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Introduction 
This second set of benchmarks has been designed to provide an overview of the 
financial and publishing dynamics of magazine titles that received assistance from the 
Canada Council for the Arts. It is intended to glean as much information from the 
collected data as possible and to provide an overview of that group of titles and 
various sub-groups within it. As well, it allows magazine publishers participating in 
the Canada Council program to evaluate aspects of their financial and publishing 
operations in relation to other titles. It provides information based on 2009 data and 
from a previous study carried out on 2000 data. 

Note to magazine publishers using the benchmarks 
The data presented in relation to your title is based on what you submitted to the 
Canada Council. It is not intended to tell you anything that you don’t already know 
about your own operations. The value of the reports you are receiving is that you 
will be able to compare your data to aggregated data from other titles similar to yours. 
By comparing the data for your magazine with the various reference groups as 
categorized and included in the material sent to you, you can gain a sense of your 
revenue and expenditures as they compare to the groupings. You can also view and 
compare publishing statistics such as cost per page, advertising percentages, or total 
paid circulation. This information may further your understanding of the relative 
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nature of your operations compared to your peers and this may assist you in making 
any desirable adjustments. 
 
For example, in respect of certain groupings, you may find that you are spending less 
in a certain category than the average for your group. You might then ask: would 
increased spending in this category result in a net gain for your magazine in terms of 
either revenue or reaching your intended audience? If your administration 
expenditures are greater than others, perhaps you are allocating expenditures in a 
different manner than most publishers. Your spending on printing both in absolute 
and relative terms should be a close match to those who share your approximate 
circulation numbers. If differences are substantial they might be attributed to your use 
of colour as compared with your peers who might be producing totally in black and 
white. 
 
Titles that benefit from volunteers and low-paid interns will notice that expenditures 
are relatively low in those areas supported by such workers. This means that your 
percentage expenditures in other categories will be relatively higher. Whatever 
differences you note, there is usually a good reason behind them. You should not 
assume that bringing your various categories of expenditures or revenue in line with 
the norm is necessarily desirable for your particular magazine. These data will help 
you understand how others are spending their money, and assist you in making 
spending decisions of your own.  

Reading the data 
French-language and English-language titles have been treated as different populations 
and have not been combined.  
 
The package accompanying this report contains comparisons of your magazine to:  

• All English-language publications or French-language publications;  
• Literary or arts titles; and,  
• A comparative genre/circulation group large enough to ensure 

confidentiality.  
 
The reports are organized with the following headings. 

The title at the top of the page in caps, for example, ALL ENGLISH-
LANGUAGE TITLES or LITERARY MAGAZINES 500 – 999 identifies 
the group that is counted and averaged on the page.  

Genre, (for example, Literary) is the genre in which your title has been 
classified and to which you will be compared. Music, Film, and Performing 
Arts titles are combined into one group for English-language magazines.  

% Rev is revenue expressed as a percentage of TOTAL REVENUE. (i.e.; 
total subscription revenue as a percentage of total revenue, earned, donated, 
and grants included).  
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% Rev Avg is the total revenue received by the group averaged across all 
firms in that group (even though some may have reported no revenue in this 
category). This way of averaging allows for the allocation of all revenue by 
the group across all categories as comparable percentages. This way of 
averaging differs from the column beside it labeled "Average" as explained 
below. 

% Exp is expenditures expressed as a percentage of expenses (i.e.; production 
costs as a percentage of total expenses).  

% Exp Avg, parallel to % Rev Avg is the total spending by the group 
averaged across all firms in that group (even though some may have reported 
no spending in this category). 

Count is the number of titles reporting in a category. 

Average is the average or mean value of all those counted. It is the average 
of the figures on the same line. For example, it is an average amount reported 
by all those titles who actually reported paying art and photo fees, not an 
overall average across all titles of the total amount paid out in art and photo 
fees.  

The implications of this latter way of calculating averages are, for example, 
that the total of the averages of each line differs from the average total cost—
because, not every publisher reported spending for the various items within 
the category.  

Standard deviation is an estimation of the variability of the population. 
The values in the standard deviation column define the range on either side 
of the mean within which 68.27 percent of cases fall (assuming that the 
population of titles reporting approximate a normal distribution—a somewhat 
tenuous assumption). More roughly speaking, the larger the number relative 
to the mean, the more spread out are the data reported by individual titles. 
The standard deviation is reported here to give a sense of the variability or 
spread of the values reported by those whose records were analyzed.  

Example: If the mean newsstand price is $3.80 and the standard deviation is 
4.00, then 68 percent of titles would have a newsstand price of between 
$1.80 and $5.80. Were the mean to be the same $3.80 and the standard 
deviation to be 6.00 then 68 percent of cases would fall between $.80 and 
$6.80. 
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General overview 
The data that form the foundation of this study are taken from the most recent year 
of operation reported in Canada Council application forms, fiscal 2009.  
 
Informed by the 2009 data, as Table 1 indicates, the Canada Council provided 
support in 2010 to:  

60 English-language titles, 37 of which were literary and 23 of which were 
arts titles; and  
30 French-language titles, 18 of which were literary and 12 of which were 
arts titles. 
 

The estimated total number of copies of these 90 titles that were sold during 2009 
was over half a million (529,636) of which 

401,090 were copies of English-language magazines; and  
128,546 were copies of French-language magazines.  

Looked at by genre,  
285,803 of the circulating copies were of literary titles; and 
243,833 were arts titles, encompassing the visual arts, film, music and 
performing arts. 

 
It is useful to see this publishing activity as an aggregated enterprise with both the 
scale and cohesion that we experience in other walks of life. In that context, in 
addition to having sold over a half million copies, the Canadian cultural magazine 
enterprise attracted: 

A subscribership of 77,000; 
Per-issue sales of 47,000; resulting in 
Total sales per issue 124,000, commonly published four times a year.  

 
Overall subscribership can be described in relation to language and genre. 

61,000 subscribed to English-language titles; and 
15,500 subscribed to French-language titles.  
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With respect to genre,  
41,000 subscribed to literary titles; and 
36,000 subscribed to arts titles.  
 

The makeup of purchasers of titles in the two official languages differed somewhat: 
63 percent of subscribers and 37 percent non-subscribers purchased English-
language titles; and 
59 percent subscribers and 41 percent non-subscribers purchased French-
language titles.  

 
Of course, what makes the cultural magazines supported by the Canada Council 
different from a single aggregated enterprise is that they represent a network of 
autonomous small operations located throughout Canada, with local inflections, 
providing creative opportunities to many, including a high percentage of young 
adults looking for opportunities to follow their ideals and express their talents. As 
well, in contrast to environmentally taxing activities such as backcountry 
snowmobiling, magazine production, distribution and reading has a relatively benign 
environmental impact. 
 
As of 2009, Canada Council-supported magazines represented a $5.14 million 
business.  

Just under $4 million in earnings derived from English-language titles; and  
$1.2 million derived from French-language titles.  
At close to $2.2 million each, sales of copies and advertising were effectively 
equal. 
Other earned revenue, including online income, was nearly $850,000.  
 

As reported, for English-language titles: 
The number of subscription and non-subscription sales was 63 percent and 
37 percent respectively; whereas, 
The corresponding revenues represented 77 percent and 23 percent of 
revenue from purchases of copies.  

For French-language titles:  
The number of subscription and non-subscription sales was 59 percent and 
41 percent; while 
The amount of revenue came in at 72 percent and 28 percent.  

The significance?  
Subscription sales each generated 28 percent greater returns over non-
subscription sales for English-language titles and 26 percent greater returns for 
French-language titles.  

This difference in earning power comes from the fact that non-subscription sales 
often take place on newsstands where they command a much higher per-copy price 
but where, on average, 45 percent of copies go unsold. 
 
Based on expenditures, the contribution to employment made by the Canadian 
cultural magazine enterprise for 2009, where each job is valued at $35,000, was: 
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216 full-time-equivalent jobs; which break down into 
108 full-time-equivalent jobs in editorial;  
25 full-time-equivalent jobs in prepress;  
73 full-time-equivalent jobs in general salaries with benefits; and, 
10 full-time-equivalent jobs in distribution its own operations 
(presuming the foregoing categories are undertaken in house).  

Outside the firm, presuming that two-thirds of expenditures went to salaries, 
expenditures generated  

45 more $35,000 jobs in printing and binding; and, 
8 in $35,000 jobs in postal operations.  

 
Useful as such figures might be, far more than 216 are engaged in the stable of titles 
being reviewed. In addition to volunteers, a great many others participate either part 
time in cultural magazine publishing or full time at salaries far less than $35,000 per 
annum. It would not be at all unreasonable to estimate that at least 500 people work, 
in one way or another, directly in cultural magazine production in Canada. 
 
With the value and nature of the creative economy and social capital receiving recent 
attention, it is important to cast the activities of cultural magazine publishing as a 
supporting institution in relation to those concepts. The creative economy 
contributes $84.6 billion or 7.4 percent to Canada’s GDP in terms of hard dollars, and 
creates 1.1 million jobs.1 This does not take into account the social capital they create 
by virtue of the information they create and spread. Nor does it take into account the 
social capital that derives from magazine titles defining themselves in terms of the 
communities they serve and the networks they foster, among creator and reading 
communities, networks that represent the foundations upon which business and 
innovation grows. Nor does it take into account the growth engine dynamics of the 
creative sector that have also been recognized as significant.2  In short, even though 
$84.6 billion takes into account direct, indirect, and induced effects, it still 
dramatically undervalues magazine publishing, particularly cultural magazine 
publishing. 
 
The main contribution of the Canada Council is its leading support for cultural 
magazines, a lead that is followed closely by many provincial arts councils. These 
granting agencies address the shortfalls in micro-economics of cultural production 
where, in general, workers are paid less than minimum wages, and where, in general, 
government investment leverages three times its value in direct expenditures 
associated with public consumption.3 Stable, year over year investment by the 
Canada Council has sustained Canada’s cultural magazines in numbers that otherwise 
would be much diminished. As the data show, led by the Council, in 2009, public 

                                                
1 Lorimer, Rowland. 2008. Magazines Alberta: Vibrancy, growth, and interactive community 

leadership. Calgary: Alberta Magazine Publishers Association. 
2 Conference Board of Canada, Valuing culture: Measuring and understanding Canada’s creative 

economy (Ottawa: Author, 2008). 
3 Conference Board of Canada, Valuing Culture, p. 29. 
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support represented 47 percent of English-language magazine revenue and 69 percent 
of French-language magazine revenue. With respect to social capital, the Council 
joins with the Canadian cultural magazine enterprise itself to provide creative 
opportunities that, for recipients of such support, foster and promote a sense of 
personal enfranchisement and a desire to take on social responsibility likely to lead to 
support of home grown creativity throughout their lives. The Council is also a 
partner in nurturing the production and consumption dynamics of such titles where 
the flow of people – now as authors, now layout personnel, now editors, now 
publishers, and now purchasers – and the flow of creativity on and off their own 
pages confirms the existence and strengthens creative communities throughout the 
land.  
 
Of course, the Canada Council does not act as the sole partner of the magazine 
publishing community. Such organizations as Magazines Canada, provincial arts 
councils, other federal, provincial, and municipal support programs, are also cultural 
partners that contribute to Canada’s cultural magazine community. The remainder of 
this report provides a detailed analysis intended to give cultural magazines a sense of 
their contribution and their community. It is also intended to provide the Canada 
Council and other agencies with a sense of the performance of the overall enterprise 
to which they contribute.  
 

Analytical overview: English-language magazines 
The number of English-language magazine titles is sufficient to allow them to be 
categorized into literary and arts literary magazines and then divided into various 
subgroups: 
 

• English-language magazines 
• Literary magazines (all) 
• Literary magazines: Circulation 500-999 
• Literary magazines: Circulation 1000-1500 
• Literary magazines: Circulation >1500 
• Arts magazines (all) 
• Visual arts magazines 
• Performing arts, music, and film magazines 

 
Of the English-language titles, certain large circulation titles were omitted from 
inclusion in all but the overall group of English-language titles. The reason for this is 
that these data would have distorted the general picture. 

Circulation	  and	  revenue	  	  
Sixty English-language titles were analyzed. Some notable highlights in the averages 
are mentioned below followed by a table of comparisons across groups: (All averages 
are of titles reporting within a category.) A typical title had the following 
characteristics: 
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Paid circulation per issue   1,667  down 8% from 1,817 in 2000 
Print run  2,586  down 4% from 2,702 in 2000  
Subscription revenue  $20,102  down 4% from 2000 
 = 13% of revenue 
Advertising revenue  $32,215,  down 5% from 2000  
 = 18% of revenue  
Earned income and donations  
  (excluding grants)  $81,477  up from $63,025 in 2000.  
   Percentage of total revenue 53% down 5% from 2000. 
   Earned & donated revenue  92% CoS4  down 7% of CoS in 2000.  
Cost of sales /expenses 56% down 1% from 2000. 

 
In overview, it appears that while for all English-language titles, earned income (and 
donations) are substantially greater than they were in 2000, as a percentage of costs, 
and as a percentage of all income, they have fallen off. However, if the population is 
divided into literary and arts titles and very few anomalous titles are excluded, the 
picture changes: as Tables 2, 3 and 4 show, for literary titles a three percent greater 
percentage contribution is being made by earned and donated revenue while for arts 
titles it is a one percent lesser contribution. Looking one step further, literary titles 
with circulation between 500 and 999 accounted for all of the increased contribution 
by earned and donated revenue of literary titles. Within arts titles, for visual arts titles, 
earned and donated contribution accounted for seven percent more of revenue while 
for performing arts, film and music titles that category of contribution was 17 percent 
less. No doubt a look at individual titles would show the same variability.  
 
The patterns in percentage average grant income contrast (necessarily) to those for 
earned and donated income (to make up 100 percent of revenue). They are as 
follows: 

CC grants per title $35,312.  down 4% from 2000 46% of grants  
  20% of all revenue  
CMF grants  $18,538  8% of revenue 
  Non-existent in 2000 
Provincial grants  $23,211 12% of revenue, down 1% from 2000.  
Municipal and other grants  $18,914  8% of revenue, up 3% from 2000. 
Total grants   47% of total revenue up 5% from 2000  

 
In overview on grants, in dollar value grants have increased. Excluding the Canada 
Magazine Fund, (CMF) they have fallen off in percentage terms by about three 
percent. With the inclusion of the CMF they bring overall grants contributions to 
income up to 47 percent of all income, up five percent from 2000. 
 
Tables 2 to 10 are presented in a larger form in the Appendix. 

                                                
4 Cost of sales 
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Revenue	  analysis	  
As Tables 2 and 3 indicate, there are substantial differences in the relative 
contribution of the various categories of revenue to total revenue. In comparing arts 
and literary titles, arts titles do substantially better at attracting advertising than do 
literary titles. This may be attributable to several factors including comparatively 
greater patronage of the arts over patronage of writing through magazine publishing 
and the opportunity for various businesses that supply artists with working materials 
and venues to reach their target audience. On a percentage basis, subscriptions 
contribute more revenue to literary titles than to arts titles. Overall, the earned 
revenue of arts titles constitutes just over half of all revenue whereas, for literary titles, 
earned revenue comes in at 46 percent. Donations are equal across the literary and 
arts categories. On the other hand, grants, at 54 percent of revenue for literary titles, 
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account for five percent more than they do for arts titles where they account for 49 
percent of revenue.  
 
Generally speaking, one might expect that the greater the circulation of a title, the 
greater the percentage contribution of both subscriptions and ad sales to revenue. 
This appears to be the case for literary titles with circulation over 1500 but not for 
literary titles when the two lower circulation categories are compared. There is a 
jump in percentage contribution to revenue for both subscriptions and advertising for 
the over-1500 subscriber group as compared with the two lower circulation literary 
categories. There were insufficient data to test this hypothesis with respect to arts 
titles. Similarly, one might expect a percentage increase in percentage contribution of 
single copy sales for larger circulation titles based on a perceived ability of wider-
appeal titles to make better use of newsstands. No such increase was visible. In other 
words, the larger circulation titles were unable to benefit differentially from magazine 
stand exposure. 
 
The presence of CMF grants in the 2009 data and their absence in 2000 reflects the 
recent history of such grants. Overall, with the addition of CMF grants, total grant 
income has increased between 2000 and 2009 by five percent as a percentage of 
revenue. It has done so for four subcategories of titles, sometimes by two-digit 
percentages and moved in the opposite direction for three other subcategories. 
Canada Council grants are down significantly as a percentage of revenue for all 
categories, except literary titles with subscriptions of greater than 1500, where grants 
remain the same in terms of percentage of revenue as they were in the year 2000. 
Provincial grants are also down, although not as much as Canada Council grants, for 
all categories again, except for literary titles with circulations of greater than 1500 and 
performing arts, film and music titles where they are up by six percent and three 
percent respectively. This somewhat parallel exception may be attributable to 
provinces using the same formula for grants as the Canada Council. While overall, 
municipal grants are up three percent, literary titles with circulations of 1,000-1,499 
gained 15 percent, whereas literary titles with circulations between 500 and 999 lost 
14 percent. 
 
With respect to the relative contribution of grants from various sources, the Canada 
Council remains the main source of grants for all titles. It accounts for 20 percent of 
revenue. But, in descending order, provincial, municipal and other, and Canada 
magazines fund grants are important. They account for 12 percent, eight percent and 
eight percent respectively of revenue. Donations and fundraising come in at ten 
percent.  

A concluding note on English-language magazines 
In examining the titles that received assistance from the Canada Magazine Fund, 
where the average grant was $18,538, we estimated that only 20 English-language 
titles met the minimum annual circulation criterion of 5,000 to be eligible for 
assistance from the Aid to Publishers program of the Canada Periodical Fund. 
Numbers of other titles will suffer from this change of policy. While the Business 
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Innovation Fund has been put in place to assist such titles, as other studies make 
apparent, increasing business performance may not be a high priority for all titles, 
especially small circulation titles. Addressing the needs of small titles through business 
innovation will not meet the goals of titles serving small interest communities and 
titles designed to provide an outlet for beginning writers.  

French-language magazines 
The number of French-language titles is sufficient to allow them to be categorized 
into literary and arts literary titles and then into various subgroups: 
 

• Périodiques de langue française 
• Périodiques littéraires  
• Périodiques littéraires: Circulation <500 
• Périodiques littéraires: Circulation 500-999 
• Périodiques littéraires: Circulation >1000 
• Périodiques des arts 
• Périodiques audio-visuels 
• Périodiques des autres arts  

Circulation and revenue 
Thirty French-language titles were analyzed. Comparable highlights in the averages to 
English-language titles are mentioned below followed by three tables of data (Tables 
5, 6 and 7) including comparisons across French-language title groups.  A typical title 
had the following characteristics: 

Paid circulation per issue  883  up from 871 in 2000 
Print run  1450 up from 1429 in 2000 
Subscription revenue  $13,603  steady (with 2000) at 10% of revenue 
Advertising revenue  $17,824 down 3% from 2000 to 11% of revenue  
Earned and donated revenue  $42,922  down 2% from 2000 to 31% of revenue 
  >51% of cost of sales ($84,122)  
Cost of sales (CoS)   61% of expenses 
Canada Council grants   down 7% to 22% of revenue  
MPC grants   10% of revenue (no grants in 2000) 
Provincial (Quebec) grants  down 3% from 2000 to 31% of revenue 
Municipal and other grants   1% down from 2000 to 6% of revenue 
Total grants   up 2% from 2000 to 69% of revenue 

 



YEAR 2009 DATA  CANADA COUNCIL MAGAZINE BENCHMARKS     12 
ANALYSIS SPONSORED BY MAGAZINES CANADA 

 
As with English-language titles, there are noticeable differences between various 
categories of income and genre groups. The smaller size of the French-language 
market is visible in the lower circulation and in contribution of revenue made by 
subscriptions and total earned and donated revenue as a percentage of all total 
revenue.  
 
An examination of the influence of circulation on revenue for literary titles indicates 
an appropriate increasing contribution to revenue from subscription and advertising 
sales as circulation increases but, as with English-language titles, not an increasing 
percentage contribution from single-copy sales for larger circulation titles.  
 
On the grants side of revenue, the larger role played by provincial grants is worth 
attention and reflects the greater participation of the government of Quebec in 
supporting cultural production. The lower levels (compared to English-language 
titles) of “municipal and other grants” probably reflect the strong participation of the 
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province rather than a weaker participation of grantors in that category compared 
with English-Canada. In reviewing the figures of all tables it is important to recall that 
genre differences may be partly due to circulation levels and vice versa.  

Comparative English-language, French-language expenditures 
Cost of sales for English-language titles is between 54 and 59 percent of all 
expenditures for all titles except for the category, Performing arts, film and music, 
where it is 66 percent. For French-language titles, cost of sales is between 60 and 67 
percent except for audiovisual titles where they are 57 percent. Generally speaking 
there are slightly higher costs in the production of literary titles compared with arts 
periodicals. 
 
The percentage figures in Tables 8, 9 and 10 begin with the various components of 
cost of sales—including editorial, production, and distribution. This excludes 
marketing and overhead.  
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As Table 8 indicates, average editorial costs for English-language titles vary between 
21 percent and 30 percent of costs with literary titles posting higher costs than arts 
titles. For French-language titles the range is slightly larger (21% to 36%). Average 
production costs have essentially the same variance between 20 percent and 31 
percent for English-language titles but a slightly narrower range for French-language 
titles (22% to 27%). Not surprisingly, arts titles have higher percentage production 
costs than literary titles although the differential is much narrower for French-
language titles. Average distribution costs hover around five or six percent for both 
language markets but English-language costs vary more, going as low as three percent 
and high as nine percent. Average marketing expenditures are generally around ten 
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percent for English-language titles and are slightly more, 11 percent to 12 percent for 
French-language titles. Overheads vary between 30 percent and 36 percent in the 
English-language market whereas in the French-language market they are as low as 
22 percent and as high as 35 percent. 
 
Table 10 indicates certain percentage changes that have taken place between 2000 
and 2009. In general, in respect of English-language titles, editorial costs are up for 
literary titles, production costs are down by five percent across all titles, and 
distributions costs (as a percentage of costs) have remained fairly constant leading to 
an overall three percent increase in cost of sales of literary titles and a seven percent 
decrease for arts titles. Marketing costs have remained fairly close to ten percent and 
overheads are down four percent for literary titles and up four percent for arts titles.  
 
For French-language titles, much the same pattern prevails. Editorial costs are up, 
more for literary titles than for arts titles (9% and 6%), production costs, led by arts 
titles, are down overall by four percent, distribution costs are effectively unchanged, 
with the net result of a five percent increase in cost of sales. Expenditures on 
marketing are down for literary titles and up for arts titles resulting in an overall 
downward shift of two percent accompanied by an overall decrease in overheads of 
three percent.  

Publishing data 
The various elements of the publishing data—linguistic content, citizenship of 
authors, number of issues and pages published, ad revenue, price, circulation and print 
run, pages per issue, and content pages per issue—are most meaningful when 
examined in smaller groups within the English-language or French-language title 
groupings. Table 11 gives a full set of figures.  
 
For English-language titles, average per-title publishing data include such finding as: 

Canadian authors  up 4% from 2000 to 91% of authors 
Pages per issue  up 2 pages from 2000 to 96 pages  
Cover price  up approximately $2.00 from 2000 to $9.22   
Number of issues published per year steady from 2000 at 4  
Percent of print run sold  down 2% from 2000 to 63%  

 
For French-language titles the comparable data are:  

Canadian authors  down 1% from 2000 to 90%  
Pages per issue  up substantially from 63 in 2000 to 109  
Cover price  up $1.20 from 2000 to $9.39  
Number of issues published per year  steady from 2000 at 4  
Percent of print run sold  up 4% from 2000 to 60 percent 
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The ratios 
The ratios presented on the second page of the data for each magazine title provide a 
sense of how much it costs each title to publish and distribute the content of their 
magazine on a per-page basis. They report, first, the per-page costs of content, that is, 
what is paid out in writing fees and art and photography fees (i.e., total amount spent 
divided by total number of content pages published). This amount is followed by the 
amount paid out in writing fees alone (editorial content costs per page). And this 
amount is followed by production costs per page. 
 
Grants/revenue compare public sector grants to earned and donated revenue (not 
total revenue). This ratio, which would be 1.00 if grants were equal to earned and 
donated revenue, differs considerably between groups. Overall for English-language 
titles it is .56 (about half as much as earned and donated revenue) and for French-
language titles it is .71. Grants account for relatively more of the revenue for smaller 
circulation titles and also for literary titles in comparison with arts titles.  
 
Cost per printed copy (to the publisher) divides total expenses by the print run 
multiplied by number of issues per year. Here we see substantial variation in arts 
compared to literary titles and in titles that use colour compared with those that 
publish in black and white only.  
 
The institutional surcharge is the extra charge applied to institutional subscriptions 
over individual subscriptions (based on the notion that an increased number of users 
access library copies) expressed as a percentage of the cost to an individual subscriber. 
The lead for such pricing came from scholarly journals and from the previous 
benchmarks study. It appears that it is being used to good effect by certain titles (44 of 
60 English-language titles and 21 of 30 French-language titles).  
 



YEAR 2009 DATA  CANADA COUNCIL MAGAZINE BENCHMARKS     17 
ANALYSIS SPONSORED BY MAGAZINES CANADA 

The final four ratios are meant to provide a sense of how much each page costs to 
produce, the cost per page per purchaser (subscribers and single-copy purchasers) and 
the price per page paid by an individual subscriber. The first two ratios should be of 
interest to publishers. They are the cost per page, with the percentage given in terms 
of all expenses taken into account, and the content costs per page with the percentage 
given as a portion of cost of sales. The latter two might be of more general interest. 
For example, average cost of sales for each page per purchaser for English-language 
titles is $.26. The price each consumer pays for that page is $.09. For French-language 
titles the comparative figures are $.38 and $.09 respectively. Thus the consumer is 
being subsidized by ads, donations, grants, and other earned revenue by a factor of 
approximately two for English-language titles and a factor of just greater than three 
for French-language titles.  

Overview and conclusions 
The 2009 data indicate that overall, there is approximately the same number of titles 
receiving support from the Canada Council as there was in 2000. As well, both 
earned revenues and grants have increased substantially in dollar amounts from 2000. 
Using various measures, for English-language magazines earned income is, on 
average, down five percent of total revenue: circulation including subscriptions and 
advertising accounts for the major part of this percentage revenue fall-off. Since the 
matter is being dealt with in percentages, this implies that grant income is up by five 
percent. On the French-language side, paid circulation is up very slightly, 
subscriptions are accounting for the same percentage revenue as in 2000, with only 
advertising having fallen off, taking the overall percentage earned revenue down two 
percent with the result that grants are accounting for two percent more of all 
revenue.  
 
These data say nothing of readership. While circulation is highly correlated with 
readership, the data say nothing about number of readers per copy, time spent 
reading, and even online readership. And on the latter point, it is apparent that online 
readership efforts are attracting new readers, at least to certain titles.  
 
Nor should these data be interpreted as indicative of a general fall off. Certain genres 
and certain titles are gaining circulation, mainly by subscriptions, and they are 
attracting advertisers. As well, on the English-language side, there are fewer titles with 
circulation of less than 500 than in 2000 and more titles with greater circulation.  
 
Generally speaking, arts titles incur greater creation costs than do literary titles and arts 
titles attract relatively greater levels of advertising than their literary cousins. That said, 
arts titles generally contribute a greater percentage of costs through earned revenues 
than do literary titles.  
 
Higher circulation does not necessarily lead to a higher percentage contribution to 
earned revenue through subscriptions, advertising, or single copy sales. In some, but 
not all instances is that the case.  
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Somewhat curious is the relationship between grant levels and title performance. 
While, generally speaking, more funds go to those with larger budgets, the variation 
of the percentage contribution of grants among the various subgroups of titles is 
considerable at 18 percent for English-language titles and 35 percent for French-
language titles. An examination of individual titles suggested that grants increased 
with earnings increases. But, in certain notable cases, as revenue shrank, grants 
increased. 
 
Certainly, there is little doubt that all titles rely on Canada Council support first and 
foremost. This reliance will increase with the deemed ineligibility for Canada 
Periodical Fund assistance except through the Business Innovation Fund for 
magazines with less than 5000 annual circulation. 
 
The provision of these data and this analysis is intended to provide applicants with 
useful comparative information and to encourage applicants to be as accurate as 
possible in reporting to the Council.  
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Appendix 
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REVENUE English-
language 

magazines 
n=60

Literary 
magazines 

n=37

Arts 
magazines 

n>20
Literary 
<500 

Literary 
500-999 

n=12

Literary 
1000-
1499 
n=11

Literary 
>1500 
n=12

Visual arts 
magazines 

n=12

Perf. arts 
film and 

music n=10
Subscriptions 13% 14% 11% 10% 9% 16% 8% 14%
Single copy sales 4% 4% 4% 4% 3% 4% 5% 4%
Ad sales 18% 8% 18% 3% 4% 9% 15% 22%
Donations, fundraising 10% 10% 11% 15% 5% 12% 17% 4%
Other 8% 10% 7% 3% 12% 12% 5% 4%
Total earned, donated rev. 53% 46% 51% 35% 33% 53% 50% 52%
Canada Council grants 20% 22% 24% 28% 25% 19% 22% 25%
Canada Magazine Fund 8% 9% 6% 8% 9% 11% 7% 5%
Provincial grants 12% 13% 13% 18% 16% 12% 13% 13%
Municipal and other grants 8% 10% 6% 12% 18% 6% 8% 4%
Total grants 47% 54% 49% 65% 67% 47% 50% 48%

REVENUES

English-
language 

magazines 
n=61

Literary 
magazines 

n=39

Arts 
magazines 

n=21

Literary 
<500 
n=10

Literary 
500-999 

n=13

Literary 
1000-

1499 n=8

Literary 
>1500 

n=7

Visual Arts 
Magazines 

n=9

Perf. arts 
and music 

n=10
Subscriptions 17% 18% 14% 13% 11% 21% 24% 8% 25%
Single copy sales 5% 6% 5% 7% 4% 9% 6% 4% 6%
Ad sales 23% 4% 18% 2% 1% 5% 6% 15% 25%
Donations, fundraising 7% 5% 7% 4% 3% 5% 7% 8% 7%
Other 6% 10% 8% 2% 5% 3% 24% 8% 6%
Total earned, donated rev. 58% 43% 52% 28% 24% 43% 67% 43% 69%
Canada Council grants 24% 27% 30% 38% 30% 30% 19% 35% 29%
Canada Magazine Fund 0% 0% 0% 0% 0% 0% 0% 0% 0%
Provincial grants 13% 17% 17% 24% 20% 24% 6% 20% 10%
Municipal and other grants 5% 13% 2% 10% 26% 3% 7% 3% 0%
Total grants 42% 57% 48% 72% 76% 57% 33% 57% 31%

REVENUE

English-
language 

magazines 
Literary 

magazines 
Arts 

magazines 
Literary 
<500 

Literary 
500-999 

Literary 
1000-
1499 

Literary 
>1500 

Visual Arts 
Magazines 

Perf. arts 
and music 

Subscriptions -4% -4% -3% -1% -12% -8% 0% -11%
Single copy sales -1% -2% -1% 0% -6% -2% 1% -2%
Ad sales -5% 4% 0% 2% -1% 3% 0% -3%
Donations, fundraising 3% 5% 4% 12% 0% 5% 9% -3%
Other 2% 0% -1% -2% 9% -12% -3% -2%
Total earned, donated rev. -5% 3% -1% 11% -10% -14% 7% -17%
Canada Council grants -4% -5% -6% -2% -5% 0% -13% -4%
Canada Magazine Fund 8% 9% 6% 8% 9% 11% 7% 5%
Provincial grants -1% -4% -4% -2% -8% 6% -7% 3%
Municipal and other grants 3% -3% 4% -14% 15% -1% 5% 4%
Total grants 5% -3% 1% -11% 10% 14% -7% 17%

Table 3 2000 Revenue for English-language magazines by category as a percentage of total revenue

Table 4 Change in percentage of total revenue for English-language magazines by category Year 2000 compared to Year 2009 

Table 2 2009 Revenue for English-language magazines by category as a percentage of total revenue
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REVENUS

Périodiques de 
langue 

française n=30
Périodiques des 

arts n = 12

Périodiques 
littéraires 

C<500 n=5

Périodiques 
littéraires C500 

- 999  n=8

Périodiques 
littéraires       C 

>1 000 n=5
Audio-visuels 

n=7
Autres arts* 

n=5
Vente d'abonnements 10% 9% 10% 7% 8% 11% 11% 12%
Vente de numéros à l'unité 4% 5% 3% 4% 5% 4% 2% 2%
Vente de publicité 13% 7% 14% 2% 5% 14% 19% 16%
Dons et collectes de fonds 1% 2% 2% 3% 3% 0% 3% 3%
Autre 4% 3% 6% 7% 2% 2% 11% 7%
Total des recettes 
propres/dons.

32% 26% 35% 23% 23% 31% 46% 40%

Conseil des Arts du Canada 20% 24% 20% 29% 25% 19% 16% 18%
MPC 9% 12% 8% 13% 13% 12% 7% 8%
Provinciales 32% 32% 30% 27% 32% 34% 28% 29%
Municipales et autre 
subventions

7% 6% 7% 5% 7% 5% 7% 6%

Total des subventions 68% 74% 65% 77% 77% 69% 58% 60%
* Des autres Arts = Arts de la scène et Film

REVENUS

Périodiques de 
langue 

française n=32
Périodiques 

littéraires n=18
Périodiques des 

arts n = 12

Périodiques 
littéraires 

C<500 n=5

Périodiques 
littéraires C500 

- 999  n=8

Périodiques 
littéraires C >1 

000 n=5
Audio-visuels 

n=5
Autres arts* 

n=8
Vente d'abonnements 10% 12% 9% 9%
Vente de numéros à l'unité 5% 6% 3% 5%
Vente de publicité 12% 10% 17% 4%
Dons et collectes de fonds 2% 0% 3% 0%
Autre 4% 1% 7% 3%
Total des recettes 
propres/dons.

33% 29% 39% 21%

Conseil des Arts du Canada 28% 26% 29% 29%
MPC 0% 0% 0% 9%
Provinciales 33% 38% 25% 35%
Municipales et autre 
subventions

7% 7% 6% 6%

Total des subventions 67% 71% 61% 79%

REVENUS

Périodiques de 
langue 

française 
Périodiques 
littéraires 

Périodiques des 
arts 

Périodiques 
littéraires 
C<500 

Périodiques 
littéraires C500 

- 999  

Périodiques 
littéraires C > 1 

000 Audio-visuels Autres arts* 
Vente d'abonnements 0% -3% 2% 3%
Vente de numéros à l'unité -1% -1% -1% -3%
Vente de publicité 1% -3% 2% 12%
Dons et collectes de fonds -1% 2% 0% 3%
Autre 0% 2% 4% 4%
Total des recettes 
propres/dons.

-1% -3% 7% 19%

Conseil des Arts du Canada -8% -2% -13% -11%
MPC 9% 12% 7% -1%
Provinciales -1% -6% 3% -6%
Municipales et autre 
subventions

0% -1% 1% 0%

Total des subventions 1% 3% -3% -19%

Périodiques 
littéraires n=18

Table 7 Change in percentage of total revenue for French-language magazines by category Year 2000 compared to Year 2009

Table 6 2000 Revenue for French-language magazines by category as a percentage of total revenues

Table 5 2009 Revenue for French-language magazines by category as a percentage of total revenues
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COSTS

English-
language mags 

n=60

Literary 
magazines 

n=37

 Arts 
magazines 

n=>20
Literary 500-

999 n=12
Literary 1000-

1499 n=11
Literary >1500 

n=12
Visual arts 

n=12
Perf. Arts, film 

and music n=11
Editorial 27% 30% 23% 29% 30% 25% 21% 30%
Production 24% 21% 27% 24% 20% 22% 31% 29%
Distribution 6% 6% 5% 5% 9% 7% 3% 7%
(Cost of sales) 56% 57% 55% 59% 54% 54% 55% 66%
Marketing 10% 10% 9% 10% 12% 10% 11% 4%
Overhead 34% 33% 35% 31% 34% 36% 35% 30%

Périodiques de 
langue 

française n=30
Périodiques 

litteraires n=18
 Périodiques 

des arts n = 12

Périodiques 
littéraires 
C<500 

Périodiques 
littéraires C500 

- 999  

Périodiques 
littéraires C > 1 

000 

Périodiques 
audio-visuels 

n=7
Périodiques 

autres arts n=5
Editorial 30% 33% 28% 36% 31% 34% 26% 35%
Production 26% 25% 27% 25% 27% 22% 27% 27%
Distribution 5% 6% 5% 6% 5% 6% 5% 5%
(Cost of sales) 61% 63% 60% 67% 63% 61% 57% 67%
Marketing 11% 12% 10% 14% 12% 10% 12% 6%
Overhead 29% 26% 30% 22% 25% 29% 31% 27%

COSTS

English-
language mags 

n=60

Literary 
magazines 

n=39

 Arts 
magazines 

n=21
Literary 500-

999 n=13
Literary 1000-

1499 n=8
Literary >1500 

n=7 Visual arts n=9
Perf. arts and 
music n=10

Editorial 24% 23% 24% 24% 18% 20% 25% 25%
Production 29% 26% 32% 30% 31% 25% 30% 37%
Distribution 5% 5% 5% 4% 9% 5% 3% 7%
(Cost of sales) 58% 54% 62% 57% 59% 50% 58% 70%
Marketing 10% 11% 9% 8% 14% 15% 8% 13%
Overhead 34% 37% 31% 37% 28% 37% 34% 21%

Périodiques de 
langue 

française n=29
Périodiques 

littéraires n=15

Périodiques 
audio-visuels 

n=6
Périodiques 

autres arts n=8
Editorial 21% 27% 18% 20%
Production 30% 25% 30% 41%
Distribution 5% 5% 5% 5%
(Cost of sales) 56% 57% 54% 66%
Marketing 13% 18% 10% 8%
Overhead 32% 27% 36% 25%

COSTS
English-

language mags 
Literary 

magazines 
 Arts 

magazines 
Literary 500-

999 
Literary 1000-

1499 Literary >1500 Visual arts 
Perf. arts, film 

and music 
Editorial 3% 7% -1% 5% 12% 5% -4% 5%
Production -5% -5% -5% -6% -11% -3% 1% -8%
Distribution 1% 1% 0% 1% 0% 2% 0% 0%
(Cost of sales) -2% 3% -7% 2% -5% 4% -3% -4%
Marketing 0% -1% 0% 2% -2% -5% 3% -9%
Overhead 0% -4% 4% -6% 6% -1% 1% 9%

Périodiques de 
langue 

française 
Périodiques 
littéraires 

Périodiques 
audio-visuels

Périodiques 
autres arts 

Editorial 9% 6% 8% 15%
Production -4% 0% -3% -14%
Distribution 0% 1% 0% 0%
(Cost of sales) 5% 6% 3% 1%
Marketing -2% -6% 2% -2%
Overhead -3% -1% -5% 2%

Table 8 Expenses for all Canada Council-supported English-language magazines by category as a percentage of total expenses 2009

Table 9 Expenses for all magazines by category as a percentage of total expenses 2000

Table 10 Change in percentage of total costs for Canada Council-supported English-language and French-language magazines by category, 2000 and 
2009 
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