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CUSTOM PUBLISHING 

Customary success 
O n c e scorned, cus tomer magazines have come in to the i r o w n 

AT A TIME when many doubt the future ot print­
ed publications, custom publishing is "absolutely 
booming", says Bridget McCarney, MD o( New 
Media Publishing. South Africa's biggest special­
ist publisher in this field. In Britain - and probably 
here, too - it's the second tastest growing publish­
ing genre after online. 

And it's surprisingly big. M.Carney reckons 
around Rlbn/yoar is spent producing about 200 
titles. Custom, customer or "contract" magazines 
are produced for all kinds of businesses - tvpi-
cally retailers - as a service to their customers and 
as a marketing vehicle. 

Once a small niche, the category includes 
many of the largest circulations in the country. 

ihe biggest MulliChoice's Disli, now segmented 
into five focused issues - distributes l,(>m cop­
ies/month and IK of the 20 biggest magazines 
in SA an? custom publications. The biggest con­
sumer magazines are /iifi>\VHi»i»f (300 IX)0) and 
You (200 000), but they look like midgets in the 
company of Disli, Di*oirry (941) 000). Clicks' l7irfi 
Gin* (620 000). Edgars' Club (**X) (XX)), Foschiiti 
Club (MOO 000), /.'/ Club (1.2m) and Lavis Stores' 
Club (470 000). 

New Media publishes 30 of these, including 
seven biggies. 

Why is the category doing so well? McCarney 
cites several reasons. 'The products an* getting bel­
ter, as the industry has attracted a belter quality ot 
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journalists and clients. Savvy clients See it .is 
a form of marketing, not of publishing, and 
research h.is shown it works. Up to 20% of 
marketing budgets .ire going towards con­

tract publishing." 
There's plentv of evidence pointing 

to their effectiveness. Local research for 
Edgars has found 48"» are prompted to go 
shopping alter they receive a magazine. 

"Magazines lit the modern mood so 
well because they engage and don't inter­

rupt. Marketing has also changed. Inter­

vention marketing has been superseded by 
'conversation marketing'." 

The perception that people wouldn't 
read such m.igs because they're free has 
been truly knocked on the head by the 
online experience, where publishers can't 
get people to pav tor content. 

Some magazines (like Woolworths TasU' 
and Plascon Decor) are actually sold, a 

testament to their quality. More than half 
of Taste's readers spend one lo four hours 
reading each issue and 75% keep it for 
future reference. 

Custom mags don't try to be consumer 
magazine*: they are product magazines con­

veying an essential message with the help of 
journalistic skills. Asa direct marketing tool 
they're most likely to create a positive brand 
perception for the corporate owner. 

The biggest challenge is to tell clients 
you need content specifically developed 
for you. It wil l cost money ­ but it wi l l 
deliver returns. They mustn't think of it as 
a self­funding promotion. 

"Agencies are working closer with 
custom publishers. We understand sto­

ries. They understand brands Ideally, we 
should look at creating great content and 
pushing it across as many platforms as 
possible." ■ 
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