitieration was courtesy of the group of
investors led by Yusef Jackson. That group bolte@ctober as the financial markets collapsed,
selling the still-promising website to American Medwhich planned to make it a competitor to

TMZ.

02138 / Manhattan Media
2006 - December 2008/January 2009

Barack Obama's victory may have made America sgendor "elites," but this title devoted to the

world of Harvard graduatamay have been too much or maybe that's wishful thinking. In any

case, despite cover gets such as then-New Yorkrgov&liot Spitzer, Manhattan Media said the
economic downturn made life too hard to continubligshing 02138. (For those who didn't go to

Harvard: The title is its ZIP code.)

CosmoGirl / Hearst Magazines
1999 - December 2008

When Hearst created CosmoGirl in 1999, magazinesetn girls were the hottest thing around.

Since then Conde bought YM to shut it down, Haehkiled ElleGirl and Time Inc. axed Teen
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People; teens shrugged and resumed clicking arthndieb. Ad pages at CosmoGirl sank 14.7%

this year after a 10.5% stumble last year. So Hesded to concentrate on Seventeghich it

bought along the way.

AUGUST 2008

Home / Hachette Filipacchi
1951 - October 2008

"The current economic environment is difficult, amide mid-market home sector has been
particularly hard-hit," said Jack Kliger, then tG&O of Hachette Filipacchi Media U.S., asdheit
down Home Circulation was holding steady, but ad-page sales cratered 28% just through
September issue; the economy only got worse dftar. if Mr. Kliger hadn't closed Home in

August, his successor would have killed it sometimigne following couple of months.

Playqirl / Blue Horizon Media
1973 - January/February 2009

If you think soft-core porn has a lucrative planeprint, you may not have seen what's available
online. Playgirl had other strikes against it, thlousuch as a vanishingly small base of advertisers
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It was established in 1973 as a sort of countetpoirPlayboy, but the novelty disappeared long
ago, while Playboy's own influence has shrunk ehaiogrender a foil pointless. Its most recent

owner, Blue Horizon Media, was eithdisinclined or unable to invedt its revival the way its

editors wanted. A Playgirl website lives on.

JULY 2008

Quick & Simple / Hearst Magazines
2005 - July 29, 2008

Hearst introduced Quick & Simple in 2005 as a budganen's service title to compete with Time
Inc.'s All You and Hachette's For Me, surprisingdiaebuyers who thought the category was

already saturatedMaybe they were rightHachette spiked For Me in 2006; Hearst gave up on

Quick & Simple two years later. Quick & Simple's paiges and newsstand sales were growing but

still small. The recently revamped QuickandSimpen@ontinues to operate.

Golf for Women / Conde Nast
1998 - July/August 2008
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You can understand whgonde got discourageabout Golf for Women during a year that was
already challenging. Its ad pages slid 7.6% infitis¢ half of 2008 and 5.9% in 2007, according to

the Publishers Information Bureau. Its average paid verified circulation increased 6.8% in the

most recent report, but it managed that only wiB¥ &% increase in copies distributed in doctors

waiting rooms and other public places. Newsstateksan the other hand, fell 12%.

JUNE 2008

Future Snowboarding Magazine / Future US
2005-March, 2008

Launched three years ago, Future Snowboarding Negjazever matched expectations. Its
subscriptions numbered just 32,000, and overattidigion ran about 93,000 at the end. Storm
Mountain Publishing, publisher of Snowboard magazbought the assets of Future Snowboarding

a month after its shutdown and merged the wehsiteSnowboard-mag.com.

APRIL 2008

Games for Windows / Ziff Davis
2006 - April/May 2008
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Maintaining the relevance of computer magazindat gditions was looking a bit Sisyphean even
by the spring of 2008, when it was clear a slowatgpnomy was going to exacerbate all the
challenges posed by digital media -- which weraificant on their own. "Both the eyeballs of PC
gamers and the essential advertising dollars netdedstain a PC gaming magazine are moving
online at an alarming pace," said Ziff Davis VP 8mCox. The whole edit staff stayed on,
however, to keep churning out the online versiafi.avis had introduced Games for Windows as

a partnership with Microsoft in 2006.

MARCH 2008

Luxury Spa Finder / Spa Finder
1994 - July 2008

Even luxury magazines have proved vulnerable t& scdemand and the rising costs of print
publishing. Spa Finder first appeared in 1994 amdpimed into Luxury Spa Finder in 2004. But

ultimately Luxury Spa Finder Interactive was mudtieaper to run.

(Source Advertising Age)
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ANNEXE Il

QUELQUES ARTICLES IMPORTANTS

La lecture de tous ces « avis de décés » dans helendu magazine américain apparaitra pour le
moins déstabilisante. Pourtant, on a pu constaterl'qndustrie, loin de se laisser abattre par ces
changements est en train de profiter de ce sentidiargence pour explorer de nouvelles pistes.
Depuis I'introduction d’'une puce numérique sur &g@ couverture jusqu’au magazine personnalisé,
les tentatives de repenser le « vieux média » sombreuses. Face a 'adversité, il faut innover.

Les articles qui suivent en font la preuve.

Entrevue d’Ann Moore — la dirigeante de Time Inc
Reading between the lines
Mar 26th 2009 - From The Economist print edition

As glossy magazines struggle, Ann Moore of Time Mants technology to be the solution, not

the problem

Bloomberg

THERE are few things that unnerve Ann Moore, thiefclxecutive of Time Inc, America’s largest
magazine company, as much as young Americans’ kSheken they hear that her firm will have
to start charging them. “Real reporting takes tand money and effort,” she says. “Somebody does
have to pay for the Baghdad bureau.” A recessian défficult time to convince readers that they
need to start paying for information, however, igatarly because Time Inc, a division of Time
Warner, a media giant, has long made its artickadable free online. But a new model is needed,
and Ms Moore is trying all sorts of things in héfod to find one. On March 18th her company
launchedMine, for example, a new concept that allows readegotonline and select articles from
eight titles, for delivery in print or online asfr@e, personalised magazine. If this proves popular
the company may start charging for it. This niftheme highlights Time Inc’s eagerness to attract

readers to its magazines—hbut its ambivalence adding a price tag.

As the boss of a company which oversees 120 magaitlas includingTime People Sports
lllustrated and Fortung Ms Moore faces the difficult task of keeping mzgas relevant as
household budgets shrink, the appeal of free cordaline grows, and advertisers reduce their

spending. At some of her magazines, suchiias advertising revenues are down by around 30%
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compared with this time last year, accordingMtedia Industry NewsletteiMs Moore has had to
tear up her company’s five-year plan and draft\& tveo-year one instead, focusing on two things:

internal reorganisation and innovation.

After laying off around 600 people, Ms Moore hastmectured the firm into three units—news,
entertainment and lifestyle—grouping together magss with similar material, advertisers and
audiences. The aim is to maintain editorial quaMyile increasing efficiency, because titles can
share writers and articles and pool resourcesuiactions, such as subscription services. Ms Moore
has also turned her attention to training, laungtiifime Inc University”, a series of seminars led
by Time executives on topics such as branding eathwork, in February. Ms Moore will teach

one of these seminars herself.

At the same time, Ms Moore is building her magagifeands and taking them in new directions.
Under her, some titles have moved beyond the primterd and into popular cultur®eopleco-
hosts the Screen Actors Guild Awards Gala, for gamandEssencesponsors an annual concert
of African-American music. Late last year the compannounced an elaborate scheme called
“Maghound”™—an online subscription service that letaders pick several magazines to receive
each month in the post, and gives them the chamswvitch titles whenever they like. Ms Moore
sees promise in using the internet to make reddgas to print magazines. “The industry needs to

use technology to our advantage,” she says.

Ms Moore has seen the magazine industry evolve warather technological shifts, for over three
decades. She graduated from Harvard Business Sohd@®78 with 13 job offers, including one
from Time Inc. She accepted it, even though it gh&lleast, because she had grown up reading
Time and dreamt of working &ports lllustrated She started as a financial analyst and rose to
become associate publisherSgorts Illustratedbut it soon became clear to her that the magazine
a very male title at a company dominated by menylevaot make her publisher in a hurry. So she

moved toPeoplein 1991, and helped make it one of the most @bl magazines in the world.

It was atPeoplethat Ms Moore was spotted by Richard Parsons, lateo became chief executive
of Time Warner and chose Ms Moore as chief exeeutiv Time Inc in 2002. According to Mr

Parsons, who is now chairman of Citigroup, Ms Moaas “bright, charming, energetic, fun and
gutsy” and had the skills to “transform Time In@rfr a magazine company to a publishing

company” that made its output available online adlw&s in print. But Mr Parsons, who has
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watched her career closely, admits that she isoavating in troubled waters, as she tries to cope

with a recession in addition to the rise of theiinet.

Ever the optimist

Ms Moore is a self-described “magazine optimist’ovthinks that holding a glossy magazine beats
looking at a screen. Magazines may indeed be bpltéeed than newspapers to cope with the
recession and readers’ shift towards the web. Bgihghe woes of America’s newspapers, many of
which have gone bust or shifted to scaled-down,-am@ip operations, that is not saying much. And
despite her love of print, Ms Moore is not afrafdechnology. In Februaryimeran a cover story
entitled “How to Save Your Newspaper” which crybsald a growing belief within the industry
that providing articles to readers free onlineas sustainable, and that a switch to paid acces wi
be necessary. Ms Moore thinks her firm can leadwhg in this shift from freebies to fees. This
month Time Inc said it was considering the intrdehrc of a hybrid (or “freemium”) scheme,
making somePeopleand Time articles available free, but charging for premioamtent. But this

approach has been tried before, notably byNiae York Timeswvhich later abandoned it.

Another possibility is that readers may be prepapeslibscribe to content on portable devices such
as Amazon'’s Kindle e-reader or advanced “smart’hgisoMs Moore says it might make sense for
her company to subsidise such devices if readeeedg sign up for enough material—an approach
that would make particular sense for Time Inc, vithwide range of titles. Ms Moore is already

talking to makers of e-readers about working togetffhe music industry, she notes, missed out
because it was afraid to embrace technology. SHeteymined not to let the same thing happen in

magazine publishing

L'avenir des magazines - Une réflexion-choc de Maukévy

Lors de la derniére réunion de la FIPP of Inteoreti federation of Periodical Press) Maurice Levy
— le grand patron de Publicis - a parlé sans n&magt de la crise que traversent les médias
traditionnels. A propos des magazines, il a soargharge. C’est aujourd’hui qu'il faut innover. Le
magazine doit sortir de son cycle : désespoirlitiaiet mort ( despair, doom and demise) Les
annonceurs n'attendront pas pendant que le magaheehe a se redéfinir. Il cite le fameux :
Think outside the box! La croissance économiquéergira mais les clients des magazines — les

revenus publicitaires — ne seront pas nécessaiteaneendez-vous chez les médias traditionnels. Il
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faut profiter de la crise actuelle pour innover @ges foreces dit Lévy en saluant la capacité des
magazines a créer des marques. Ce sont ces maygjuist leur force, c’est sur cela qu'il faut

jouer.

L’article dans son entier

Innovate Before It's Too Late

At FIPP Gathering, the Publicis Chief and Unilever CMO Urge Industry to 'Shatter
Traditional Standpoints'

by Emma HallPublishedMay 05, 2009

LONDON (AdAge.com) - Unilever Chief Marketing Ofeic Simon Clift and Publicis Groupe CEO
Maurice Levy gave a stark warning to an internalayathering of magazine publishing executives
today, urging the industry to innovate and to beenreative. The addresses to the FIPP World
Magazine Congress come as the magazine businessesnithe most calamitous period in its
history, thanks to the breakdown of print advemtisiand publishing companies' struggles in

grabbing a piece of the growing digital pie.

Mr. Levy, who predicted that the audience woulceHadtn by the end of his presentation, told them
that magazines must "shatter traditional standpbiiitthey are to escape the current cycle of

"despair, doom and demise."

Mr. Levy stressed that the magazine industry's Iprob are purely due to business cycles. He
predicted that growth would eventually come backhe industry. "Don't expect the economic
crisis to be the end of the crisis for analogue imethis is a profound structural revolution; don't

be like the auto industry that waited too long."

Publicis Groupe's Zenith Optimedia predicted thagazine market share will keep shrinking

through 2011 even though the world economy is ebggeto be back to growth by then.

No going back to print

"Who can believe that digital natives will ditchethcomputers and phones to get back to print?"
Mr. Levy asked. "Advertisers are not expected tdgok to print after discarding the media. The
current crisis is not the cause of the problemthefmedia industry, it's just a cruel accelerafor o
long-term trends. The shift of advertising dolltodigital media will gain speed and market share

whatever the economic situation might be."
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He added, "We live in a world where two words osearch engine's results page are considered

more effective than a TV spot. We have to changevando every day."

Despite the rush to digital, however, Mr. Levy s#idt the internet has not delivered on all its
promises. Search still takes in nearly half the eyprdisplay is disappointing and it's difficult to
make internet users pay for content. "But all thibgegs are not necessarily true forever. The grisi

is useful for shaking the rules.”

Through its partnership with Google, Mr. Levy sdftht Publicis is working on a project to
rebalance the display market and find a new stahdéawvideo advertising on the web that will

transform online display advertising. "You've neés yet anything," he said.

Thinking outside the box

Mr. Levy goaded the audience by saying that othéustries have managed to think differently --
including the rather debatable claim that the mirglastry has worked out how to charge online --
and asked, "Why can't you think of something sinfibet your magazines? You need to think out of
the box. Don't wait for a new business model to eaut of the sky. There will be no new business
model, no Holy Grail, no one-size-fits-all solutifor the print industry. Each title or media needs

to find its own way."

Mr Levy added: "Don't waste the crisis. Use theetitn start thinking. As an adman, I'm always
surprised how little you take advantage of youragderands. You have built communities long
before the internet started. Why don't you levettdigemuch better? The optimist and the pessimist
are born the same and die the same -- the differenthat they live differently. | urge you to live

differently. Everything is possible."

In the following session, titled "What advertiserant,” Unilever's Mr. Clift echoed Mr. Levy's call
for innovation in the magazine industry. He saipud have fantastic brands, [but] have you

thought deeply about which adjacent relevant categgou could move into?"

Mr. Clift cited the example of a magazine that Ewér produced in Argentina for the Sedal hair
brand that achieved a third of the circulation afs@opolitan "without much effort." He added
another unpalatable truth when he admitted, "l dgen or twenty times more time thinking about

digital as about magazines."
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Losing their competitive edge

Nikolas Talonpoika, worldwide media director of {Becci Group, raised a round of applause when
he said that 90% of his spending still goes to mimgs. But he added, "Digital needs more
investigation from our side, from the metric andative points of view." He also said that out of

home has an improved offering and is a significaatia in emerging markets.

In the past, Mr. Clift said, magazines' competitagdge was their flexibility. But now "even the
biggest TV stations come to us to ask how theyictagrate our brand properties in the best way.
Before the upfronts in the U.S. we show the big St&tions what we are trying to do with our
brands so that they can come up with ideas on ey €an work better with out brands. The

competition has upped the game."

For Mr. Clift, the selling point of magazines istbpportunity for "symbiotic editorial." "If the
[marketer] information is useful, relevant and re&ing there's no reason why it should be
inconsistent with the magazine brand. It can bulié magazine's brand equity rather than

compromising it," he said.

He added, "We are coming close to a point wherecarét make ads any longer that consumers

won't actively engage with."

FIPP, or the International Federation of the PécmldPress, will continue its congress through

tomorrow in London.

The publication is available now priced £95 for Fllembers (£195 non FIPP members). For more

information and to order online visitww.fipp.com/publications
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A propos de I'agrégation de contenus

Aggregation Forces Journalistic Evolution

News Outlets Must Accept That Consumers Want More @ntent Faster -- and Don't Care
Who Creates It

by Michael LearmonttandNat IvesPublishedMarch 30, 2009

NEW YORK (AdAge.com) - A link on thérudge Reporican drive hundreds of thousands of
views of a news story, bringing a host of new res@®d -- here's hoping -- some ad revenue to go

with them.

Life inside the online echo chamber

Attributor follows the trail of a Politico story GlrnoList: Inside the Echo Chamber"
Number of page views on Politice55,000

Number of sites that excerpted all or part of tloeysthe day it was poste80

Number of those sites providing links back to Radit30

Number copying more than 50% of the stdrg:

Number copying more than 50% of the story andragbids against iz

Number with a formal distribution deal with Politicl (Yahoo)

And a month of Palitico ...

Number of sites that excerpted all or part of Rulistories14,749
Number of sites selling ads against Politico contéri01
Average number of "matches" per siBe3

Average amount of story excerpt@®%

Average words copie@00

But most of the many, many sites aggregating gileeple's content can't deliver that much traffic,
and some don't even try. What's more, a vast sefatlkaders couldn't care less about anything
deeper than a headline, which is a problem fomihigon's beleaguered journalistic institutions as
they try to find a sustainable model for newsgaitigeon the web.

"There are a lot of people who never want to knoarenthan 'Six Killed in Irag," said Jane

Seagrave, senior VP-global product developmernteafssociated Press, "so that the money spent -
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- to put reporters in place, to guarantee theiuggg in many cases to compensate their widows

and orphans when they're killed in action -- is offéet by any actual income from the work."

The old model was supported by the newspaper'smeaopoly on local advertising and its ability
to package all of its stories in a print producivhether they were wanted or not. On the web,
readers won't even "pay" for the content by cligkthrough to a free, theoretically ad-supported

site. And the slump in online display advertisiag'i helping.

Professional publishers know there's demand fdsliand headlines; that's why they also often
aggregate news from competitors themselves. Andathies of people who want just the headlines

are poised to grow in step with the web.

Not enough time

"It begins to change the form of journalism itseffaid Michael Wolff, Vanity Fair columnist and
founder of the aggregatblewser "By offering more information, consumers are fdo look for
abbreviations of that information. There's onlyrsoch time in the day or minutes in an hour. If

you're going to take in more, you're going to hevéocus it more."

"News organizations that have had a monopoly havedlize," Mr. Wolff added, "that just because
they've spent the money to send a man to wherbegrgend them doesn't mean that they produce

anything more valuable than anything else."

Today, content produced by the biggest news orgtairs is just as likely to be seen elsewhere as
it is on publishers' own sites, according to Jitkd&Ww, CEO of Attributor, a tracking firm in Silicon
Valley. Mr. Pitkow, former CEO of early news aggaéwy Moreover, said, for some niche news

sites, stories are viewed five times as often berosites.

In many cases those views elsewhere around thérwelve formal licensing agreements, such as
the deal between the Associated Press and Yahdan8oy are generated by a long tail of sites,
blogs and message boards known as MFAs, "Made d&eAse," that scrape the web for content

and make money by serving up Google ads.

Reporters aPolitico are explicitly instructed to create blog bait. &din Chief John F. Harris told
them so in a memo laying out criteria for strongjtfeo stories. "Will a blogger be inspired to post

on this story?" he told reporters to ask themselves

70



Reposted, excerpted
After that, the next battle begins. Partly by dasigolitico is widely linked, excerpted and quoted.
Politico's top-referring sites are the Drudge Repmoid theHuffington Post followed by Google,

Yahoo andRealClearPolitics

But in the past month, Politico stories were repdsir excerpted on 14,749 other sites, including
7,101 that carry advertising. One recent post abaite called "The JournoList" was excerpted or
reposted on 50 sites ranging from Newsmax to Baeitdfrom The Charleston Gazette in West
Virginia to the Long Island TV news site News12.cenall in one day. Only one, Yahoo, has a

deal with Politico.

"Basically there are lots of people taking our emmtand just running the whole thing," said Roy
Schwartz, VP-marketing and business developmemtmtst cases those people are then grabbing

revenue through Google, Yahoo and other ad networks

Politico takes a few approaches to these sitekjdimg asking some to accept ads sold by Politico
or blocking ad-network revenue for sites that dootperate. Politico offers a 50/50 revenue split
for sites taking a story a day, 60/40 for sitesnghkwo and 70/30 for sites taking three.

Unless there's a way to turn the internet off, ighiglrs are going to have to figure out something or
fail. "The fact that Google has made a tremendauwsuat of money off of other people's
journalism is not a bad thing for journalism," s&idc Newton, VP of the journalism program at the
John S. and James L. Knight Foundation. "It meaompglism is wanted and needed. It's not great
news for those people whose jobs have been to imertbeir own journalism, because they've been

beat by the competition.”
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ANNEXE IlI

REPERTOIRE DE SITES S INTERESSANT A L’ INDUSTRIE DU MAGAZINE EN GENERAL

http://www.mondotimes.com/Une liste de tous les médias (écrits et éle@rms) qui répertorie

aussi par sujets les magazines de partout a treeversnde. Ex :

AsianEntertainmenMedia Topics

Television entertainment Lifestyle: gay & lesbian
Animals: pets Lifestyle: kids
Arts: performing Lifestyle: seniors
Arts: plastic Lifestyle: teens
Audio & video Lifestyle: women
Automotive Literary

Comedy & parody Movies
Computers Music

Computer games People & gossip
Fashion Photography

Food & beverage Travel & vacations
Gardening

Home decorating & design

Home improvement

Lifestyle: affluent

Le site renvoie a des liens vers les magazinesn#mes mais comporte également de
l'information de base sur plusieurs magazines. & ke I'éditeur, I'orientation éditoriale etc. Ces

informations sont disponibles pour les non-membesmembershipMondo Times Advanced or

Professional Membgdonne évidemment acces a des données privilégiées

Pour nourrir les débats

En francais :

http://www.presseedition.fr
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Le portail des acteurs des medias, de I'éditionJadeommunication imprimée & des industries

graphiques. C’est sur ce site que nous avons tlauddérence suivante

www.mediawatch.afp.com

Dans le numéro 6 de I'Observatoire des mediaséphli le service communication de I'AFP, sous
la direction de Eric Scherer, Directeur, StratégieRelations extérieures de I'AFP, une analyse
réaliste et peu optimiste quand a l'avenir de é&sge quotidienne, des medias traditionnels et de la
communication. 136 pages d'analyses, de chiffrestédhoignages, de tendances. Une somme
d'informations utiles et pratiques, ponctuées @plygues, de tableaux et de visuels. Des pistes et
des conseils pour ceux qui pensent que l'averla geesse et des journalistes n'est pas aussi sombr
qu'on le dit.

In Presse Edition 20/05/2009

A suivre aussi, le blog d’Eric Scherer ou a comsudion rapport trés pessimiste sur l'avenir de
limprimé. C’est un constat qui n'est pas nuancélithyrambique sur toutes les méthodes de
communication dérivées du web 2.0, trop critiquelssi médias traditionnels il a été rédigé dans la
foulée de la victoire de Barack Obama, mais il yes concepts intéressants et inspirants :

mediapocalypse et media.

Le blog de Scherer Eric Scherer, est pour la dewxifois I'invité de I'Atelier des médias. Au sein
de I'AFP, I'Agence France Presse, il est en cha®da prospective en tant que directeur analyse
stratégique et partenariats. tient un blog medielwafp.com et il rédige deux fois par an un rapport

sur |'état des médias dans le monde.
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ANNEXE IV

LES ASSOCIATIONS

Cette étude nous aura permis de constater unidaihagazine est un média qui vit sur tous les
continents, qui tente de maintenir une vitalitédenus les endroits de la planéte. Plusieurs patys o

— a l'instar de Magazines du Québec — des assmusat’éditeurs de magazines. En fait la plupart
des pays a travers le monde. On compte méme uneiatien des éditeurs de magazines tcheque

ainsi qu’une autre basée a Nicosia (Chypre).

En gros, ces associations partagent toutes ungenéime charte. Elles entendent défendre les
intéréts de leurs membres, favoriser le rayonnemernnagazine comme média unique, etc. A la
lumiére des pays sur lesquels nous nous sommesiéattavoici le répertoire de quelques

associations de magazines, leur mission, I'adrdsskeur site web et leurs particularités lorsque

cela se pose.

Avec I'exemple de &ssociation of Indian Magazines PublisheréAIM), voyons la charte de

cette association des éditeurs de magazines gdien

The Association of Indian Magazines (AIM) was fodnen February 2003 to
effectively promote the Magazine industry in Indis well as to create a forum of Indian
Magazine publishers to represent the interests a@gaddines and periodicals with
consumers, advertisers, advertising agencies amdGitvernment. AIM was originally
started with 8 members and in just three years AtM represents 32 Magazine publishers
with over 110 publications. The combined readerstiithe publications represented is in

excess of 70 million.

During the recent past AIM has very successfullblied for the cause of Magazines with
the Government and with the National Readershigi&suCouncil of India (NRSC).

The Association endeavors to promote the cause afjaine reading, Magazine
advertising, freedom of press, as well as creatinfprum for Magazine publishers to
express their views and address all issues comgethe Indian Magazine industry. AIM

also organizes Magazine Conferences and Semingrenaeote the cause for Magazines as
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well as create opportunities for networking betwérdian and international Magazine

professionals.

The key objectives of AIM are:
To promote and grow the Indian Magazine Publistiirdyistry.
Assist Magazine Publishers by providing new anecai¥e services to overcome day-
to-day problems as well as to ensure steady growith new standards of
professionalism
Undertake Research to promote interests of Magaeadership and advertising.
Work closely with Advertisers and Agencies to proenadvertising in Magazines.
Interface effectively with Government, Postal atat&ory bodies.
To support and defend Freedom of the Press.

Sans oublier ASME Association Society of Magaziédts

http://www.magazine.org/asme/index.aspx
Evénements importants de I'industrie
Au mois de mai - FIPP World Magazine Congréxsip://www.fipp.com/

Edition de 2009 a Londres

Colophon un symposium annuel qui rassemble touddigsurs de magazines indépendants.

Il se tient au printempsvww.colophon2009.com

Le dynamisme de I'INMA : Plusieurs colloques dags grandes villes en 2009

INMA World Congress, 13-15 May 2009, Miami, USA

INMA Nederlands-Vlaams Media Congress, 12-13 JUit92Antwerp, Belgium

INMA French Seminar, 25-26 June 2009, Lille, France

INMA Latin American_Seminar_Southern Region, 4-5pt®enber 2009, Buenos Aires,

Argentina
INMA Latin American Seminar Northern Region, 10-$&ptember 2009, Mexico City,

Mexico

INMA Strategic Marketing and Innovation Summit, 28-September 2009, Boston, USA
Outlook 2010: INMA Forum of the Future - In coopwa with the Online Publishers
Association Europe, 22-23 October 2009, Liverpbiiited Kingdom
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INMA International Newspaper Marketing Seminar, d6vember 2009, Rio de Janeiro,

Brazil
INMA South Asia Conference, 19-20 November 2009vNBelhi, India

Pour les amoureux des magazines d'art contempoc&iux qui sont inspirés a voir
comment les magazines exploitent leur potentiemaximum, I'événement Colophon est

un must. http://www.colophon2009.com/archiv&elui du printemps 2009 s’est tenu au

mois de mars au Luxembourg. Il y avait entre autres table ronde sur les gens qui font

des magazines hors de |'ordinaire.

“We Make Magazines”, the book

This book showcases more than 100 independent magafrom around the world. Featuring
exclusive interviews and stunning layouts, it iseéebration of the energy and visual dynamite that
can be found outside the publishing mainstreams Thyour chance to discover a magazine about
pain and beauty, a magazine for people who giveamnd and the (self-proclaimed) most

melancholy magazine that’'s actually anything but.
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ANNEXE V

CONFERENCIERS POTENTIELS

Gunnar Brune — directeur general de Lowe Deutschlan Love- axger I'évolution de stratégies
multiplateformes des médias

Sujet : la vitalité de I'imprimé vs celle du virfue

John T. Cabell Dirigeant de Cue Ball Media une équipe de coastst spécialisés dans
I'internationalisation dans le domaine de I'édition
Sujet : L'histoire globale de I'édition de magazindu point de vue de l'internationalisation des

marques.

Francois Nel: Un expert de la pratique du journalisme a I'eedu multiplateforme dans des pays
comme les Etats-Unis, le Royaume —Uni, L’AfriqueSiud.

“An award-winning journalist, educator and textbook author with experience in the US, UK
and South Africa, Francois is also a technology enthusiast whdigoked on the Internet while at
university in the 1980s and started teaching cosmpagsisted research and reporting in the mid
1990s, shortly after the World Wide Web was widatyoduced.”

Mark W.Johnson de la firme bien connue Innosight auteur de Sgide White Space Business
Model Innovation for Transformative Growth and Remaké un ouvrage qui sera publié en janvier
2010 -

“Mark Johnson is Chairman and Co-Founder of Inrfusign innovation-based consulting and
executive training firm focused on helping comparaad institutions innovate for new growth and
transformation.”

Sujet : Les possibilités de croissance de I'impradaés un contexte de défi

Ashish Sinha Université Wellington, Victoria, Alberta - un expeen marketing des marchés
émergents.

Sujet : Sur la question des marchés émergents.

“Professor Sinha's major area of interest liedaweloping models that help managers make better
decisions. This interest is a natural extensiomisfwork at Information Resources Incorporated,
Chicago, USA, where in the role of Vice Presidemd &hief Modeler of Analytics Insight Group

he spearheaded the development of several multemitiollar products. He has consulted for
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many Blue Chip companies, including Kraft, Pepsi€dto-Lays and Campbell Soup Company,
among others, and currently serves on the Boarlinalytics Advisors for Synovate AZTEC in
Australasia and MMA in the United States. ProfesSarha has published several papers in
academic and trade journals, including the Joush&arketing Research, Marketing Science, the
Journal of Retailing and Marketing Letters, amotitpcs.”

http://www.victoria.ac.nz/smib/staff/ashish-sininaéx.aspx

Steven Kotok: A la téte deThe WeekSteven Kotok vient du monde de I'édition il a labad
collaboré au magazine Maxim lancé en 1996 pouriensievenir en 1997 directeur des affaires
internes chez Dennis Publishing. Il a été nommeéctizur général dehe Weelen ao(t 2007.

Sujet : Les agrégations de contenu.

Xavier Dordor, directeur de 'APPM (Association for the promatiof press magazine) — auteur
d’une étude qui vient d’étre déposée (13 mai 20Q8)ffres et comparaisons a I'appui, il a établi
que « La presse magazine est un média extrémenotaié.€Elle travaille avec 8 000 clients
nationaux, alors que la télévision n’en a que 1 &0@ radio 2 800 seulement. Cinquante régies de
presse représentent 350 titres et 80% du march& &aet éclatement, la mission de 'APPM,
consiste a organiser le marketing collectif du raédliagazine en direction de nos clients, les
agences et les annonceurs. Notre objectif est Weiser le média magazine et de fluidifier au
maximum les échanges pour simplifier le traiterrsintmédia entre tant d’acteurs. La valorisation
passe par la mesure d'audience, monnaie d'échatgda vente d'espace qu'on ferait mieux
d’appeler la vente d’accés aux audiences. » ( 8aunttp://www.presseedition.fr/)

Sujet : La valeur du média magazine
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ANNEXE VI

ENTENTES POUR INTERNATIONALISATION DE CONTENUS

On retrouve ce document descriptif dans un artleldohn T.Cabell dans le site de la Federation of
International Press Publishers (FIPP) sur les mifffs visages des accords entre éditeurs de
magazines. lls sont classés par ordre croissant mohimum de risques jusqu’au retour sur

investissement.

EXPORT SALES

The sale of your domestic edition in foreign maskédost publishers do this, and they have found

that some territories contribute substantial in@etal sales volume and revenue for the publisher.

REPRINT (OR LIFTING) RIGHTS

The sale of copyrighted magazine material (texttpiraphs and art) for use in foreign print and
electronic media. Typically, fees are charged byepar by item, and are based on first rights cost,
medium, and the cost standards in the buyer‘sdeyriForeign usage is often restricted to a period

of time after the content first appears in theioagpublication.

SYNDICATION

The institutionalised version of ‘reprint rights'lwhich a publisher makes available for periodic
sale parts of its magazine content. Typically, thissiness is consigned to a syndication house
which has ongoing relationships with magazine, mp&apsr and web publishers around the world.

Fees and practices are similar to those with repgghts but may include minimum usage fees.

LICENSING
The granting of rights to use a trademarked magalzrand and/or its content in another territory,
and/or in another language, for a specified pedgbdme and for a specified fee (i.e., royalty).

Licensing continues to be the most popular wayowideicting cross-border business.

JOINT VENTURING

Typically, a jointly owned legal entity establishbg a foreign publisher and a local publisher to
publish one or more of the foreign publisher‘setit{and possibly others) in the local market. The

parties agree to divide revenues and expenseqrafits or losses.
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REVENUE AND PROFIT-SHARING ARRANGEMENTS

Often regarded as ‘joint ventures* but without kbgal designation.

ACQUISITIONS

Partial or full investment to acquire foreign pahlions or publishing houses. Publishers often use
acquisitions as platforms for the introduction loéit home-grown properties into an international

market.

WHOLLY-OWNED SUBSIDIARIES

Overseas start-up companies fully owned by therpameblisher. Perhaps the highest-risk/highest-

return way to do international business.

For the purposes of the FIPkternational Magazine Publishing Handbqokve define

‘international publishing’ as the publishing of &ceditions of foreign magazine titles by one or
more local publishers in conjunction with one orrenmternational publishers. Thus, we will deal
exclusively with licensing, joint venturing, andvemue- and profit sharing arrangements (using

‘licensing* as the generic term for all three).

We must note, however, that a number of powerhglagal publishers - such as the US's Condé
Nast, International Data Group (IDG) and RDA; Genyia Heinrich Bauer and Gruner + Jahr; and
Finland's Sanoma - prefer to own rather than lieeadl have numerous wholly or partially-owned

foreign subsidiaries in addition to licenses angidant venture titles. Furthermore, a few groups -
such as Switzerland-based publishers Ringier angré&sse - have invested in and/or acquired

foreign publishing houses with little or no expdida of their native titles into those markets.

Source :http://www.fipp.com

Des exemplaires d’éditions internationales sonbdép avec cette recherche.
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