
THE NEWSSTAND SOURCE is an important part of most 
magazines’ overall distribution strategy. Regardless of your 
circulation size, don’t take the newsstand for granted. It is 
not an entitlement. Like anything, the more attention you 
pay to the newsstand, the more informed you are and the 
more work you put into it, the better the outcome is likely 
to be.

1. Don’t think of yourself as “small”. Think of yourself as 
“targeted.”  Every magazine, when launching, is small. Over 
time, some grow quite big. Others grow to what their DNA 
allows them to achieve. If you think small you will remain 
small.

2. Don’t think of yourself as “small”. Think of yourself as “t2. 
Don’t try to climb Mt. Everest until you have tackled a few 
smaller peaks. If your magazine is very niche in nature, 
prove that you have the “legs” to grow. Use a “direct to retail 
distributor” that has a very targeted distribution to book 
stores and specialty newsstands. Wholesale distribution can 
come later, once you have a track record of success.

3. Promote your magazine aggressively with top chains 
within the direct to retail channel, such as Chapters/Indigo, 
Presse Commerce and HDS Retail stores. If you don’t pro-
mote yourself, you will either not get authorised for distri-
bution into these “destination” stores or you’ll be relegated 
to the bottom or back of the shelf. You need to find out, 
sooner rather than later, if your title has the ability to sell if 
it is seen (i.e. merchandised to sell).

4. When you do promote, promote only issues that have the 
most potential to sell, either because of: strong seasonality 
advantages of your subject matter, thickness of the issue, the 
ability of the cover story to expand your target audience, 
the probability of generating controversy or free publicity, 
collectability, vertical themed, anniversary or special issues.  
Don’t waste precious marketing resources… promotions 
can’t save you from a self-inflicted wound.

5. But before you spend a nickel on marketing, make sure 
your magazine is really ready for its coming out party. Don’t 
be cheap when it comes to your dress and accessories. Even 
Cinderella’s fairy god mother knew that just having a heart 
of gold was not going to be good enough to capture the eyes 
of a discriminating audience. If you haven’t yet upgraded 

to better cover stock, UV coating, or perfect binding, better 
to do so before flushing money down the drain. When you 
come to the dance, arrive in a carriage.

6. Don’t under-value your product. The more niche you are, 
the more likely it is that you can extract a premium for the 
very special and unique content you deliver. Your magazine 
is not a mass-market department store product, so don’t 
price it like one. Don’t go lower than $5.95. After all, a greet-
ing card costs that much. And don’t be timid of taking your 
price up by $1 if sales are heading up.

7. Make sure your covers are not “art with logo.” Use cover 
lines. Make sure that the cover lines are benefit-oriented. 
The cover is your best marketing tool, and it doesn’t cost 
you anything extra to get it right. The cover is your best 
and least expensive way to scream out, “Pick me up. I am 
important. Buy Me!” Don’t allow pretty ponies, cuddly dogs, 
silly puns, or crazy artistic cover treatments to confuse or 
confound. The newsstand is a ruthless environment. Keep it 
real or suffer the consequences.

8. Don’t be shy or coy. Be bold with your type treatments.  
If you don’t think what you have to offer is important, why 
would the retailer merchandising your product? Use cover 
slashes and starbursts to call attention to other selling fea-
tures that have the most potential.

9. Test an editorial premium once a year. A CD that adds 
value to the cover story can be tipped on to the cover of 
your magazine. This avoids the expense of polybag, which 
also inhibits browsers from interacting with your title. CDs 
have a high perceived value and are very inexpensive to 
produce, particularly if you can partner with folks who have 
a keen interest in hooking up with your brand.

10. Keep in mind that newsstand sales are now part of the 
eligibility formula for the Publishers Assistance program 
funding. Newsstand sales also generate subscriptions from 
insert cards that need to be factored into your cost-benefit 
analysis. You’ve asked advertisers to spend marketing dol-
lars in your magazine, so they like to see that you too are 
investing marketing dollars to promote the magazine that 
they have just invested in too. Newsstand is a very cost-
effective source of circulation, for magazines both small and 
big. Think Big.
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