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CLOSURES OF "ELLEGIRL"/"MPH" MEAN MORE BAD LUCK FOR CHRISTINA KELLY/BOB FRITZE... 
Although they do not personally know each other, both give a 2006 definition (albeit 
less tragic) to Rabbi Harold Kushner's 1981 classic When Bad Things Happen to Good 
People.  Last Tuesday (April 4) Ellegirl editor-in-chief (since July 2005) Kelly 
found herself out of a job when Hachette Filipacchi Media U.S. chairman/ceo (since 
June 1999) Jack Kliger closed the 600,000 circulation magazine (name remains elec-
tronically on the Internet and cell phones, with a twice-a-year print version that 
will be part of Elle Accessories).  Decision came 27 months after Kelly ended a 2½-
year stint as YM editor-in-chief after being lied to by the then-Dan Brewster-led 
Gruner + Jahr USA Publishing hierarchy about circulation (YM was subsequently folded 
by Brewster successor Russell Denson, and G+J USA was dissolved last June; see story 
below).  "What Jack did was a business decision that he regrets as much as me," Kelly 
says.  "What happened at G+J was far worse."  Kelly is highly respected (now-Justine 
merchandising director Pat Cantor speaks highly of her expertise of the teen market 
from their being late-1980s colleagues at Sassy), and further proof of her character 
is on page 10. (text continues on page 4; more on Kelly on page 10) 
 
...WHILE SUE GERAMIAN, WHO HAD BAD LUCK, GETS GOOD LUCK. 
When she became Gruner + Jahr USA Publishing vp/corporate communications in 1997, the 
names Dan Brewster and Rosie O'Donnell were far removed from the company.  Their sub-
sequent connection, and their being the centerpiece to much (but not all) of the G+J 
chaos in 2002/2003/2004/2005, proved Geramian's mettle.  But on May 24, 2005, Gera-
mian--like everyone at G+J USA from president Russell Denson (Brewster's successor) 
on down--was surprised by German parent Bertelsmann AG's firesale of the unit to 
Meredith (Child/Family Circle/Fitness/Parents and Mansueto Ventures (Fast Company/ 
Inc.), and a month later she was out of a full-time job. (continued on page 4) 
 
Guest Commentary, by Jonathon Scott Feit: 
THE PSYCHOLOGY OF TARGETING THE READER COMES FROM THE GUT. 
In January 2005, John Huey, then Time Inc. editorial director (now editor-in-chief), 
met with me in his office.  Though I was then the 23-year-old editor/publisher of up-
start Citizen Culture, I had a bevy of formal and informal encounters with top execu-
tives (Time Inc. chairman/ceo Ann Moore, then-Wall Street Journal publisher Karen 
Elliott House, etc.), so my knees were not shaking when Huey greeted me. 
 
♦ Then, I showed Huey the third issue of Citizen Culture, and after offering a few 

comments on content and design, he shook my core: 
When I started Southpoint [1990], it went nine issues.  You’ve got six more to go. 

 (continued on page 5) 
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GUEST COMMENTARY  
JONATHON SCOTT FEIT 
 

"GUT" MARKETING PSYCHOLOGY IN THE MAGAZINE BUSINESS 
(continued from page 1) 

John Huey's words clanged against my business sense.  I was determined 
to publish nine issues...and more.  I refused to become a statistic: 
mine would not be one of the 90-plus percentage of magazine launches 
that fail each year. 
 
Five months later, the print version of Citizen Culture went on hiatus.  
The June 20, 2005, min first reported our announced December 2005 re-

launch as an all-digitally delivered consumer magazine.  The decision had relatively 
little to do with money or content (the crucial question in John Huey's challenge), 
and everything to do with marketing strategy.  
I'm married to no medium, and I'm certainly no digital wonk.  I am but a consumer 
psychologist--a businessman and editor--keenly observant of the nature and prefer-
ences of my audience.  Digitally targeting young professionals who are at their com-
puters day-in/day-out made sense on every level.  
Observation makes perfect when it comes to market and medium selection.  Consumer 
marketing isn't rocket science (though focus groups and surveys can further one’s 
grasp of the psychodynamics at work).  Understanding any two of the following three 
pieces of information--content, form, audience--reveals the product's "Perfect Market."  
Yet the magazine industry is a graveyard of failed titles--not because of a substan-
dard product, per se, but rather, a lack of intimate audience knowledge.  Flash and 
pizzazz--in short, sensationalism--are too often substituted for sustainable usability.  
Consider the late Radar.  I asked some former staff members about keeping it "digi-
tally alive," but I was told that was never a serious consideration.  The company 
wasted more than $10 million on a mistakenly print-driven strategy to reach a core 
audience that was web- and tech-savvy.    
Every technology requires a certain type of reader and subject matter to fit.  Digi-
tal publishing makes little sense for bridal magazines, for example, which simply 
aren't read online.  Rather, they're devoured in stacks by hyper-excited brides-to-
be and their friends.  (Yet, even here, as The New York Times reported on April 2, 
the relaunched BRIDES.COM is becoming a major component.)  
BusinessWeek stands out among magazines as the perfect vehicle to test-drive new me-
dia (with "MediaCentric" columnist Jon Fine ever on the lookout) as it has readers 
who are tech-savvy, on the go, and open to every technology that will speed and 
streamline information delivery.   
Yet, News Corp.'s purchase of MYSPACE.COM–-its intention to milk that independent, 
peer-to-peer platform as an advertising conduit-–shows a complete lack of under-
standing about the purpose of underground communications.  Touching MYSPACE's content 
will destroy its appeal by making users feel "watched"; it will, inevitably, shrivel 
as its users seek free expression elsewhere.   
Failure to grasp an audience's psychodynamics can result in dire, embarrassing cir-
cumstances.  At my first American Society of Magazine Editors dinner, I hastily 
asked Cargo editor-in-chief Ariel Foxman, "Do men really shop that way?"  I thought 
that I might have been presumptuous, but now we all know that title's fate.    
Dwell president/publisher Michela O'Connor Abrams has said that the name of the game 
in 21st-century publishing is to be where, when, and how the readers want.  Here's 
the secret: they will provide the answers.  We businesspeople need know scarcely 
more than how to pay attention. 
 
Jonathon Scott Feit, M.A., is chief editor and publisher of Citizen Culture, the world’s first all-digitally delivered magazine spe-
cifically targeting young professionals, and it is read in over 53 countries.  At 24 years old, Feit is the youngest lecturer in Boston 
University's journalism department, and he is at work on a book about the consumer psychology behind new media publishing. 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (None)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo true
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




