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to distance itself from the stereotype in the 
Latino print industry: celebrity-based pub-
lications. Unfortunately, it has fallen short 
of its original goal by taking an easier road 
to success. Instead of focusing on the real 
issues, with “upbeat, informative stories,” 
as its mission statement says it should, His-
panic focuses on entertainment and lifestyle 
themes written in an unengaging tone, mak-
ing it repetitive and predictable. To reach 
the upscale Hispanic audience it’s aiming 
for, Hispanic needs a more attractive de-
sign, compelling stories developed through 
long-form, in-depth journalism and content 
its readers can use, such as well-constructed 
service sections.

Hispanic is undergoing some major 
changes. In November 2004, Hispanic 
Publishing teamed up with Editorial Tele-
visa, a division of Mexico City-based Grupo 
Televisa, the largest Spanish-language me-
dia conglomerate in the world, in an effort 
to boost the magazine’s performance. The 
move came at a time when the 18-year-old 
publication’s advertising pages had dropped 
by almost 20 percent in 2005, according to 
Hispanic Magazine Monitor, a service that 
tracks the Hispanic publication market. 
Hispanic Magazine Monitor estimated His-
panic’s advertising revenue at $6.5 million 
in 2005, ranking it ninth among the top 10 
Hispanic magazines in the market, which is 
led by People en Español, Latina Magazine 
and Reader’s Digest Selecciones. 

Besides a new editorial structure, the 
merger resulted in editorial alterations vis-
ible in the February issue, the first published 
under the new management. The new edito-
rial team has cleaned up and redesigned the 
cover, and changed the tagline from “Our 
People, Our Issues” to “Gain Perspective,”  
an apparent acknowledgement that tailor-
ing content for the arbitrary target audience 
of “Hispanic-Americans” might be a more 
difficult task than anticipated when con-
fronted with the diversity of the Hispanic 
population in the U.S.

Inside the magazine, Hispanic’s design-
ers sought to add more personality. But 
changing fonts and color palettes is not 
enough—the look of the magazine is still 
monotonous and the navigation unfriendly. 
Possibly the new team needs more time to 
make the adjustments that will reinvigorate 
Hispanic’s out-of-date presentation.

Hispanic has an interesting approach to 
bilingual content. The section names are in 
both Spanish and English. The articles are 
only in English, while the advertisements 
are solely in Spanish.

The articles tend to be short—the longest 

ran four pages, but most are one page or less. 
They are complemented by plenty of photo-
graphs. The February issue suffered from an 
acute case of list-itis (the 25 most powerful 
Hispanics, the 100 companies providing most 
opportunities for Hispanics, the 10 best His-
panic records of all time), which has become a 
tedious habit around the industry. 

Who exactly is Hispanic and, more im-
portantly, what are the values and interests 
Hispanic readers hold in common? These 
questions remain unanswered throughout 
the Hispanic media industry. The success of 
Hispanic and the hundreds of other entities 
that have emerged from this media explo-
sion depends largely on the magazine’s abil-
ity to tailor content to an audience that is as 
diverse and complex as the challenges faced 
by the people who make up this segment of 
the U.S. population.

At 18 years old, the self-appointed “lead-
ing publication of the Latino household” 
has an opportunity to play a central role. 
But first, it must leave the mistakes of its ad-
olescence behind and recreate itself so that it 
has a chance at a long, healthier life. 
     
     
MAKE
Circulation: 80,000
Date of Birth: 2005
Frequency: Quarterly
Price: $14.99(!) Or you can view a digital 
edition for free at www.makezine.com.
Natural Habitat: On the workbenches of 
playful geeks.

BY NICOLE ONCINA

Attention all alpha nerds, male and fe-
male alike: If circuit boards, hacking 

and soldering get your fuses blowing, then 
you might want to check your local news-
stand for the latest do-it-yourself bible for 
artistic technophiles who like to get their 
hands dirty. It’s Make, which calls itself “a 
hybrid magazine/book (known as a mook in 
Japan).”

With the dimensions of a large paper-
back, this new quarterly is thick with “reci-
pes” for building everything from cigar-box 
guitars and espresso-machine temperature 
regulators to tandem dogcarts and elec-
tric marimbas. In refreshing contrast to its 
nerdy content, the publication’s design is 
bright and clean. Make is for smarties with 
good aesthetic sense—and enough dispos-
able income to pay $14.99 per “volume” or 
$34.95 for a four-issue subscription.

Though do-it-yourself projects may be 
the mettle of Make, this mook also features 
profiles of crafty geniuses the likes of Dean 

Kamen, inventor of the Segway, an ultra-
safe electric scooter for pedestrian areas; re-
views of new products; guides to DIY kits 
for such things as robots, lawn mowers and 
homemade cheese; and musings on the cul-
tural implications of technologies. 

Make is smart but doesn’t take itself too 
seriously. With a tone that takes cues from 
the political and artistic movements that 
reacted to industrialization at the turn of 
the century, Make starts off with a “Crafter 
Manifesto.” If Marx worried that technolo-
gy was separating the artisan from his craft, 
Make suggests that the artisan should create 
the technology.

Make is subversive in the way it gets 
people to repurpose things the high-tech in-
dustry has produced. The maker capitalizes 
on corporate investments in the research 
and development of low-cost, high-tech 
products. Because technology keeps getting 
cheaper, the maker’s components are more 
accessible than they’ve ever been. So why 

not take a chance, hack into some electron-
ics, and make them your own? 

For example, if you don’t like the way 
your java tastes, Make tells you how to al-
ter that stock espresso filter to get delicious 
“crema” on top of your cup. Want more 
from your Game Boy than sexy graphics? 
Make can help you turn it into a musical 
instrument. In short, the crafter uses tech-
nology on his or her terms, not on those set 
by corporate engineers.

Artists tend to be people who question the 
motives and implications of big business, of 
politicians and of cultural mores, so it’s not 
surprising that the people who contribute to 
Make—and those who edit it—come from 
arts, rather than engineering, backgrounds. 
They’re photographers, illustrators, fine art-
ists, welders, carpenters, novelists and “aging 
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punks” with a penchant for technology. The 
publisher, Tim O’Reilly of O’Reilly Media, 
who is known for his books on computers, 
reveled in the arts while an undergraduate 
at Harvard; he majored in classics and wrote 
his thesis on Plato.

Today, it’s easy to cross over from the arts 
to the sciences and vice versa. Lower barriers 
to entry—intellectual and economic—have 
allowed artists to hop the fence from tra-
ditional media into previously uncharted 
territories such as electronics, robotics and 
biotechnology. Make is symptomatic of this 
increased cultural awareness of the artistic 
possibilities of technology.

Personal computers are now cheap and 
powerful enough that musicians can turn 
them into instruments. There is no more 
need for musicians to go to places like the 
Computer Music Center at Columbia Uni-
versity (birthplace of the Moog synthesizer) 
to make music with pricey and large equip-
ment. Although the Music Center still ex-
ists, its director, artist Douglas Repetto, ad-
mits that the researchers don’t use the build-
ing much: “Everyone can work on a laptop 
from home. Why would you want to come 
to this cold, dirty place to work?” One of 
two RCA Mark IIs in the world, synthesiz-
ers built in the 1950s for $500,000 each, sits 
in the Center collecting dust, a testament to 
the death of elitist electronic music. Make 
will tell you how to build your own “String 
Thing,” an instrument that sounds like an 
electric cello and is made of lasers, guitar 
strings and clothes hangers.

Even the previously necessary knowledge 
of programming languages to make elec-
tronic music is now an archaic notion. The 
Princeton University Laptop Orchestra, or 
PLOrk, is an assortment of freshmen with 
limited knowledge of music and even less 
of computer programming. Each student is 
equipped with a laptop and a set of speak-
ers, and together they create music—in real 
time—by writing code. Made with comput-
er dummies in mind, the operating platform 
is easy enough for anyone to write decent 
music with a little practice.

If electronic music isn’t your thing, then 
maybe building robots is. Make can give you 
instructions on how to craft several, but be 
advised that you may have to play catch-up. 
Artists have been onto robot building for a 
while. There’s an annual international “Ro-
bot Talent Show,” called Artbots, in which 
anyone who wants to participate—usually 
people with aesthetic sensibilities and en-
gineering prowess—can display their bots 
that draw, create rhythms or are automated 
puppets, among other kinds.

In addition to robotics and electronic 
music, “bioartists” are now experimenting 
with genetics, using common lab practices, 
such as transfection and cloning, to make 
artworks out of living animals. One of them, 
Eduardo Kac, collaborated with a French 
laboratory to procure Alba, a biolumines-
cent bunny whose DNA is combined with 
that of a phosphorescent jellyfish, making 
her glow bright green under a certain blue 
light. Before she died of natural causes, Alba 
was photographed incessantly and became 
the icon of the bioart movement. 

More and more, anyone will be able to 
use technology in interesting new ways, 
some even useful. People of all sorts of back-
grounds will inform the design of our tools, 
will customize their electronic possessions 
and will push the boundaries of art. Make 
is there to lend a helping hand.
   

Y’ALL: THE MAGAZINE OF 
SOUTHERN PEOPLE
Circulation:  100,000
Date of Birth:  November 2003
Frequency:  Bimonthly
Price:  $3.95
Natural Habitat:  Found on the shelves in 
the stores of Dixie such as Piggly Wiggly, 
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Southern Living and Us Weekly.

BY KRISTEN ALLBRITTON

Most regions of the United States 
have their own magazines, cover-

ing the tourist sites, people, music, politics 
and lifestyle of that area. For example, the 
Northeast has Yankee, the Midwest main-
tains Midwest Living and the Western U.S. 
supports Sunset. Now the South has added 
another magazine to the mix: Y’all: The 
Magazine of Southern People.

The name resonates with Southern folk 
while leaving many in the rest of the coun-
try scratching their heads and going, “Now, 
how do you spell that?” “Y’all” is the epito-
me of Southern talk, and it makes this Ar-
kansas-bred girl stand out in the big city.

Publisher Jon Rawl, a native of South 
Carolina, conceived the magazine two and 
a half years ago after noticing the success 
of Southern Living, which focuses on such 
things as flowers, recipes and homemaking 
tips. “There has not been a magazine about 
Southern people,” Rawl told The Washing-
ton Times in 2004. He envisioned a mix of 
music, sports, movies and politics, all focus-
ing on Southern celebrities and intended 
to “capture today’s Southern spirit,” which 
alludes to a simpler time and the Southern 

hospitality we Southerners all embrace.
The Southern spirit may be holding its 

own, but at this point, Y’all appears to be a 
long way from prosperity. Its circulation is 
around 100,000 (Southern Living maintains 
a circulation above 2.5 million). Its January/
February 2005 issue contained a scanty 78 
pages. It is available consistently only in 15 
Southern states; and it can be found on only 
a few newsstands elsewhere, which made it 
necessary for me to ask my mother to buy a 
copy at a local video store and overnight it  
here to New York for this review.  

Now, I love the South—our culture, our 
people, our hospitality, our accents and our 
throwback to a simpler life. As a Southern 
gal transplanted to the Big Apple for gradu-
ate school, I had high hopes for this maga-
zine. Imagine, a publication where I could 
get my fill of information about Southern 
celebrities, wines, sports and music! Read-
ing it, however, left me with mixed feelings.  

At first glance, the magazine looks like a 
standard celebrity-oriented glossy. The main 
photo on the cover of the January/February 
issue showcases three Southerners in the 
television show “Grey’s Anatomy” alongside 
smaller pictures of Larry the Cable Guy, the 
South’s redneck comedian, and Louisiana’s 
own Britney Spears. The magazine’s title 
stands out inside a large square. At the top 
of the page is a list of other people featured 
in this issue. The effect, both outside and in, 
is a lot more Us Weekly than Yankee.

Y’all does deliver on its promise to feature 
Southern music, celebrities, news and poli-
tics. From the reviews of two of Dixie’s most 
popular entertainers, the Dave Matthews 
Band and Britney Spears, to the cover sto-
ries on Isaiah Washington, Chandra Wilson 
and Katherine Heigl of “Grey’s Anatomy,” 
the magazine Y’all eats and breathes South-
ern culture. Its editorial staff consists mostly 


