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punchy headlines may have contributed to 
a newsstand sell-through (the percentage of 
distributed copies sold) that is well above 
average, but they also reflect the magazine’s 
central shortcoming: a lack of sophistica-
tion. Bly’s attempt to create a “gutsy” and 
“bold” publication has ultimately overshad-
owed his simultaneous effort to make it “au-
thoritative.” As a magazine still in its infan-
cy, Seed may well be on its way to balancing 
intrigue with intelligence, but it’s noticeably 
not there yet.

FOLIO:
Circulation:  9,605
Date of Birth:  1971
Frequency:  Monthly
Price:  Free online; free hard-copy sub-
scription to U.S. “applicants” who “quali-
fy”; $116 for international subscribers.
Natural Habitat:  Not on a newsstand; 
most likely on a computer screen be-
longing to a magazine publishing company 
executive or media specialist investment 
banker.

BY THOMAS GOMMES

F    olio:, the self-styled “Magazine of 
Magazine Management,” is more than 

just an ordinary trade magazine in the con-
ventional sense of the term; it’s at the fore-
front of the modern shift away from the out-
dated concept of the magazine as a physical 
compilation of information distributed at 
periodic intervals. Folio: (yes, the colon is 
part of its name) describes itself as “a multi-
channel, multidimensional information 
source, using print, online and face-to-face 
delivery to bring actionable information to 
the publishing community.”

The print version of Folio:, available only 
by subscription, is but one component of 
a series of services. The suite includes Foli-
omag Online, M10 Alert e-newsletter, On-
line Content Channels, Folio: Superbook, 
Folio: Show and various creative, consulting 
and trade show services. The company’s an-
nual trade show in New York has been an 
industry staple for the past 31 years.

Whatever the delivery format—hard 
copy or online—the core editorial content 
remains consistent and targeted at those al-
ready familiar with the magazine business. 
Editorial departments include Executives 
Perspective (interviews with publishing ex-
ecutives), CircXtra (a sporadic section offer-
ing articles about magazine circulation), and 
M&A Scorecard (analyzing media mergers 
and acquisitions). In addition, a Publishing 

Technology department addresses the ques-
tion of how technology is changing the face 
of magazine publishing and how the indus-
try is adapting (or failing to adapt).  Each 
issue also includes several columnists.

The articles are for the most part consis-
tent with the magazine’s stated goal of pro-
viding “actionable information to the pub-
lishing community.” The February 2006 
issue featured a lead story reviewing the top 
M&A media deals of 2005. Shorter articles 
offered information about capitalizing on 
“Webinars” (online seminars) and working 
with the Audit Bureau of Circulations to 
add objectivity to magazine-sponsored sub-
scriber studies. Longer pieces covered debt-
based financing for magazine growth, a look 
at Wasserstein & Co.’s growing magazine 
portfolio and techniques for ensuring timely 
magazine publication.

It has to be said that there is something 
haphazard about the organization of the 
magazine. The irregular scheduling of de-
partments such as CircXtra, for example, 
disrupts the magazine’s continuity. More-
over, occasional articles attributed simply 
to Folio: staff raise accountability concerns 
and questions about the reliability of the 
information. And many of the articles read 
a bit like products of a magazine-industry 
mutual-appreciation society. Adding to the 
confusion, the past two years have seen an 
expansion in the Folio: suite of products 
and a shift in the delivery format away from 
print and toward an online presentation.

Some of these problems may be attribut-
able to a change in management. In August 
2004, Red 7 Media LLC, founded by Kerry 
Smith, a former executive of the publish-
ing powerhouse Primedia, assumed full re-
sponsibility for producing the magazine and 
managing the ancillary services (although 
Primedia has maintained an ownership 

stake). Nevertheless, there are signs that the 
change has helped to strengthen what had 
started to become a flagging brand name. 
All aspects of the Folio: enterprises cater 
to publishing professionals, but the target 
market also includes mergers-and-acquisi-
tions bankers. The home page of the online 
edition, for example, includes a link to a 
website co-hosted by a financial firm spe-
cializing in mergers and acquisitions within 
the media industry. As early as 2003, when 
the magazine was still widely distributed in 
hardcopy format, the editors were running 
stories as relevant to the financial sector as 
to the magazine industry. This equal treat-
ment of banking-relevant topics and pure 
magazine-industry topics makes Folio: read 
at times like a magazine suffering through 
an identity crisis.

On the whole, however, Folio: feels ahead 
of the curve both in its delivery methods and 
its choice of articles. In the January 2006 is-
sue, Tony Silber, the magazine’s editor and 
publisher, wrote a piece examining the diffi-
culties traditional magazine publishers face 
as the industry moves further away from 
print and closer to an exclusive Web pres-
ence (“The World’s Toughest Transition”).  
In the next issue, senior editor Bill Mickey 
wrote about the difficulties of merging print 
and digital subscription files. 

In many ways, the magazine itself em-
bodies both the positive and negative aspects 
of the transition that the whole magazine 
industry is today undergoing. Will print 
magazines eventually disappear? Folio: is 
hedging its bets. Meanwhile, in whatever 
format, it remains largely unchallenged as 
the industry’s primary trade journal.

   

THE WALRUS
Circulation: 43,000
Date of Birth: September 2003
Frequency: Monthly
Price: $5.95 (Canada)
Natural Habitat: On a glass coffee table 
in your upscale Toronto flat next to an 
anthology of great Canadian poetry. 

BY ARI  PAUL

There are many cultural icons that help 
our neighbor to the north define Cana-

dian identity, such as ice hockey, “The Kids 
in the Hall” and mounted policemen. The 
Walrus is one more.

This monthly magazine aims to give 
Canada a place to put its collective pen to 
good use. Ken Alexander, a Canadian writer 
and literary aficionado, had a love for Amer-
ican magazines like The New Yorker and 
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Harper’s but saw no equivalent   in  his  home 
country. 

“I was interested in a magazine that 
would exist as part of something larger. 
At the time, there were numerous stories 
about Canadian media concentration and 
consolidation,” Alexander says on the mag-
azine’s website. In prose less elegant than he 
might find in the magazines he admires, he 
adds: “It is true, whereas in some areas of 
the world there are a plethora of voices, it 
seems that here there are fewer and fewer. 
So I envisioned a magazine functioning as 
part of a multi-pronged approach at getting 
divergent views out there.” 

He launched the magazine in 2003 with 
David Berlin. The front of the book features 
small stories from around the globe and col-
umns on sports and politics. The lengthy 
features in the middle are followed by fic-
tion, poetry, and an arts and culture section. 
Based in Toronto, the small staff produces 
a glossy, erudite monthly, and in its history 
The Walrus has been nominated for several 
(Canadian) National Magazine Awards. 

The Walrus frequently features an up-
and-coming fiction writer. Much of the 
foreign correspondence is written by Ca-
nadian nationals. The magazine also exam-
ines the less pleasant aspects of Canada we 
Americans might not otherwise see. Julian 
Sher has a story in the February issue about 
Thomas Sophonow, who is “one of the dis-
turbing number of wrongly convicted peo-
ple in Canada—a victim of police and pros-
ecutorial misconduct.” 

The Walrus’ views on politics are nuanced 
but undeniably left-leaning. The February 
issue profiles and critiques one of Canada’s 
most prominent public intellectuals, Mi-
chael Ignatieff, the Harvard professor and 
The New York Times Magazine contributor 
who, at the time, was poised to become a 
new member of parliament representing the 
Liberal Party. The writer, Alex Mazer, a Ca-
nadian law student, questions his devotion 
to Canadian liberalism by citing his support 
for the war in Iraq and “his willingness to 
countenance coercive interrogation prac-
tices in terrorism-related emergencies.” The 
subtitle of the piece says: “The New York 
Observer wrote that Michael Ignatieff left 
Harvard ‘to save the Canadians.’ Why have 
his writings led some to wonder if we need 
saving from him instead?”

The Walrus ’ adherence to a political ide-
ology has caused the magazine to miss the 
mark in some of its political commentary. 
In the coverage leading up to Canada’s Jan-
uary elections, political writer Joan Bryden 
speculates that discontent with the Liberal 

government in Quebec would mean that the 
separatist party would gain votes. Although 
it turned out that she was right, she went 
on to predict that the Bloc Quebecois’ in-
creased presence in the race would make it 
harder for the Conservatives to win than for 
the Liberals—and the Conservatives won in 
the end. But beyond coverage of Canadian 
politics and culture, does The Walrus offer 
anything new to the North American reader 
in the rest of its pages, which cover foreign 
news and reviews of books that can be pur-
chased in the United States? A look at the 
February issue suggests that the answer is 
yes. It contains reports on Latin America’s 
political move to the left and a town in Iraq 
made up solely of women because all the 
men have left. 

Such reports could easily fit into an 
American general-interest magazine, but 
their placement in The Walrus allows them 
to have a fresh viewpoint. After all, had ei-
ther of these stories been featured in The 
New Yorker, Harper’s or The Atlantic, they 
would have had to comment on how the 
United States is affected by such develop-
ments or to what extent they are a conse-
quence of United States policies. This is not 
the case with The Walrus. Hugo Chavez and 
Evo Morales are not fighting off the yoke of 
free trade and economic policies imposed by 
Ottawa. Nor is that town in contemporary 
Iraq living under a Canadian military occu-
pation. Because Canada is seen as relatively 
benign to the international community, for-
eign news can be covered and analyzed in a 
detached way that is not possible in Ameri-
can periodicals.  

The Walrus ’ residency on American 
newsstands thus gives readers here a new 
perspective on foreign events as well as a 
glimpse into the nuanced culture and poli-
tics of our often-ignored neighbor.

YES! A JOURNAL OF POSITIVE 
FUTURES
Circulation: 31,000
Date of Birth: 1996
Frequency: Quarterly 
Price: $6.50
Natural Habitat: On the kitchen tables 
of progressive activists, in between the 
organic oranges and the soy milk. 

BY JENNA FISHER

Over a carton of Chinese food a few 
months back a family friend asked me, 

as a journalism student, what I thought of 
news today. I went on a short rant about the 
sensationalism and the fearmongering that 
seems so omnipresent in the news media. 

When I stopped to take a breath, she 
mentioned Yes!, a small, alternative maga-
zine with a positive approach to issues in the 
news.

I decided to go pick up a copy, but it 
turned into a hunt. I tried magazine stands 
and bookstores around the city. At each 
place, my search among the racks was un-
successful. Finally, I had to give up and find 
someone to help me. Inevitably, our conver-
sation would go something like this:

“Excuse me, do you carry Yes! maga-
zine?”  

 “Yes!?”  
 “Yes.” 
 “Yes! magazine?”
 “Yes!” I’d say, thinking he’d have it.
 “No.” 
The most difficult thing about the maga-

zine may be finding it. On its website, the 
publishers of Yes! provide a list by state of 
where you can pick up a copy if you don’t 
want to order it online. If you can wait a 
couple of weeks, Yes! will send you a free 
copy of their latest issue. If that’s too long, 
the user-friendly website has almost every 
article posted.

When you do get your hands on Yes!, you 
will find a magazine that believes people are 
tired of just griping about problems in the 
world; they want solutions. The premise is 
that there is positive social change afoot, 
but because progress is not widely visible in 
the mainstream media, the magazine must, 
according to its website, “give visibility and 
momentum to these signs of an emerging 
society in which life, not money, is what 
counts.”  

When In Context, a magazine with a 
similar philosophy, folded in 1995 after 12 
years of publication, one of its staff mem-
bers, Sarah Ruth van Gelder, along with a 
few of her colleagues, felt strongly that the 
concept of providing practical solutions was 


