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There are three reasons why marketing your 
magazine to younger readers makes good business 
sense.  The most obvious is that the editorial is 
geared towards a younger audience.  Another is to 
increase the subscriber life span: get them earlier and 
keep them longer. Additional advertisers will be 
attracted to this particular group.   

Once you’ve determined why, then specify the age 
range, male/female ratio, geographic, hobbies and 
interests and any other demographic information you 
can gather.  This profile is important for when you 
research the most effective way to target them.  

Before developing a marketing plan, it’s important to 
know the rules and regulations regarding marketing to 
children and teenagers.  The Canadian Marketing 
Association’s website lists all the details by age 
range:  

 K. Special Considerations in Marketing to Children 
(under 13) 

 L. Special Considerations in Marketing to Teenagers 
(13 to 18) 

THE UNDER 13’S  

Given the challenges of marketing directly to the 
under 13 crowd, schools are a pretty good place to 
find them. This can be done in a variety of ways: 

School Subscription Agencies:  

Quality School Plan (QSP) sends out catalogs listing 
hundreds of magazines to most all Canadian schools 
under grade 8 in the Fall and Spring.  Teachers hand 
out the catalogs to kids so their parents can order 
subscriptions.  QSP donates a portion of the 
subscription revenue back to the school.  This source 
can produce fairly good subscriptions, but the remit 
rates are such that the net revenue publisher’s get on 
each order tends to be under 30% of the base price. 
Also note that these subscribers usually renew at 
lower renewal rates (under 20%).  QSP is the most 
popular school agent, but there are a few other ones, 
such as Canadian Community Reading Plan (CCRP) 
and Canadian Educational Subscriptions (CES). 

Teachers 

Mailing lists of teachers and/or schools are available 
for rent. These lists do not generally include the 
teacher’s name, but does include the school, and the 
Grade 6 teacher line could be added to the mailing 
address.  This type of promotion would make sense 
for editorial geared directly for children, such as OWL, 
Kayak, Canadian Geographic, etc. It’s also important 
to emphasize strong benefits to the teacher, the child 
and/or the school.   

Reaching parent-teacher associations seems logical, 
but it’s difficult—even rare—because a current 
mailing list is not available for rent. This approach 
might only make sense if there’s a personal and/or 
geographic connection and again with a donation 
pitch, for instance “Subscribe to Kids Magazine today 
and we’ll donate $5 per order towards new 
equipment for your school playground.” 

Another way to reach subscribers who are under 13 is 
to promote gift subscriptions to parents and 
grandparents. There are a number of lists available to 
rent for this purpose: Today’s Parent, ZOOMER 
Magazine, Eco Parent, Living Well, etc.  Remember to 
send the gift renewal to the donor (not the recipient) 
and to upsell additional gifts on the same form.   

13 TO 18’S  

The 13 to 18 age range is a bit more challenging. 
Again you have guidelines and restrictions to keep in 
mind, plus high school teachers, and terms and 
curriculum will vary from school to school. If the 
editorial is niche, perhaps there’s a similar school or 
program, such as hockey leagues, music schools, 
ballet, tutoring schools, etc.   

There are also charities and educational travel 
companies that focus on this age group: Me to Wee 
Foundation, Education Travel and Blyth Academy are 
good examples.  

Contests can be used effectively, especially if it fits 
the magazine’s profile. Consider a photo, poetry, 
short story or illustration contest and price the 
submission fee in such a way that it includes a one-
year subscription.  

https://www.the-cma.org/regulatory/code-of-ethics
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Many literary journals conduct annual writing 
contests, which account for a good percentage of 
their circulation.  Although these contest entrants 
tend to attract the 25+ year-old demographic, as per 
above, renewal rates are below average, so if there’s 
a large number of submission subscriptions, some 
magazines have a hard time getting out of the contest 
cycle.  

18- TO 25-YEAR-OLDS 

The biggest problem in tracking down 18- to 25-year-
olds is that they move all the time. From university 
and college residences, to camps and apartment to 
apartment, let alone from city to city.   

University and Colleges 

There are a few subscription agencies that focus on 
colleges and universities.  These agencies send flyers 
to residence mail boxes and sometimes have sales 
people selling subs on campus in the fall. Campus 
Discount Subscription Service is one such agency.  

As with Grade 1 to 12 teachers, consider mailing to a 
list of professors in a specific area of study: creative 
literature, law, graphic design, food and beverage, 
MBAs, etc. This type of marketing copy could include 
a strong list of reader benefits demonstrating how the 
editorial could be a part of their curriculum (making 
their job easier!) and putting the magazine on the 
required reading list for their students. This has 
worked well for an art magazine: first year drawing 
students attending an art college had to subscribe for 
one year (special student rate) and their first issue 
could be picked up at the text book store on campus 
along with their payment and subscription form.  
These student renewals were lower than average, but 
this program was repeated annually to first year 
students, so was a program worth doing.  

Many colleges and universities publish their own 
journals and academic publications that have a high 
percentage of student readership. This could provide 
a good source for insert cards, outserts, list rentals 
and/or perhaps polybagging your magazine.   

 

 

Colleges and universities are marketing and 
advertising more and more, so don’t ignore them as 
potential advertisers if the readership has a strong 
percentage of 13- to 18-year-olds. 

 


