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CONTENT 

Value: UPPERCASE has high production values and 
comes with a considerable cover price. While 
subscriptions in the USA and Canada are $80 CAD, 
subscriptions overseas are $120. We strive to publish 
content that is worthy of this cost and respect the 
considerable investments readers contribute to the 
financial health of the magazine. Though advertising 
has always been just 2-4% of our pages, in 2016 we 
decided to become completely ad free—thus 
increasing the content value to readers. 

International perspective: Though many of our 
contributors and featured artists are Canadian, the 
content of our magazine does not adhere to any 
prescribed percentages of Canadian content (and 
therefore we don’t rely on government grants). By 
featuring creatives from around the world, we are 
introduced to those within new geographic circles—
we actively encourage our featured artists and 
contributors to share their work and collaboration with 
UPPERCASE. 

Design production: We don’t offer a digital edition. 
Employing print-only effects like embossing, foils, 
inserts and subscriber-only booklets make the 
physical magazine something to be coveted and 
collected. 

Evergreen: Due to time in freight, issues are released 
with overseas distributors from one to three months 
after publication. Our content is not time- or season-
specific, though, so this isn’t problematic. Even with 
considerable postage costs, customers return to our 
online shop to purchase back issues to complete their 
collection. 

COMMUNITY 

It’s personal: Authenticity in our communications 
with the magazine’s readership is very important to 
its success. Folks might first hear of the magazine 
and sign up for the weekly newsletter; they are much 
more likely to become a subscriber since they’ll be 
intimately familiar with what is happening behind the 
scenes. This approach is particularly useful since we 

don’t have a distributor in the United States and aren’t 
available there on newsstands or big box bookstores. 

It’s supportive: UPPERCASE actively encourages its 
readers to submit their work and we publish and 
promote it as much as possible. By demonstrating 
that we are inclusive, we’ve nurtured a community of 
people who adore the magazine—and tell their 
friends! 

It’s rewarding: We offer free subscriber-only bonus 
items like a printed calendar, journals or even 
letterpress prints. The cost of such items is a 
marketing expense and typically we see a good return 
on such investments through renewals and folks who 
subscribe who are enticed by the extra goodies. 
They’re available to all subscribers worldwide. 

We’re social: We are active on Twitter and 
Instagram, sharing behind the scenes images and my 
daily creative life. Through specific hashtags, our 
readership shares snapshots of the magazine “out in 
the wild" as well as their own creative projects. We 
reshare these images and this social proof is integral 
in garnering interest from readers around the world. 

DISTRIBUTION 

Choose wisely: Not all distributors are a good fit for 
your publication. We are adamant that unsold copies 
not be destroyed, so our partners must agree to 
reclaiming such copies. When selecting a distributor 
for the UK and Europe, I attended the London Book 
Fair and met with various magazine and book 
distributors before deciding on which would be the 
best fit. Central Books has proven to be an excellent 
partnership—they are exemplary in their reporting and 
punctual in payments. They understand the magazine 
and place it in appropriate venues such as museum 
bookshops and independent magazines and shops. 

Weather the storms: We have had varying success 
with distribution in Australia; a previous distributor 
was notorious amongst indie publishers for 
underhanded practices and not paying bills. There 
were many issues when the magazine was being 
sent down under (at considerable freight expense) 
without compensation. As long as the magazine was 
available in shops and newsstands, though, it was still 



 

 

a good source for gaining new readers and 
subscribers. With firm communication, we were able 
to recoup all outstanding invoices and have since 
transitioned to a different distributor. Readership in 
this region has grown steadily, despite any troubles 
behind the scenes. 

International Orders: Our online shop offers 
worldwide shipping, costs that are calculated by 
weight and geographic location. Though the postage 
costs can be more than the magazine itself, we do 
have customers willing to pay these costs to get rare 
back issues or the other books that we publish. 

Proudly Canadian: We operate in Canadian dollars, 
so our online shop offers a conversion tool for other 
currencies. Though this sometimes causes a bit of 
confusion, the exchange rate for US dollars typically 
works in favour of our American customers. We 
highlight this in communications targeted to these 
customers and subscribers. 

Stockists: We are grateful for the many stockists that 
carry the magazine in their boutiques. We encourage 
them to post photos on social media and we share 
these in turn with our social audience. Having a local 
stockist does increase our subscriber base in that 
geographic area—and so if a stockist is losing a 
customer because they’re becoming our subscriber, it 
is our duty to direct new customers to the bricks and 
mortar shops in order to sustain this relationship. 


