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Abstract 

This report investigates the online editorial activities of three Canadian design 

magazines: Style at Home, Canadian House and Home, and Western Living. It explores 

the way these magazines utilize social media and their respective websites to repurpose 

editorial content from the print magazine.  

Each case is examined closely to illustrate the approaches available to a magazine 

when extending their content – or creating new content – online. The magazines are 

looked at within the context of the current publishing industry, and the report takes into 

consideration the challenges this industry faces when it comes to reaching online readers 

and measuring the success of Internet initiatives.  

The purpose of this study is to discover how three similar Canadian magazines 

are integrating social media and websites into their daily publishing activities, how these 

actions relate to content found within the print magazine and how this fits within the 

context of the publishing industry.  

 

 

 
Keywords:  Magazine publishing; online publishing; publishing business 
models; Canadian magazines 
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1: Introduction 

 

During an interview with Humberto Leon from Opening Ceremony, Anna 

Wintour, editor in chief of Vogue, said: "Every medium serves a great purpose to reach 

our readers. It’s not about forcing how we choose to present our stories into the same 

mold. It’s about seeing how our readers interact with each medium, and what we feel 

each medium has to offer the reader."1 As the leader of the world’s premier style and 

fashion magazine, Wintour sets a great example of how magazines must work to 

maintain the attention of its readers. It is no longer sufficient to simply produce a print 

document each month. Now magazines need to create a conversation with its readers 

and use 21st century technology to embrace a new style of publishing.  

Magazine publishing in 2011 exists almost as much online as it does in print. 

Websites provide readers with extra content that is relevant to the magazine’s most 

recent issues. Editors use Facebook and Twitter to find new fans and create a daily 

dialogue with people who share common interests and goals with the magazine. Some 

magazines even exist solely online. In 2011, posting fresh and relevant content on a daily 

basis has become a priority for any magazine hoping to last another year.  

But, as is to be expected, readers approach content on the web differently than 

they would if it were in a print magazine. According to a study by the Nielsen Norman 

Group, a web strategy company, only 16 percent of online readers read the page word for 

word; the remaining 79 percent just scan the content. This adds a whole new challenge 

                                                   
1 Leon, Humberto. 2010. Anna Wintour Interview by Humberto Leon. Opening Ceremony. 

http://www.openingceremony.us/entry.asp?pid=1346 (accessed September 14, 2010. 
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for publishers hoping to make the transition from print to the web. Publishers must 

explore the qualities that work online as well as the ones that will turn readers away. 

Unfortunately, there is no guidebook telling editors what to do – there is only a 

conversation amongst industry experts as to what does and doesn’t work.  

And with this challenge comes another: how do you measure the success of a 

magazine’s online initiatives? Sure, there are basic terms of measurement like page 

visits, the ratio of new to old visitors and the length of time each visitor stays, but it is 

also important to analyze the depth of conversation that is held on the site. Can your 

reader get this information elsewhere or are you providing a specific service? Are you 

adding value to your subject matter’s industry? It is important to consider these factors 

when determining the depth and extent of a magazine’s online extension.  

In addition to websites, social media is a crucial part of any magazine’s online 

initiatives. Social media like Facebook and Twitter provide a great outlet to promote 

online content and penetrate large audiences, creating brand recognition and increasing 

supporters (and hopefully subscribers) for the magazine. A March 2010 article on 

Mediashift: Your Guide to the Digital Media Revolution suggests “social media are 

providing opportunities for readers to share content and experience their favourite 

magazines as part of their social activity online. As a result, this is the dawn of a new era 

of pass-along.”2 While magazines have been traditionally enjoyed in a tactile way by one 

reader – and then passed along to friends who may enjoy an article or two – the Internet 

provides a space for readers to enjoy smaller amounts of content online. The web also 

makes it possible to share information quickly and easily.  

 Utilizing social media and a website in an effective way allows a magazine to 

strengthen its community of readers, which could result in more visitors, a higher 

                                                   
2 Sivek, Susan Currie. 2010. How Magazines Use Social Media to Boost Pass-Along, Build Voice. 

Mediashift. http://www.pbs.org/mediashift/2010/03/how-magazines-use-social-media-to-
boost-pass-along-build-voice075.html (accessed September 12, 2010). 
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number of RSS subscribers and a deeper understanding of the desires and interests of 

their readers.  Several magazines provide contemporary examples of how an effective 

online initiative has positively influenced their brand. Seventeen magazine created a 

Twitter campaign to increase subscriptions to the print magazine. It offered Twitter 

followers a special subscription for only $5. The campaign resulted in 170 new 

subscribers in 24 hours.3 Lapham’s Quarterly, a small magazine focusing on history and 

culture, began utilizing Twitter and Facebook to maintain a more constant conversation 

with its readers. The magazine’s web editor said “It’s allowed us to give a real-time voice 

to the magazine. We’re both a historical and a quarterly magazine, so social media let us 

give a voice to things we find out every single day.”4 Facebook and Twitter offered them a 

space to speak with their readers on a more consistent basis.   

Likewise, Sunset magazine uses social media to learn more about its readers and 

what they like or don’t like about the magazine. It uses the magazine’s Facebook page as 

a laboratory to market new ideas and elicit information about content. Editor in chief 

Katie Tamony said “We have 11,500 [Facebook] fans, so we can come to them not just 

with content, but also with some marketing ideas…We pose questions to our readership 

to feed into future stories.”5 The result it useful information the writers and editors can 

use for future stories. Seventeen, Lapham’s Quarterly and Sunset provide examples of 

three different ways magazines are utilizing a new online community. But, these aren’t 

the only ways. 

This project report will explore the way three Canadian lifestyle and design 

magazines utilize social media and their respective websites in an attempt to repurpose 

editorial content from the print magazine. The three magazines that form the basis of the 

investigation are Style at Home, Canadian House and Home and Western Living. Style 

                                                   
3 Ibid. 
4 Ibid. 
5 Ibid. 
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at Home and Canadian House and Home are both national magazines that focus on 

lifestyle and design within the home. Comparatively, Western Living is a regional 

magazine that provides lifestyle, design and travel content to affluent readers living in 

the western region of Canada. Despite the difference in readership, all three magazines 

are embracing the future of web publishing and are currently trying to find and maintain 

their position online.  

The investigation begins with a brief understanding of the history, purpose and 

method of each magazine. A set of case studies will then be presented in order to 

illustrate how the three magazines approach online publishing through their websites, 

Facebook page and Twitter profile. The case studies will be approached with a set of 

questions in mind, in order to guide the exploration of content. Finally, the investigation 

will conclude with a look at the factors that influence the representation of content 

online and the standards that have been acknowledged across the industry since the rise 

of the Internet as a publishing tool.  It will discuss the various ways to measure the 

success of a magazine’s web initiatives, as well as the societal effects of this new era of 

digital publishing. The purpose of this report is to provide detailed examples of how 

three Canadian magazines are integrating social media and websites into their daily 

publishing activities, how these actions relate to or are based upon content found within 

the print magazine and how this fits within the general context of the current publishing 

industry.  
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2: Magazine Profiles 

 

2.1 Style at Home Profile 

Style at Home, in its current form, has been around since 1997. Before that, it 

existed in the form of a magazine called Canada Select Homes. Since 1997, Style at 

Home as regarded themselves as the authoritative magazine for Canadians interested in 

design and décor. The magazine is owned by Transcontinental Media, one of the largest 

publishers of consumer magazines in Canada, and is published once a month. The 

company also publishes a French counterpart to the magazine, called Decormag. 

Style at Home “offers readers advice on everything from design trends and 

decorating projects to renovation solutions and entertaining ideas. We inspire our 

readers with authoritative advice delivered in a friendly voice. More than just an ideas 

magazine, Style at Home offers its readers solutions. Our elegant photography and 

beautifully designed pages distinguish Style at Home as a must-have lifestyle 

magazine.”6 The magazine runs on a paid subscription model and is also sold on 

newsstands and in special interest stores across Canada. It has a circulation of 230,215.7  

Style at Home also operates a website that accompanies the magazine. The site 

was launched in 2000, a time when many publications were starting to find a presence 

online.  Originally, styleathome.com was just a companion site for the magazine; there 

was no content, only information about purchasing a subscription. In 2002 the company 

relaunched the site and hired a full time web editor. The new website featured original 

                                                   
6 About Us, Style at Home. http://www.styleathome.com/about-us (accessed August 25, 2010). 
7 Interview with Natalie Bahadur. October 2010. 
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content and repurposed content from the magazine. By 2008, Style at Home was 

focusing on a strong web presence: it incorporated blogs by several of the magazine’s 

editors onto the website and began operating social media initiatives through Facebook 

and Twitter (@StyleAtHome). As of December 11, 2010, they have 4,768 Facebook fans 

and 10,824 Twitter followers.  

Today, the website functions almost completely separate from the magazine. 

According to Natalie Bahadur, Style at Home’s web editor, only 20 percent of the content 

on the site comes from the magazine, the remaining 80 percent is original. The web 

department and editorial department work closely together to decide what content 

makes it onto the site, and ensure that it is not simply a repository of archived magazine 

content.8  

There are a number of factors that contribute to the decision of whether content 

from the magazine will be repurposed online. Everything from publication rights (ie. do 

they have the web rights to photos) to the type and length of content plays into the 

decision. Bahadur says they “look for content that is evergreen, sticky, service-oriented, 

presented in easy-to-digest nuggets of information that are easy to scan.”9 Each month 

the website brings in approximately 200,000 unique visitors, many of which do not read 

the magazine.  

Since the site was relaunched in 2008, traffic has continued to grow steadily, as 

has the number of people joining their Facebook group and following them on Twitter. 

In addition to contests and advertising campaigns, a greater focus on social media in the 

past two years has helped them to increase traffic and brand recognition, and has helped 

to create an online space for their growing community of design enthusiasts.  

                                                   
8 Ibid. 
9 Ibid. 



 

 7 

All of their web initiatives culminate in one goal: “to connect with people who are 

interested in design, to create a community, to engage in a discussion about design with 

those who are interested, and to make money through online advertising.”10  

2.2 Canadian House and Home Profile 

Canadian House and Home has its origins in a real estate journal of the same 

name. In 1986, designer Lynda Reeves purchased the journal and relaunched it as a 

monthly consumer magazine that focuses on home decorating and design. The magazine 

is owned by House and Home Media, which also operates House and Home Television. 

It is published by designer Lynda Reeves and editor Suzanne Dimma. The company also 

publishes a French counterpart, Maison & Demeure, which launched in February 2009. 

Calling itself Canada’s number one design and decorating magazine, Canadian 

House and Home’s mandate is to “take you inside the most beautiful and unique homes 

across the country. You'll also find inspiration and advice to help you create the house 

you've always dreamed of, including dramatic makeovers, the latest furniture, fabrics 

and accessories, expert renovation tips, and tricks for organizing and entertaining with 

style.”11 The magazine runs on a paid subscription model and is sold on newsstands and 

in special interest stores across Canada.  It has a circulation of 235,374.12   

House and Home Media runs a website that incorporates television programming 

and select content from the magazine. Houseandhome.com first launched in 1996 as a 

full content site, with several staff members dedicated to the website. In addition to 

information about subscriptions, the site offered readers decorating and design content. 

The site was relaunched in April 2009, at which point a variety of blogs were added. The 

                                                   
10 Ibid. 
11 About, Canadian House and Home. http://www.houseandhome.com/about (accessed August 

25, 2010). 
12 Interview with Lisa Murphy. October 2010. 
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company also updated their Facebook and Twitter (@HouseandHome) accounts at this 

time. As of December 11, 2010, they have 5,210 Facebook fans and 13,731 Twitter 

followers. Since day one, the company’s online goal has always been “to provide great 

home and style content online, facilitate magazine subscriptions and introduce the 

House and Home brand to new audiences.”13 

The website is almost a completely separate entity than the magazine.  According 

to web editor Lisa Murphy, “web content relating to specific magazine issues usually only 

comprises about 25 percent of our content. The rest is developed exclusively for our web 

audience based on their interests.”14 It is important for them to maintain differentiation 

between the print and web components, therefore maintaining an appetite for both.  

There are a variety of factors that play into the decision of what content from the 

magazine makes it online. First, the online editors look at data on what the web audience 

enjoys most and work to provide fresh and exciting photo galleries, blogs and other 

content on themes the audience finds enjoyable. The team reviews content from each 

magazine issue to determine how it will perform in a web environment with their specific 

audience. Gorgeous photographs and short do-it-yourself articles perform well online, 

while long narrative articles tend to perform less well. Very rarely will they bring a article 

from the magazine online in its entirety; it is more likely they will remix it. 

According to Google Analytics, in September 2010 the site had a total of 318,825 

visitors, of which 188,699 were unique. These visitors produced 1,785,014 million page 

views. Since the relaunch in 2009, the website has had a 232 percent increase in visits, 

due in large part to the integration of search engine optimization and user-friendly 

design.15  

 

                                                   
13 Ibid. 
14 Ibid. 
15 Ibid. 
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2.3 Western Living Profile 

Western Living began as Western Homes and Living, a small publication from 

the 1950s that focused on trends in west coast architecture. By 1960 readership had 

dropped severely and the magazine went out of business. It was resurrected in the early 

1970s under the name Western Living, and began to incorporate more general-interest 

content.16 Since 1999, Western Living has operated under the umbrella of 

Transcontinental Media, and shares office space and staff with Vancouver Magazine.  

After years of editorial refocusing, the magazine has found its niche. Today, 

Western Living “invites readers to stretch their imaginations about living in the West: 

we share what intrigues, surprises and thrills us about people, places, homes, gardens, 

food and adventure from Winnipeg to Victoria and everywhere in-between.”17 The 

magazine is published ten times a year and runs on a combination controlled and 

subscription circulation model that reaches 165,000 homes in seven cities across western 

Canada. Western Living is printed with split runs targeting different provinces and the 

circulation is broken down as follows: 50,000 in Vancouver, 35,000 in Calgary, 30,000 

in Edmonton, 15,000 in Winnipeg, 15,000 in Victoria, 10,000 in Regina, and 10,000 in 

Saskatoon.  

 Western Living launched its website in 2002, but it remained quite rudimentary 

until 2006. The original site offered little editorial content, and was mainly a source of 

information for advertisers and subscribers. Only two articles and a contest from each 

print issue were posted online: “a column by “The Wests,” and “Backroads,” a travel 

article about the less-travelled west.”18 In 2006, Western Living relaunched the website 

so it fit more in line with the editorial strategy of the magazine. The site now includes all 

                                                   
16 Kordic, Lara. “What Your Magazine is Trying to Tell You,” 7.  
17 About Us, Western Living. http://www.westernlivingmagazine.com/ABOUT/index.html 

(accessed August 25, 2010).  
18 Quin, Anicka. “Nine Years and Counting,” 32-33. 
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of the feature articles as well as some other content from the magazine. Each month, 

every article about homes, travel and food is posted online. The website is also the source 

for information on contests run by the magazine. Currently, Western Living does not 

post any original content online.  

Western Living has only recently joined the social media revolution. In early 

2010 the magazine joined Facebook and Twitter (@Western_Living). The magazine uses 

the platforms mainly to connect with readers and expand the Western Living brand. 

They have 220 Facebook fans and 1,173 Twitter followers as of December 10, 2010.  

All of the magazine’s online initiatives culminate in one goal: to connect with 

readers between issues. According to editor in chief Anicka Quin, “it is not necessarily 

about getting them back to the magazine. It is about getting them to know and trust the 

Western Living brand. We don’t necessarily tweet about content from the magazine. 

Instead, we tweet about design and things that relate to it. We want to be a voice for 

Western Canada and beyond.”19 

 

 

 

 

 

                                                   
19 Quin, Anicka. Personal Interview. November 2010.  
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3: Case Studies 

 

3.1 Approach to Case Studies 

In the sections that follow, specific articles from two issues of Western Living, 

Style at Home and Canadian House and Home are examined and compared in an 

attempt to illustrate the different approaches taken by each magazine. The September 

and October 2010 issues of each magazine and the corresponding web content will be 

used for this comparison. While studying each article, the following questions will be 

taken into consideration: 

1. How has the article been transferred from the print magazine to online? 

2. What is the overall tone of the article, and is the tone affected once it 

moves online? 

3. How does the article make use of graphic, visual or interactive elements? 

4. How does the print article, or magazine in general, guide the reader 

online? 

These questions ensure a consistent approach to all articles and form the base for the 

analysis presented.  

 With the exception of Style at Home (who only has one relevant article in October 

2010), two articles from each issue of the magazine are included as case studies in an 

attempt to present a wide representation of work and to illustrate each magazine’s 

approach. The types of articles analyzed differ from magazine to magazine, which may 
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speak to the magazine’s online editorial strategy. The purpose of this comparison is to 

discover the ways in which magazines transfer their editorial content online and to see 

the similarities and differences in each magazine’s strategy.  

3.2 Style at Home 

September 2010 

The article “The Sweet Escape20” follows the New York City wedding of Style at 

Home’s editor in chief, Erin McLaughlin. It falls under the decorating section of the 

September issue of the magazine, and provides decorating tips for adding personal 

touches to a destination wedding or elopement. It is spread across three pages of the 

magazine. The first page features a large photograph of the wedding dress and hotel 

room, with the headline and deck of the article. The second and third pages contain a 

short running piece of text that sets the scene for the wedding (see figure 1). Both pages 

also feature six photographs each, as well as six captions.  

                                                   
20  Moutis, Suzanne. “The Sweet Escape,” Style at Home, September 2010, 70-74. 
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Figure 1. Middle spread of wedding getaway for print, Style at Home, September 2010. 

 
Figure 2. Main webpage for wedding getaway, styleathome.com, September 2010. 
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On the Style at Home website, the article gets a name change to “Erin 

McLaughlin’s Wedding Getaway”21 and is transformed into a 10-page slideshow (see 

figure 2). A new shortened introduction to the article is fashioned from the original text 

and included with the slideshow.  The remaining nine slides each cover one aspect of the 

wedding (including flowers, personalized pillows and a keepsake box) and are exact 

copies of the text found in the magazine article. Three items from the original article 

have been omitted. The slideshow contains links that connect to other relevant articles 

on the Style at Home website that reader’s may find interesting. 

The online editors of the magazine tweeted about the article on August 30, saying 

“Our editor in chief @erinmclaughlin1 got hitched! See all the details that made her 

getaway #wedding feel like home.” They included a link to the online version of the 

article. Similarly, the article was discussed on the magazine’s Facebook page. The page 

has a post that says “Editor in chief Erin McLaughlin had a getaway wedding in NYC but 

made it feel like home with a few personalized details” that also included a link back to 

the online article.  

 The “One-Month Makeover,”22 another article in the September issue of Style at 

Home falls under the homes section of the magazine. The article showcases a four-week 

makeover that TV host and blogger Karen Bertelsen completed on her 170-year-old 

home. The article contains one long strand of running text, as well as smaller blocks 

discussing different aspects of the renovation. It is given seven pages in the magazine 

(see figure 3). The main text discusses the reasons why Karen likes/dislikes her house, 

and the areas she targeted during the renovation. Specific details are shared through the 

10 photographs and accompanying captions.  

                                                   
21  Moutis, Suzanne. Erin McLaughlin’s Wedding Getaway. Style at Home. 

http://www.styleathome.com/ /decorating-and-design/styling-secrets/erin-mclaughlin-s-
wedding-getaway/a/32203 (accessed September 15, 2010). 

22  Racanelli, Helen. “ The One-Month Makeover,” Style at Home, September 2010, 101-115. 
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Figure 3. Opening spread for one month makeover, Style at Home, September 2010. 

 
Figure 4. A slide for one month makeover, styleathome.com, September 2010. 
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The article receives a name change, “Interior: One-Month Makeover,”23 and is 

presented as a nine-page slideshow on the website. The first page of the slideshow 

includes three-quarters of the main text found within the original article – the rest of the 

original text is omitted. The remaining eight slides feature the smaller blocks of text and 

focus on one room within the house (see figure 4). Two of the original photos are also 

omitted.  The article links out to other relevant articles on the website.  

 The article is tweeted about on the magazine’s Twitter account, reading “Who 

knew a one-month home makeover could look as good as this” and linking to the online 

version of the article. The editors of the magazine also tweeted about the article on 

September 30 in response to another Twitterer, saying “We love Karen, too! Check out 

her home http://bit.ly/9ummtn RT @jenselk: Just discovered and am currently 

obsessed with @artofdoingstuff.” 

They took a different approach with their Facebook page. Instead of simply 

posting a link to the article, they wrote “A hilarious account of how Karen Bertelsen 

prepped her home for a feature in our September 2010 issue - a must-read!” and posted 

a link to the homeowner’s personal blog, where she had written about the experience of 

the photo shoot and being included in the magazine. Not only are they providing their 

readers with access to the article online, they are also supplementing the content by 

providing new insight into what went on behind the scenes.  

October 2010 

 “Darkness Falls”24 is a collection of vignettes in the October 2010 issue of Style at 

Home that tells a story about the colour trends for fall. The article showcases three dark 

colour trends: plum and pewter, cocoa and bronze, and oxblood and ink. Each colour 

                                                   
23 Racanelli, Helen. Interior: One-Month Makeover. Style at Home. 

http://www.styleathome.com/homes/interiors/interior-one-month-makeover/a/32133 
(accessed September 20, 2010). 

24 Walther, Brett. “Darkness Falls,” Style at Home, October 2010, 136-141. 
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trend receives a two-page spread with two separate vignettes; one vignette is a style 

board and the other is an interior (see figure 5). Each trend also has a paragraph 

describing the allure of the colours. “Darkness Falls” takes up six pages of the homes 

section of the magazine, and each vignette consists of one full-page photograph. 

 

Figure 5. Opening spread for colour vignettes in print, Style at Home, October 2010. 

 

Figure 6. Online story-board vignette, styleathome.com, October 2010. 
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All of the content and images from “Darkness Falls” are online, but the material 

is presented in a different way. The article is changed to a six-page photo gallery called 

“Bold Fall Colour Trends.”25 Each vignette is presented in a different slide of the photo 

gallery. The vignettes appear in a different order than they did in the magazine, 

alternating between story-board vignettes and interior vignettes (see figure 6). The story-

board vignettes each contain the colour trend’s caption while the interior vignettes 

contain a quote by Margo Austin, the senior design editor. This is different than how it 

appeared in the magazine.  

 On September 24 the editors of Style at Home posted a link to the article on 

Facebook, and said “Fall colour trends -- dark, bold and sumptuous. Would you use 

these in your home?” They asked their readers a question that encouraged them to 

respond and interact with their Facebook page. On September 24, the editors of the 

magazine also used Twitter, tweeting “Bold, rich and sumptuous - here are fall's colour 

trends. http://bit.ly/bNHoEK” and included a link to “Bold Fall Colour Trends.” 

 

3.3 Canadian House and Home 

September 2010 

The feature article “The Perfect Fit”26 fills 16 pages of the September issue of 

Canadian House and Home. It provides small space solutions for four different sized 

houses: a family home, rowhouse, townhouse and condo. The article is broken down into 

four smaller articles that each target one of these homes. Each smaller article consists of 

the main text and a sidebar that shows the layout of the home and suggestions for 

                                                   
25 Austin, Margot. Bold Fall Colour Trends. Style at Home. 

http://www.styleathome.com/decorating-and-design/colour/bold-fall-colour-trends/a/32507 
(accessed September 20, 2010).  

26 Linton, Tanya, Iris Benaroia. “The Perfect Fit,” Canadian House and Home, September 2010, 
106-121. 
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revitalizing certain rooms (see figure 7). The text discusses the problems with each 

house, as well as the solutions the designer came up with.  

 
Figure 7. Smaller article with layout of home in print, Canadian House and Home, September 

2010. 

 
Figure 8. Small space online photo gallery, houseandhome.com, September 2010. 
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The website does not feature any text directly from the article. However, the 

website provides extra information that may be of interest to readers who enjoyed the 

magazine article. The website includes a photo gallery of small space solutions27 (some of 

which were included in the magazine, others which were new) as well as a video called 

“Tailored Small House Tour”28 that features Mazen El-Abdallah, the interior designer 

from the rowhouse, discussing options for homeowners living in this type of space (see 

figure 8). The video includes footage from the house that is included in the magazine. 

Both of these articles were highlighted on the September issue’s page of the website29. 

This page provides a list of articles, videos and photo galleries that correspond to the 

September issue of the magazine.  

 The editors of Canadian House and Home tweeted twice about the small space 

content found within the September issue. On August 12 they wrote: “Love the smart 

storage solutions in this tiny apartment kitchen - proof that small can be beautiful” 

which linked to the aforementioned photo gallery. On August 28 they wrote: “House & 

Home editors share their tricks to turning small spaces into functional, stylish living 

areas” and included a link to a video called “Small Space Living Tips.”30 The editors also 

posted something about small spaces on Facebook on August 3. The post read “New 

Online TV is here! Mazen El-Abdallah, the interior designer behind Mazen Studio, 

reveals tips for making a 900 sq. ft. Victorian home feel like a spacious industrial loft. 

Editors Stephanie White and Michael Penney make DIY tie-dyed pillows, plus Cameron 

                                                   
27 Photo Gallery: Small Space Solutions. Canadian House and Home. 

http://www.houseandhome.com/design/photo-gallery-small-space-solutions (accessed 
September 25, 2010).  

28 House and Home Media. 2010. Tailored Small House Tour. Produced by House and Home 
Media. Video. http://www.houseandhome.com/tv/segment/tailored-small-house-tour 
(accessed September 28, 2010). 

29 Magazine: September 2010. Canadian House and Home. 
http://www.houseandhome.com/magazine/2010/september (accessed October 2, 2010). 

30 House and Home Media. 2010. Small Space Living Tips. Produced by House and Home Media. 
http://www.houseandhome.com/videos/design-decorating/video-small-space-living-tips 
(accessed September 28, 2010).  
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MacNeil explains how to maximize living room space with key furnishings and simple 

arrangements.” The post linked out to a video with the interior designer who worked 

with the rowhouse. 

 Each month, Canadian House and Home includes an interview with someone 

popular in the interior design or decorating world. The September issue featured an 

interview with Brad Ford31, an interior designer and blogger. The article spans three 

pages of the magazine and contains the interview questions and answers as well as a list 

of his top 10 favourite items or people. The bottom of the first page includes a little 

orange tab that encourages readers to head to the web to “see more of Brad’s interview 

and favourite things online” (see figure 9). 

 
Figure 9. Opening page for Brad Ford interview in print, Canadian House and Home, October 

2010. 

                                                   
31 Macintosh, Catherine. “Brad Ford,” Canadian House and Home, September 2010, 46. 
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Figure 10. Main webpage for Brad Ford interview, houseandhome.com, September 2010. 

Online, the article is represented in a similar fashion. The September issue’s page 

of the website provides a link to “Brad Ford Interview”32, the transcript of the interview 

with Ford, which includes the whole interview (see figure 10). It also provides a link to 

“Photo Gallery: Brad Ford’s Favourite Things,” 33 a photo gallery that includes all of the 

favourite things featured in the magazine, as well as the quotations by Brad Ford. The 

photo gallery also includes a short paragraph telling readers they can find more bonus 

material from the interview in the September 2010 issue of the magazine. 

While the editors of the magazine chose not to tweet about Brad Ford, they did 

include something on their Facebook page. They wrote: “Do you love interior designer 

Brad Ford? Enjoy our exclusive interview with him, and discover his ideal colour 

combinations, furniture styles and even flower arrangements. Great inspiration” and 

provided a link to the interview.  

                                                   
32 Macintosh, Catherine. Brad Ford Interview. Canadian House and Home. 

http://www.houseandhome.com/design/brad-ford-interview (accessed September 28, 2010). 
33 Photo Gallery: Brad Ford’s Favourite Things. Canadian House and Home. 

http://www.houseandhome.com/design/photo-gallery-brad-fords-favourite-things (accessed 
September 28, 2010).  
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October 2010 

The Canadian House and Home guide “All About Kitchens”34 was included in the 

features section of the October issue. The article does not include one long piece of 

running text, but instead is presented in smaller, more focused pieces. The article 

includes lists (ie. “What Makes This Kitchen Irresistible?”), round ups (ie. “What’s Hot 

Now”) and Q&As (ie. “Ask a Contractor”). The guide provides readers with helpful hints 

on redecorating or renovating kitchens, buying appliances and adding special touches to 

the finished product. “All About Kitchens” spans four pages of the magazine and includes 

13 photographs and one chart (see figure 11).  The end of the article contains an orange 

tab that encourages readers to head to the web for “expert ideas for kitchen updates at 

every price point.”35 

 

Figure 11. Kitchen tips in print, Canadian House and Home, October 2010. 

                                                   
34 Macintosh, Catherine, Cameron Macneil. “All About Kitchens,” Canadian House and Home, 

October 2010, 97-102.  
35 Macintosh, Catherine, Cameron Macneil. “All About Kitchens,” 102. 
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Figure 12. Kitchen slideshow, houseandhome.com, October 2010. 

Although the article itself is not online, the magazine provides many related 

features. The October magazine’s page on the website36 includes a link to four articles 

that are relevant to and expand upon “All About Kitchens.” The website includes a photo 

gallery37 of editor Suzanne Dimma’s favourite kitchens (see figure 12) as well as a video38 

on style editor Stacey Smithers’ kitchen renovation. In “Photo Gallery: Top Kitchen 

Appliance Trends” the editors of the website compiled a list of the latest appliance trends 

that range from affordable to investment-worthy, including refrigerators, stoves and 

gadgets. “Gallery: Kitchen Updates at Every Price Point” offers readers tips on how to 

spruce up their existing kitchens while staying within budget. It is presented in a photo 

gallery, with each slide representing a different tip. At the end of the gallery is a 

                                                   
36 Magazine: October 2010. Canadian House and Home. 

http://www.houseandhome.com/magazine/2010-4 (accessed September 26, 2010).  
37 Photo Gallery: Suzanne Dimma’s Favourite Kitchens. Canadian House and Home. 

http://www.houseandhome.com/design/photo-gallery-suzanne-dimmas-favourite-kitchens 
(accessed October 2, 2010). 

38 House and Home Media. 2010. Simple, Modern Kitchen. Produced by House and Home Media. 
Video. http://www.houseandhome.com/tv/segment/simple-modern-kitchen (accessed 
October 2, 2010). 
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paragraph that encourages readers to see “All About Kitchens” in the October 2010 issue 

of the magazine.  

The editors of Canadian House and Home tweeted about the October 2010 

kitchen issue three times. On August 31 they tweeted “Video of Kitchen I designed for the 

OCT 2010 issue of House & Home” and provided a link to the aforementioned video on 

style editor Stacey Smithers’ kitchen. On September 2 they tweeted “Everything you need 

to know about appliances is right here: http://bit.ly/c0WuW2 Plus, enter to #win a 

fabulous fridge!” and included a link to a round up of articles about kitchen appliances. 

The last tweet about the kitchen issue was on September 4 and said “Learn how to make 

your budget work for you when renovating your kitchen: Find ideas for easy upgrades + 

full-renos.” This tweet provided a link to the online article “Gallery: Kitchen Updates at 

Every Price Point.”  

The editors also used Facebook to promote the kitchen content in the October 

2010 issue. On August 27 they wrote “See Suzanne Dimma's favourite kitchens! Her top 

10 from designers like Tommy Smythe, David Netto, Victoria Webster, Steven Gambrel 

and more” and posted a link to the photo gallery of kitchens. On August 30 they wrote 

“New Online TV is here! This episode, tour a newly renovated kitchen and see before 

shots, learn how to make bowls and pillows from felt, plus the editors of H&H share their 

favourite kitchens and kitchen trends.” The final post was on September 14 when they 

wrote “Learn everything you need to know about appliances, from how to buy an energy-

efficient model to how to create a stylish and functional kitchen or laundry room. Plus 

enter for a chance to win a state-of-the-art washer/dryer pair!” This post linked out to 

the online article Photo Gallery: Top Kitchen Appliance Trends.”  

The article “Growing Tradition”39 spans three pages of the entertaining section of 

the October issue of Canadian House and Home. The article focuses on John Bishop, a 

                                                   
39 Jennings, Laurie. “Growing Tradition,” Canadian House and Home, October 2010, 64-66, 213. 



 

 26 

Vancouver chef who is popular for his West Coast fine dining style. It discusses the 25th 

anniversary of his restaurant, Bishop’s, and his history of introducing seasonally-

influenced menus to Canada. The article includes a three-paragraph introduction, a Q&A 

with John Bishop and one recipe. There are four photographs, including one of John 

Bishop’s culinary diary (see figure 13). The first page of the article contains an orange 

flag that directs readers online for “recipes from John Bishop’s cookbook, Fresh.” 

 

Figure 13. Opening page for chef with diary, Canadian House and Home, October 2010. 
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Figure 14. John Bishop recipe online, houseandhome.com, October 2010. 

Online, the editors expand upon the original article in “John Bishop’s Fresh 

Recipes.”40 Whereas the magazine article focuses on John Bishop and his restaurant 

history, the online article focuses on his cookbook Fresh. The article begins by 

introducing John Bishop and his restaurant, and then includes six recipes from his new 

cookbook (see figure 14). It includes one photograph from the original article, but also 

includes many new photos. The editors of Canadian House and Home tweeted about 

John Bishop on September 3, saying “Join the slow food movement with these delicious 

recipes from BC chef John Bishop.” The tweet included a link to “John Bishop’s Fresh 

Recipes.”  

 

                                                   
40 Jennings, Laurie. John Bishop’s Fresh Recipes. Canadian House and Home. 

http://www.houseandhome.com/food/menus/john-bishops-fresh-recipes (accessed October 2, 
2010). 
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3.4 Western Living 

September 2010 

 
Each September Western Living runs the results of their Designer of the Year 

competition, in which they request submissions from various types of designers across 

western Canada. The entries are judged by a panel of designers (including John Fluevog 

and Martha Sturdy), and the winners are featured in the September issue of the 

magazine. The article “2010 Designers of the Year”41 takes up 20 pages in the magazine, 

and features eight different designers. Each designer has a separate block of text 

dedicated to them, as well as a photograph (see figure 15). Some of the larger categories 

– like interior design and architecture – have more photographs. The text is biographical 

in nature, and describes the style of each designer. The pages for each category also 

feature a small offset box called “One to Watch” that highlights an up-and-coming 

designer. 

 

Figure 15. Spread for Furniture Designer of the Year in print, Western Living, September 2010. 

                                                   
41 Harris, Michael, Anicka Quin, John Burns, Neal McLennan, Rebecca Philps. “2010 Designers of 

the Year,” Western Living, September 2010, 51-85. 
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Figure 16. Online list of Designers of the Year, westernlivingmagazine.com, September 2010. 

Online, the article42 retains the same name, and features links to the text for each 

of the eight different designers (see figure 16). The links are organized in the same order 

the designers appear in the original article. The winners for the architecture and interior 

design categories both have two links, one for the main text and the other for the 

photographs that accompanied the original article.  

 Western Living had a strong Twitter campaign for Designers of the Year and 

maintained a conversation with their followers about the competition. They first tweeted 

on April 23, saying “Western Living 2010 Designers of the Year competition is open! 

Enter now - deadline May 17, 2010. Spread the word.” They followed this on April 30 

with “NEW for Designers of the Year awards: Arthur Erickson Memorial Award for an 

emerging architect or designer. Enter now!” Both of these tweets promoted the 

competition and encouraged designers to apply.  

                                                   
42 Harris, Michael, Anicka Quin, John Burns, Neal McLennan, Rebecca Philps. 2010 Designers of 

the Year. Western Living. 
http://www.westernlivingmagazine.com/HD/0910.DOTY.Index.html (accessed October 15, 
2010). 
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The next set of tweets began on July 21, when the magazine tweeted “The 

shortlist is up for Western Living's 2010 Designers of the Year!” They also responded to a 

tweet by Justine Brooks, a shortlisted designer for the jewellery category, saying 

“Congrats! RT @Justine_Brooks: Excited to announce I have been shortlisted for 

Designer of the Year by Western Living.” This was followed by tweets on July 21 and 22 

to many of the shortlisted designers, congratulating them on their success. In late 

September, Western Living organized an event to honor the winners of the competition. 

Leading up to the event the editors tweeted more about the competition and responded 

to tweets from guests who were eager to attend.  

Western Living’s Facebook page contained less information about the article. On 

April 30 they posted the tweet they had written on the same day, saying “NEW for 

Designers of the Year awards: Arthur Erickson Memorial Award for an emerging 

architect or designer. Enter now!” On August 25 they also posted photos from the 2009 

and 2008 event honoring the competition.  

 “Eat, Play, Love”43 is a feature article that focuses on Vikram Vij’s new cookbook, 

Vij’s at Home: Relax, Honey. The article details the popularity of the famous Vancouver 

restaurant and speaks about the book’s imminent release. It is spread over eight pages of 

the magazine, and includes the main text of the article, seven photographs and four 

recipes from the book (see figure 17).  

 

                                                   
43 Sutherland, Jim. “Eat, Play, Love.” Western Living, September 2010, 86-95. 
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Figure 17. Middle spread with recipe from Vikram Vij, Western Living, September 2010. 

 

Figure 18. Vikram Vij recipe online, westernlivingmagazine.com, September 2010. 
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Online the article44 retains the same name and is presented in a similar fashion to 

the original article. The main running text is included, as is the four recipes (see figure 

18). However, only one of the original photographs is used. For a short period of time the 

magazine held a contest45 to give away a free copy of the book Vij’s at Home: Relax, 

Honey. Details for the contest are included at the bottom of the article in the magazine as 

well as under the Contest page on the website.  

Western Living’s Facebook and Twitter efforts focused more on the contest and 

less on the article. On August 25, the magazine tweeted  “Win! One of five copies of Vij's 

new cookbook: Vij's at Home: Relax, Honey. Enter at http://ow.ly/2uMnj.” On August 

25 they also tweeted the same thing on Twitter. 

October 2010 

 The article “Double Dutch”46 is a travel article that chronicles the design 

adventures of editor in chief Anicka Quin. The article is written in the first person and 

follows the writer as she discovers and visits innovative design companies in Holland. 

The article consists of one long piece of running text, as well as three sidebars (see figure 

19). The first sidebar highlights the best objects that have come from Dutch design, the 

second sidebar lists where to stay and play in Holland and the third sidebar discusses a 

Canadian link with Dutch design. The article covers five pages of the magazine and 

includes 14 photographs.  

                                                   
44 Sutherland, Jim. Eat, Play, Love. Western Living. 

http://www.westernlivingmagazine.com/FD/0910.food.EatPlayLove.html (accessed October 
15, 2010). 

45 Contests, Western Living. http://www.westernlivingmagazine.com/CE/contests.html (accessed 
October 20, 2010). 

46 Quin, Anicka. “Double Dutch,” Western Living, October 2010, 62-68. 
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Figure 19. Middle spread and sidebar for Dutch travel article in print, Western Living, October 
2010. 

 

Figure 20. Main webpage for Dutch travel article, westernlivingmagazine.com, October 2010. 
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Online, the article47 retains the same name and is presented in full minus the first 

sidebar. The article and the second two sidebars are all positioned on one long page. The 

main text runs in one long block down the middle of the web page and the two sidebars 

are combined into one sidebar on the right hand side of the page (see figure 20). Only 

one image from the original article is included online. 

The editors of the magazine did not post anything on Facebook or Twitter that 

related directly to “Double Dutch.” However, they did post some information that 

supplemented the article. On September 7 they tweeted “Inspiration Central: Here are 50 

of the world’s best design blogs” and provided a link to a list of design blogs compiled by 

The Sunday Times. On September 15 they tweeted “Industrial chic on another level 

http://bit.ly/bAibnc” and provided a link to a Scandinavian design blog, a style of design 

that has been closely compared to Dutch design. They also posted a link to this blog on 

Facebook, saying “Industrial chic takes it to another level with unfinished concrete, 

junkyard furniture, and worn wooden beams. Pretty gorgeous, we must say.” 

Each year Western Living includes a furniture supplement in one of its fall 

issues. “Picture Perfect”48 highlights the hottest furniture trends for 2011 through various 

illustrated pictorial scenes. The furniture is represented in six different vignettes 

representing three different rooms (living room, dining room and office) in two different 

decorating styles (modern and traditional). “Picture Perfect” spans six pages of the 

magazine, with each vignette receiving its own page (see figure 21). Each style of room 

begins with a sentence or two to set the mood, and contains varying amounts of images 

and photographs. 

                                                   
47 Quin, Anicka. Double Dutch. Western Living. 

http://www.westernlivingmagazine.com/T/1010.travel.holland.html (accessed November 3, 
2010).  

48 Ross, Amanda. “Picture Perfect,” Western Living, October 2010, 30-36. 
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Figure 21. Traditional Dining Room page for furniture supplement in print, Western Living, 
October 2010. 

 

Figure 22. Modern Living Room webpage for online furniture supplement, 
westernlivingmagazine.com, October 2010. 



 

 36 

Online, “Picture Perfect”49 is represented similar to how it appears in the 

magazine. Instead of appearing on separate pages, the vignettes appear vertically on the 

web page in the order in which they were listed in the magazine. While the images in the 

vignettes remain the same, the text and prices of the furniture have been removed and 

instead appear below the scenes (see figure 22). Also, the images for the secondary 

objects have been omitted.  

 The editors of the magazine posted links to the online article on Facebook and 

Twitter. On October 19 they tweeted “This season's best new furniture” and linked out to 

the article. They also posted to their Facebook page on October 19, saying “We’ve 

gathered the season’s hottest new furniture designs for our favourite rooms. There’s 

something here for every taste, whether it’s modern, traditional, or somewhere in 

between.” 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                   
49 Ross, Amanda. Picture Perfect. Western Living. 

http://www.westernlivingmagazine.com/HD/1010.homes.pictureperfect.html (accessed 
October 25, 2010). 
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4: Engaging Online readers 

 

4.1 Magazines and the Rise of the Internet 

Since the late 1990s the Internet has been radically changing the publishing 

industry, bringing many rewards and challenges to magazine publishers. It gave birth to 

a potentially huge new audience, therefore a new advertising market, but it also brought 

an abundance of free content, which competed with print publications for readers’ 

attention. In 2001, Folio magazine conducted a study that indicated: “next to circulation 

economics, the integration of print and digital media was the top concern of magazine 

executives.”50 As early as the beginning of the twenty-first century, publishers recognized 

the importance of an online presence.  

Many publishers were eager to explore the new medium. In 1996, The Atlantic 

Monthly’s managing editor, Cullen Murphy, spoke of this challenge:  

Aren’t today’s publishers the most qualified people to step up to the 
potential, and the challenge, of interactivity? Of creating new special 
interest communities and new relationships between reader and expert? 
Or between reader and reader? The new medium demands organized, 
vital, up-to-date content. It demands authoritative points of view. The 
relationship between user and provider requires the very trust that 
readers bestow on a magazine brand or brands of their choice.51 

In 1994, Shift, a magazine focused on technology and culture, became the first magazine 

in Canada to publish its work online. Saturday Night, Chatelaine and others soon 

followed, testing the waters to see what worked and did not work online. Back then, 

                                                   
50 Quin, Anicka. “Nine Years and Counting,” 2. 
51 Johnson, Sammye and Patricia Prijatel. The Magazine From Cover to Cover, 24. 
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“online reproductions were considered extensions of the magazine; in most cases, the 

magazine was reproduced without paying writers for second rights to their works, 

thereby keeping costs down.”52 

 Those first few years became a test period to determine what the medium could 

offer and whether there was a good return on investment. Publishers were reluctant to 

invest money in website development and maintenance before they knew how to 

measure its success. The website for Shift magazine “accrued $100,000 in revenues [in 

1999], but had expenditures of $500,000. It is perhaps not surprising that the website of 

Shift in 2003 was stripped back to a basic site, with just one and a half staff members 

running the operation.”53 Shift magazine and other early trailblazers provided lessons for 

publishers eager to avoid the same mistakes. But as time went on and the Internet’s use 

and popularity grew exponentially, publishers everywhere had to find a viable way for 

their magazines to live online. 

4.2 The Online Reading Experience 

In The Magazine From Cover to Cover, Sammye Johnson and Patricia Prijatel 

speak of the effects emerging Internet technology had on magazines in North America. 

They point out that as each new medium of communication (radio, TV, and then the 

Internet) has become available over the years, people who have been challenged by the 

new technology have risen to the occasion and allowed the technology to benefit them in 

some way. Johnson and Prijatel argue that “those magazines that recognize the inherent 

strengths of the medium, and use those strengths to fill readers’ needs, will be those that 

                                                   
52 Quin, Anicka. “Nine Years and Counting,” 9. 
53 Ibid, 10. 
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survive any onslaught of media competition,”54 which raises the question: What are the 

strengths of this medium? 

Today, the Internet can be a beneficial tool for publishers looking to deliver 

editorial content to new audiences, and there are many different options when tackling 

this task. A website can be used to supplement the magazine’s print information, 

providing an online extension of thought and experience from the page, or it can be used 

to deliver new information and timely topics that can’t wait until the next print issue. 

Most often, it is a combination of the two. A magazine’s online initiatives become a new 

and separate publishing project, not just a side publication or a marketing tool.  

But delivering this online content in an effective way is only the first step – the 

material and the experience in the new medium must be actively marketed, just as is true 

in print. One must have Twitter, Facebook, a blog that is updated daily, and whatever 

new social media platform that is popular at the time.  

To add to this challenge, an online reader’s engagement with the content is 

different than a print reader’s engagement with the paper magazine — even if the two 

readers are the same person — so content must be presented and marketed differently. 

Jakob Nielsen, a web usability expert, reported that 79 percent of readers scanned or 

skimmed a new web page; only 16 percent read the page word for word.55 This is the 

main reason that text edited and designed for print cannot simply be uploaded onto the 

web. The text needs to be shorter and easier to read quickly. It needs to be accompanied 

by images, multimedia, and links to further reading. Based on the first fifteen years of 

online publishing, industry experts have compiled lists of tips and tricks that seem to 

work for all types of online publishing — a process that continues.  

                                                   
54 Johnson, Sammye and Patricia Prijatel. The Magazine From Cover to Cover, 23. 
55 How Users Read on the Web. Use It. http://www.useit.com/alertbox/9710a.html (accessed 

February 19, 2011). 
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According to Jakob Nielsen’s company, the Nielsen Norman Group, easily 

scannable text is the main characteristic of a user-friendly web page. It can be achieved 

by highlighting keywords (using hyperlinks or different fonts and colours), inserting 

meaningful subheads, using bulleted lists (rather than running text) for important 

information, writing/editing text in short paragraphs that only have one idea each, 

employing the journalistic inverted pyramid method, and cutting the word count in half 

(compared to a conventional magazine article). 

The Nielsen Norman Group suggests that when transferring content from print to 

the web, it may be necessary to revise the headline to encompass information-carrying 

content. Print headlines tend to use more wordplay, allusions, etc., but readers have less 

patience for this online. The web “rewards comprehensive coverage that's more specific 

than print content. This more detailed approach works online because the content is 

searchable and you can sort and present it in personalized views for each user.”56 Neilsen 

uses the example of an article in The New York Times called “Coping with the Tall 

Traveler’s Curse.” According to him, “because the article featured a photo of a tall guy 

crunched in the back of a taxi, the article’s content was clear to anybody glancing at the 

page in the newspaper.”57 But, Neilsen argues, once the headline appears online it fails 

several guidelines for writing on the web, because the first three words have no 

information-carrying content, the headline lacks keywords, and the words “tall traveler’s 

curse” are not specific enough to tell readers what the story is about. 

Many readers of print publications are used to linear content that is presented in 

a story or narrative, and they seek it in magazines. On the web, readers exhibit more of a 

solution-hunting behaviour. Instead of presenting long, well-crafted sentences and in-

                                                   
56 Writing Style for Print vs. Web. Use It. http://www.useit.com/alertbox/print-vs-online-

content.html (accessed February 19, 2011). 
57 Ibid. 
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depth description, “websites must support the user's personal story by condensing and 

combining vast stores of information into something that specifically meets the user's 

immediate needs. Thus, instead of an author-driven narrative, web content becomes a 

user-driven narrative.”58 This is where graphics and visuals come in: they complement 

the story and convey information instantly. It is the publisher’s responsibility to choose a 

mix of media that is appropriate for the audience and enhances the value of the content. 

4.3 Getting and Keeping Online Readers 

Each digital space that a magazine takes on requires a significant time investment 

from the editorial team behind the magazine, whether the publisher hires an editor to 

tackle web initiatives or divides the duties among existing staff and interns. The 

responsible planner would undertake a cost analysis to determine the financial risk and 

reward of this commitment. But there are no tried-and-true formulas when it comes to 

online publishing, nor is there a standard checklist for how to measure success. 

Additionally, online publishing is still in the formative stages of development and is in a 

constant state of flux. However, there is a community of publishers, writers, marketers, 

and social media enthusiasts who are continually discussing this subject. They ask 

important questions, provide support for each other, and try to navigate the digital 

landscape for the rest of the publishing world. 

Darren Barefoot and Julie Szabo are two of these people. They are the co-

founders of Capulet Communications, a marketing agency in Vancouver, British 

Columbia. They help their clients understand and engage with the web, both in its 

current form and in the form they think it will take in the future. In their book Friends 

With Benefits: A Social Media Marketing Handbook, Barefoot and Szabo offer their 

well-researched opinion on how to measure the success of any online initiative: a 
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succinct and well-thought-out framework in which to analyze a magazine’s website and 

social media efforts.  

Barefoot and Szabo list eight ways to measure the success of an online initiative: 

visitors, views on social media sites, incoming links, social network activity, 

conversations and contributions, references in the blogosphere, RSS subscribers, and 

social bookmarking.  

 A website is only alive if there are readers to view it. Friends With Benefits goes 

further by arguing that not all visitors are equal. It is crucial for a magazine’s website to 

offer content for all types of audiences: “your website should turn a stranger into a friend 

and a friend into a customer.”59 An easy way to measure how many visitors the website 

has – and who these visitors are – is to use Google Analytics, which can tell a publisher 

how many visitors the site has, how long these visitors are staying, and what links they 

are clicking on. This simple data can help the editorial team determine what content is 

well received. Barefoot and Szabo point out that it is important to measure the level of 

activity on social media sites as well. Are people reading the magazine’s Twitter feed 

every hour, or once a week? If the website has video, are people watching it to the end or 

stopping halfway through? In Friends With Benefits, the authors suggest that a site 

“allow the audience to rate your content as a way to express whether or not they find it 

useful and enjoyable.”60 

 Barefoot and Szabo say that “links are the currency of the web and are essential to 

generating online buzz.”61 Incoming links position a website high within the online world 

and strengthen a magazine’s brand. So, too, does the magazine’s social networking 

activity. In 2010, Twitter and Facebook were two of the strongest and most effective 
                                                   
59 Barefoot, Darren and Julie Szabo. Friends With Benefits, 102. 
60 Ibid, 103. 
61 Ibid. 
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social media platforms for publishers. How can a publisher determine if it is worthwhile 

to tweet every hour or post content each day? Is the magazine’s number of Facebook 

friends growing? How many Twitter followers does it have? The authors point out that 

although the numbers are an obvious measure of success in attracting readers, it is also 

important to evaluate the quality of interaction. In fact, it is crucial to look at the quality 

of conversation throughout all of a magazine’s web initiatives. Is the conversation adding 

something of value to the industry? Is it fulfilling a unique need, or can readers find the 

same conversation elsewhere? 

 At its core, a magazine needs subscribers and readers to survive. It needs a strong 

brand that can be discussed, represented and passed along. A valuable way to measure 

the effects of an online initiative, according to Barefoot and Szabo, is to analyze the 

references that are made about it within the blogosphere or online community in 

general. Are other websites passing along the magazine’s content? Are bloggers posting 

about what they have seen at the site? Are people retweeting thoughts and observations 

generated by the magazine? It is one thing to put content on the web, it is another thing 

for this content to be well received.  

 An RSS subscriber can be likened to a print magazine subscriber. It is a person 

who wants to actively and continually participate with the magazine’s content, whether it 

be online or in print. Therefore, it is important to maximize the number of RSS 

subscribers, by offering more fresh and timely content, or through some other avenue.  

The last measure of success that Friends With Benefits offers is social 

bookmarking. People use bookmarks for various reasons, two important ones being so 

they can return to the information, and so they can share the information with their 

friends. Barefoot and Szabo compare social bookmarking to a reader passing along an 

issue of a magazine to a friend after they have finished reading it. Bookmarking rates are 
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therefore another measure of effectiveness in web initiatives.  Of course, this list of eight 

categories has different applications for every publisher. But in general it is a valuable 

framework with which to measure the magazine’s success in reaching and engaging 

online readers.  

4.4 The Philosophy of Free 

As technology continues to develop, more importance will be placed on the 

successful creation and curating of web content (both web-only content and repurposed 

content), in addition to the monetization of this content, in order for magazines to 

survive. The CEO of Formation Media, Sam Jones, suggests: “a complete embrace of the 

web's strengths is the key to reinvigorating media brands.”62 Jones argues that three 

things need to happen for online content to be successful: it must be free, it must be 

widely available, and it must operate at a web-appropriate scale. 

The three magazines presented in this report are practical examples of Chris 

Anderson’s philosophy on free, which appears in his book Free: How Today’s Smartest 

Businesses Profit by Giving Something For Nothing. In the book he speaks of the two 

economic sides of giving away digital information for free, saying it is about “making 

money by giving things away. It’s about taking advantage of the near- zero marginal costs 

of digital production and services to use free as the most effective form of marketing.”63 

Internet users expect content to be free. Jones tackles this issue with the media 

brands he works with by combining “brand, editorial content and social media to create 

engagement. Then we syndicate that content out and allow others to take it wherever 

they want it, for free…Users come back to our site engaged and looking for richer content 
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and community interactions.”64 Style at Home, Canadian House and Home, and 

Western Living are all doing a similar thing, building their online communities with a 

combination of content and conversation. By offering a selection of their content online 

for free, they hope to inspire readers to buy the print magazine, encourage them to pass 

the information along to their friends and draw readers back to the site for the new, fresh 

content that will be posted frequently. 

According to Jones, “it's clear that people like free. That's a bad word in the 

incumbent model because free works against the traditional value proposition. But on 

the digital side, if you have faith in the brand, the quality of the content, and the user 

experience, all sorts of wonderful magic happens for the business.”65 However, free 

doesn’t guarantee success (either financially or editorially). Instead, free is a philosophy 

that can be applied to various business models. Giving content away for free won’t 

guarantee increased readership, thus magazines must dispense the free bits strategically 

in a way that will garner interest. So, with the model of free comes another crucial 

concern: how to turn a profit (or simply break even) on digital content. How can 

magazines bring in a return on investment while giving away the material for free? 

Increased readership, more pass-along and a continuing conversation with readers are 

all measures of success, but do they bring in revenue?  
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5: Observations and Conclusions 

 

 

But why go online in the first place? With 1.6 billion Internet-enabled devices in 

readers’ hands across the world, it is clear that publishing’s future is on the web (if it is 

not already there). Readers looking to access online content can do so through their 

phones, iPods, computers and ereaders, among other devices. In addition, new 

technologies are constantly emerging and reshaping this digital landscape. In April 2010, 

Apple launched the iPad, a handheld tablet that can be used for interacting with audio-

visual media such as movies, books, games, music and magazines. On March 3, 2011, 

Apple released the iPad 2, a new and improved model that boasts a faster speed and a 

thinner design. Although the acquisition and curation of content for the web is carried 

out in a way similar to the process for print, with new technology magazine publishers 

are challenged to come up with more interactive ways for readers to explore their 

content. This has culminated in the creation of applications, which can also be used on 

iPhones, Blackberrys and other smartphone devices. 

In today’s digital world, reading habits are also constantly changing; therefore, it 

is crucial for a magazine to choose, adapt, shape and curate its content based on the 

demands of a different medium, so that the web audience will find, understand and 

engage with it. A study by Jakob Nielsen of the Nielsen Norman Group confirms what 

the publishing industry suspected – readers engage with online content differently than 

they do with print content. Thus, it is not enough to simply upload a print article to the 

web. One important aspect of producing online content is repurposing editorial content 
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from print in order to expand the audience and get the most out of it. Because readers 

have different expectations of online material, digital magazine content has different 

editorial needs than print: content must be shortened and presented in engaging ways 

and must be enhanced with graphics, visuals and links for further reading. Content must 

also be marketed in a different way than the print magazine (mainly through social 

networks like Twitter and Facebook) and must be part and parcel of the new 

presentation of content.  

Style at Home, Canadian House and Home, and Western Living all acknowledge 

the importance of brand expansion and having an online presence as well as the fact that 

online audiences have different needs than print audiences. The three magazines have 

worked with these new realities in different ways, using various techniques like the ones 

suggested by the Nielsen Norman Group. For example, none of the three magazines 

studied in this report put all of their editorial content directly online; therefore, readers 

have to buy the print version if they want the full content. Of the three magazines, 

Western Living includes the most print content online. Every feature article from each 

issue is posted on the web, as are many of the shorter articles. The only content that is 

never included online is articles from The Goods section of the magazine. The 

information that does appear online is usually presented in the same fashion in which it 

appeared in print. All four of the articles examined in this report appeared in full text 

online. The only aspect of the articles that changed was the number of images and 

photographs that accompanied them online. 

In contrast, Canadian House and Home includes very little content directly from 

the magazine. Indeed, with the exception of interviews, staff members never include an 

article exactly as it appears in the magazine. Instead, they take an article and remix it for 

the web, using many of Jakob Nielsen’s web content strategies. They keep important 

information and shorten the rest, making the article easier to read. They take content 
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from a print article and transform it into a slideshow, photo gallery, or television 

episode, adding useful visual media to guide the reader through it. Many times they will 

take one magazine article and use it in multiple ways and formats online. They almost 

always change the article’s headline, creating direct, information-carrying titles instead 

of clever ones. The Canadian House and Home website includes a web page that lists 

online content that directly relates to each issue of the magazine. This provides readers 

with a jumping-off point if they have read the issue and want to see more related content 

online. The magazine also includes little orange tabs at the bottom of certain articles that 

direct readers online. Each issue has several articles that contain this tab, meaning there 

is more information about the topic online. 

Style at Home falls somewhere in the middle of Western Living and Canadian 

House and Home. The staff includes content from their print issues online, but they 

revamp it for the web. An article from the print magazine is always presented differently 

online. In most cases it is broken down into a slideshow, which makes the text easier to 

digest. These slideshows feature photographs and small paragraphs of content that only 

highlight the most important parts from the print version. Other times only the images 

from an article are used, and the text is shortened and used as photo captions. Style at 

Home always employs the inverted pyramid method in their web content, providing the 

reader with the most important information at the top. The amount of print content 

posted online varies each month. While there were many instances of magazine content 

appearing online in September, only one article in the October issue made it online. 

According to web editor Natalie Bahadur, the amount of content included online has a 

direct link to what content does well on the web and whether they have the rights to use 

it. 

Although this report offers case studies from three Canadian magazines, they are 

not the only examples. In spring 2011, as this report is written, the conversation about 
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print content versus online content is one that is being held all across the country – and 

the world. There are more questions than ever, and no one has the answers. Because the 

medium continues to develop rapidly, a set of proven viable business models is yet to 

appear. As such, there is no tried-and-true formula for repurposing content online – 

there are only examples of things that have worked in the past. Similarly, measuring the 

success of a publisher’s online initiatives is difficult since a cost analysis is not the same 

as the one required for a print product, and there is no easy calculation for determining 

an online strategy’s return on investment. But studies and practice have demonstrated 

that reader engagement, loyalty, and quality of experience (which can be seen through 

views on social media sites, bookmarking, and depth of conversations and contributions, 

among others) are meaningful aspects to consider when analyzing the effectiveness of 

online initiatives.  

Revenue is an equally important aspect to consider when setting objectives for 

online publishing business models. Financial health is integral to ensuring the lasting 

success of an online initiative. If magazines choose to pursue a free business model, they 

will be faced with the additional challenge of monetizing their online content and 

relationship with readers. Business models that allow a magazine to earn a return on 

their investment range from attracting more advertising, to forming partnerships with 

other publishers, corporations, institutions, and associations.  

Increasing the number of unique visitors to a site is vital to attracting new and 

increased advertising revenue. This can be a challenge, since magazine websites compete 

with other Internet content providers – such as blogs, newspaper websites and online-

only news sources like the Huffington Post – for readers, and thus advertisers. Design 

and lifestyle blogs such as Design*Sponge, Poppytalk and decor8 capture a large 

audience that might also be interested in the three magazines studied in this report. 

Since these blogs post fresh content multiple times a day, they give their readers a reason 
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to return to the site frequently, thus attracting more visits, and therefore more 

advertising dollars. As Megan Lau points out in her report Reciprocal Rewards: 

Bringing Reader’s Digest Magazine Brands and Content to Canadian Web Portals, “In 

order to attract lucrative advertising accounts, websites must have a substantial number 

of unique visitors who are engaged with the content…For the first time in magazine 

history, publishers can and must show their advertisers how well their ads are 

performing.”66 Because it is possible to know how many people have visited the site, read 

a particular article and participated with content, advertisers have a way to measure 

successful online editorial strategies.  

Some magazines have found a way to capitalize on their online content by 

forming partnerships within the industry. Reader’s Digest has formed partnerships with 

web portals in order to capture a larger audience. A web portal acts as a content 

aggregator, gathering information and articles from various sources, such as magazine 

and newspaper websites. The web portal then displays this content in a uniform way and 

groups it according to category and genre.  Web portals were especially prominent – and 

important – in the 1990s and early 2000s. Perhaps the most popular example that still 

remains today is that of Hotmail and Sympatico.msn.ca. All Hotmail users are 

automatically brought to the Sympatico homepage as soon as they sign in. This page 

works as an aggregator, gathering relevant information from various online sources. But 

how do they get this content? 

According to Lau, Canadian magazines have been partnering with web portals for  

a fairly long time.  In 1995, Maclean’s – Canada's only national weekly current affairs 

magazine – joined forces with CompuServe Canada, who had three million Canadian 

subscribers. Their agreement “gave CompuServe subscribers—who were also the 
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audience for the ISP’s portal—exclusive access to Maclean’s articles before they hit the 

newsstand. In exchange, CompuServe drove traffic to the magazine’s online forum, 

where readers could discuss articles or talk to the writers and editors.”67 Lau argues that 

web portals gain not only content but also the authority and credibility of the established 

brand (i.e., the magazine), which can be particularly useful for gaining advertisers. Her 

theory is supported by a 2010 study conducted by the Online Publishers Association. The 

study found: 

Eighty percent of people who said they had purchased brands as a result 
of online advertising described themselves as having a strong, positive 
connection to the sites where the ads ran. In most questions regarding 
trust and ad responsiveness, the branded media sites came out on top. 

On the question of which content they are most likely to trust, 
respondents said: media sites first (72%), then portals (60%), and social 
media (23%). 

Audiences also felt that advertisers were more likely to be of high quality 
and reputable on media sites (24%) rather than portals (20%), or social 
media (8%).68 

Thus, in order to attract and retain advertisers it is in the best interests of both the 

magazine and the web portal to form a partnership.  

 Reader’s Digest has found web portals to be particularly useful for distributing 

and profiting from online content. They have used this profitable business model with 

several of their brands. Their brand Best Health – which features content on the health 

of women’s minds, bodies and spirits, both online and in print – partners with 

Sympatico.ca (since 2009) while Readersdigest.ca partners with MSN.ca (since 2010).69 

When establishing these relationships, Reader’s Digest considered three partnership 
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models: 1) content for traffic, 2) content for dollars, and 3) content for technology. 

Content for traffic was the publishing model they eventually chose.70 

 Reader’s Digest’s four main goals for partnering with a web portal “were to 

generate advertising sales revenue (via increasing site traffic), increase brand awareness, 

generate subscriptions and product sales, and generate new prospective customers (via 

email gathering).”71 Lau argues that the partnership between Best Health and 

Sympatico.ca was unique because of its revenue-sharing model. Essentially, both “sales 

teams work collaboratively to sell their shared online display-advertising inventory. Both 

parties are motivated to support traffic to Besthealthmag.ca and Sympatico.ca because if 

Besthealthmag.ca’s traffic sags, so do Sympatico.ca’s revenues, and vice versa.”72 Within 

three weeks of the beginning of the partnership, Sympatico.ca was bringing in over 1.5 

million visits. The website also brought in thousands of newsletter subscribers for Best 

Health.73 In addition to boosting traffic, the partnership has helped to increase Best 

Health’s male readership and enhance its reputation in the industry. Lau suggests the 

partnership lets Reader’s Digest offer advertisers improved ways to reach consumers (for 

example, by purchasing ad space on both sites at a discounted rate). Advertisers are also 

impressed with the large increase in readership.74 

Now, Sympatico.ca is sending less traffic to Besthealth.ca. Rather, 

“Besthealthmag.ca is becoming a regular destination for more users, who are 

bookmarking the website and landing their directly, rather than arriving via 

Sympatico.ca properties.”75 Lau credits this to the strength of the online brand 

community and says it demonstrates audience loyalty and brand recognition.  
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What does this mean for the rest of the magazine industry? The Reader’s Digest 

example proves that it is possible to make a profit with online content. While this 

business model may not work for everyone (very few magazines have the cachet and the 

wide appeal that Reader’s Digest does), it is certainly something to consider. Moreover, 

Lau says it might be effective for “multi-title magazine companies to leverage their 

content and publishing expertise to forge similar relationships with popular websites.”76 

This could be especially useful for magazines like Western Living and Style at Home, 

which are tied together by their parent company, Transcontinental.  Indeed, Western 

Living already has a close relationship with Vancouver Magazine, another 

Transcontinental publication that has an established web strategy and a large online 

audience. In addition to sharing office space, the two magazines share staff and run co-

operative events. This relationship could also be brought online. Vancouver Magazine 

operates a popular real estate section, both in their print magazine and on their website. 

Content from Western Living could easily be integrated into this part of the site in order 

to boost traffic back to their site. The options for partnerships within the publishing 

industry are plentiful, and Reader’s Digest has proven they are also possible and 

profitable.  

For many smaller niche magazines across the country, there is a cap on the 

amount of advertising revenue they can bring in and a limit to the partnerships they can 

make with larger companies. But there are still viable options for generating revenue 

from online publishing activity. Geist, a Canadian literary magazine, capitalizes on the 

prestige and knowledge of their editors and contributors by hosting “fun, info-packed, 

affordable short workshops that deliver practical writing skills—a perfect jump-start for 

new writers, and a quick, smart tune-up for professionals.”77 Workshop fees vary but 
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always include a subscription to the magazine (thus boosting circulation at the same 

time), and workshop participants must sign up at geist.com (driving traffic to the website 

as well). Geist partners with the Listel Hotel in a contra advertising agreement to bring 

these workshops to the public. Similarly, Modern Dog, a lifestyle magazine for modern 

dogs and their companions, runs a weekly photo contest that helps increase the amount 

of visits to their website. Every Monday the winning dog from the past week gets to 

appear on the website’s homepage. Winning dogs are considered for appearance in the 

magazine as well. The website encourages readers to vote for their favourite dogs as 

many times as they’d like, thus providing a reason for readers to return day after day. 

The Tyee, an online journal concerned with social justice, successfully brings in reader 

donations to fund special projects. The Tyee Fellowship Funds allow readers to support 

independent journalism by making tax deductable donations, thus allowing for the 

continued creation of online content. In addition to raising funds, The Tyee engages its 

readership and makes them feel a part of the journal’s operations. In addition, many 

magazines – including the ones investigated in this report – rely on email newsletters to 

increase online web traffic and thus advertising dollars. Newsletters are a useful method 

for collecting email addresses and can include both original content and links to existing 

articles. 

As this report shows, there are a number of different variables that define a 

magazine’s measurable success online, ranging from more readers and Facebook 

followers to increased revenue. The process of repurposing and marketing print content 

for the web – one major way magazine publishers can gain a foothold online – can be 

approached in many different ways. The strategies of Style at Home, Canadian House 

and Home, and Western Living in repurposing print content for web demonstrates that 

while their methods may vary, common principles prevail. These magazines and their 

colleagues must integrate their content-repurposing strategies with others, such as 
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developing new web-only material and interactive features. They must continually 

develop and deploy online marketing strategies to promote the content. And they must 

bring in revenue from it, through advertising, public and private partnerships, special 

projects, and/or other creative business solutions that are yet to be conceived. As the 

medium continues to grow and the magazine industry’s understanding of and experience 

with online publishing develops, the three publications studied in this report, and many 

others, will rise to the challenge as quickly and as well as they can with the resources 

available. 
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