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Approaching Magazines

Let’s get started with some more research ideas for those of you who may live in very populated areas.   I 
know a few of you drew your first circle and thought, “Yeah, Manhattan, or downtown Boston” Great.  And 
that is good. That is called density. Density can work in your favor as well as reach works in the favor of 
someone who may not be in a very dense area. 

Density means close proximity of clients.

Density means less travel and more opportunities per square mile. Density means a hell of a lot of competi-
tors. Sorry about that last one, but seriously… who cares? All competitors tell us is that there is a lot of work 
available. And someone other than you is getting it.

That, as they say, has to change.

Big markets mean you have a much more specialized approach to your work. Big markets mean you can 
work one niche at a time to develop your cash flow. Working one area while marketing to another area is 
also possible if the density is high and the competition is great.

By the way, do you know who your greatest, most fearsome competitor is? I do.  He looks back at you in the 
mirror each morning. She stares at you from the mirror in the hall.

You. You are the biggest competitor you have. Your priorities, attention spans, efforts (or non efforts), delay-
ing tactics, motivations, insecurities, over confidences, and plain old inertia control will do more damage to 
your business than anyone you see on a blog post or in a magazine.

And we need to work on that. The great news about working on that problem with ourselves is the fantastic 
job security it offers. We will be doing it every day for the rest of our lives. There is no “achieved”; there is 
always the pursuit.

Fun. Yeah…I know.

So let’s get to the bigger markets and what to do there as we initially start out on our journey. Big markets 
mean big agencies. Big clients. Big opportunities.  Big budgets. Even bigger budgets. And “I can hardly be-
lieve my eyes” budgets. Starting out…well, they are not where we want to be.
What would happen to you if  you landed a gig that would require $25,000 of expenses based against the cli-
ent billing. Since many agencies (most) pay after 60-90 days, how are you going to pay your vendors before 
you get the money from the agency?
 
And, quite honestly, I do not suggest we even go after assignments that large. Without the benefit of a lot of 
completed assignments, we may not even understand how a shot like that can be produced.  And missing 
the billing or estimate just screams ”amateur” in a world that has very little tolerance for anything that may 
cause them some discomfort.

I think making an art director, editor, art buyer, creative director, designer or public relations person choose 
you has as much to do with how comfortable with their choice you make them feel as the images them-
selves.



So where do we start?

Magazines for one place of entry, designers for another.

Magazines may be more open to trying out new talent than ad agencies are. Their risk is much smaller, and 
their constant desire to find and promote new talent is a great asset to them.

Design agencies are another point of entry. The difference between an ad agency and a design agency is 
sometimes as simple as the way the work is handled after it is created. An ad agency usually places the ads in 
magazines, radio, TV, and Internet. Designers usually do the work and it is then handled by someone at the 
company or passed on to their ad agency for distribution.

Graphic designers are more approachable than art directors in big agencies. It is a fact.

Choosing magazines means we must do some research into the work we want to do for them. And, by the 
way, this applies to all of you, whether in the big cities or the smaller suburbs, so pay attention and do the 
exercises.

Hitting the magazine stand in order to do some research can be kind of fun. You will be steeping yourself in 
the work of others as well as starting to get a feel for the magazines that you want to work with -- and a few 
you maybe don’t care that much about.

Personally I would love to shoot for Real Simple, a magazine for interior design and lifestyle, and wouldn’t 
spend much time courting Skin, a magazine for the tattoo industry. Your choices may be totally opposite.  
And that is cool.

So we grab an issue of a magazine we want to work for and do some scouting. The masthead is going to be 
very telling.  On the next page we have the masthead of Martha Stewart’s Living magazine. Let’s see what 
that tells us:
 

Founder Martha Stewart
Chief Creative and Ed itoria; Director Gael Towey
Creative Director Eric A. Pike
Living
Editor in Chief Pilar Guzman
Executive Editor Yolanda Edwards   Design Director Daniel Biasatti
Executive Managing Editor Meesha Diaz Haddad    Style Di rector Ayesha Patel

 
EXECUTIVE EDITORIAL DIRECTORS / EDITORIAL
 
ART 
Food Lucinda Scala Quinn Decorating  Kevin Sharkey Crafts Hannah Milman

FOOD/ENTERTAINING
Editorial Director
Jennifer Aaronson
Deputy Editor  Christi ne Albano Editor at Large Anna Kovel Senior Associate Editor
Kristina Kurek
Asscciate Editor
Charlotte March
Assistant Editor Cindy Bearman
 
Features Editor Mi randa Crowell 
Deputy Art Director Stephen Johnson 
Assoc iate Editor Abigail Libers
Deputy Design Director  Lilian Hough 
Assista t Editor Kristen Flanagan



Senior Art Director Nicolette Berthelot 
Managmg Editor Carl Germann
Assistant Art Director Katherine Field
Copy Chief Kathleen Kent
Copy Editors Paulie Dibner, Melise Senaydin
Ali Bahrampour, Eleanor Duncan
Design Production Manager
Research Director Ann Sackrider / Judy Glasser
Research Editors Design Production Senior Associates
Marli Guzzetta, Alex Sanidad Sydney Applegate, Leora Silberman, Grey Thornberry
Editorial Assistant  Adia Benson
Online Editor Jenn Andrlik 

PRODUCTION
Print/Digital Quality Director
Kitchen Manager Regan Dodson Recipe Tester Monita Buchwald Editorial Assistant  Lauren Tempera
Test Kitchen Assistant
Aida Ibarra

DECORATING  & HOME
Editor
Rebecca Robertson
Senior Editor Ant hony Santelli Assistant Editor  Yvette Gonzales Editorial Assistant  Laura Stanley
COLLECTING
Editorial Director
Fritz Karch
Associate Editor  Elizabeth Adler

GARDENING
Editorial Director
Stephen Orr
Depu ty Editor Tony Bielaczyc

HOLIDAY & CRAFTS
Editorial Director
Marcie McGoldrick
Deputy Editors
Shane Powers, Silke Stoddard
Senior Associate Editor Athena Preston Associate Editor Blake Ramsey Assistant Editor Stepha nie Hung
Editor at Large Jodi Levine
Editorial Assistant  Laura Kaesshaefer
 
STYLE
Deputy Editor Tanya Graff
Assistant Editor  Carla Gonzalez-Hart
Editorial Assistants

Director
Heloise Goodman
Deputy Editor Mary Cahill
Senior Photo Editor Linda Denahan
Senior Associate Photo Editor
Allison Gumbel
Senior Rights & Archive Manager
Alison Vanek Devine
Photographer Johnny Miller
Vtdeographer/Video Editor
Philip Leaman
Digital Photography Technicians
Bryan G Arrln
Photo Studio Business Manager
Michael Varrassi
Photo Studio Equipmertt/
Digita l Assets Manager Stacey Tyrell
Department Assistant Anna Ross



 
Denise Clappi
Print/Digi tal Quality Managers
Paul M.Reeves, Sally Stopper
Digital Imaging Specialists
Robert DiCaterino, Spyridon Ginis Jeanine Olszewski , Sasha Weleber

DESIGN AND FABRICATION
Deputy Editor Tadd Kroneck Senior Pointer  Tysean Washington Shop Assistant  Ben Cliness
PROP LIBRARY
Manager Jutta Amse
Assistant Manager Jeff Allen

INTERNATIONAL
Editorial Director
Ruth Feldman

CONTRIBUTOR S
James Dunlinson, Susan Heeger, Sara Hopper, Scott Horne, Jennifer Miller, Jennifer Smith , Alexis Stewart

FOR SUBSCRIPTIONS. ADDRESS CHANGES,AND BACK ISSUES: Write tO Martha Stewart Living, BOX 60001, Tampa,-
Fl33660-0001; Or call (U.S
and Canada) 800-999-6518.OV ERSEAS: Call813-979-6828. To ORDER BACK ISSUES: Please send U.S. check or money order 
(U.S. $6.50 per issue, Canada $7.50, overseas $12.50). FOR EDITORIAL QUERIES:Please write to Letters Department. Martha 
Stewart livino. 601 West 26th Street. New ‘l’ork, NY 10001or e-mail: living@ma rthastewart.com . Visit our WEBSITE for more 
information: www.MARTHAST EWA RT.COM .@ 2012 Martha Stew<lrt living Omnimedia, Inc. All rights reserved. Reproduc-
tion in whole or in part without permission isproh ibited. All projects described in this publ ication are for private.noncommercial  
use only. No rights for commercial use or exploitation are given or implied . Martha Stewart living is a trademark registered in the 
U.S. Patent and Trademark Office.
 
We have a wealth of information right there.

We have names and job classifications along with their ranking within the organization. (It’s a corporation 
– being first is important.)

The head of the Photography and Illustration part of Living is Heloise Goodman. Who is she?
Well, here she is on LinkedIn:
http://www.linkedin.com/pub/heloise-goodman/4/953/888

Here she is on Facebook, although I probably would be very careful about adding her to market to her at 
this Facebook page. It is a personal page.
https://www.facebook.com/people/Heloise-Goodman/684857345

The Martha Stewart Living Facebook page has a good amount of activity. What is happening there?
https://www.facebook.com/MarthaStewartLiving

Another page with some biography info on it:
http://www.yatedo.com/p/Heloise+Goodman/normal/f02f1fbef133734efaabd4a02d0b5171

It is not stalking; it is research.

This is only one person at one magazine. You will want to get more information on who to send your work 
to in order to get it in front of the people you want to see it.  The best source for that is the phone. Simply 
call the magazine, ask for the art department, and ask who to whom to send promotions.  (Far easier is 
the Agency Access method, where they have done all this heavy lifting for you…,but for now I think it is 
important to actually do some heavy lifting so you understand what is involved.)

And look at this page:
https://www.linkedin.com/title/art-director-at-martha-stewart-living-omnimedia



How often and what we send to the people we want to reach has a lot to do with our own practicalities, but I 
believe once every other month with an email and on the in-between months a direct mail piece may be quite 
effective.  Send imagery that will get noticed, of course. Send images that have a great deal of visual power. 
The noise is quite loud in the marketing world, so you have got to cut through.

That part of what we do will be covered later, but for now let’s gather some names and get some research on 
who we want to work with.

Five magazines you have identified as being a magazine you could/ should work for: 

1.

Magazine: Style:

Why they need me: 

Who will I market to?

2.

Magazine: Style:
 
Why they need me: Who will I market to?

3.

Magazine: Style:

Why they need me: 

Who will I market to?

4.

Magazine: Style:

Why they need me:

Who will I market to?

5.

Magazine: Style:

Why they need me: 

Who will I market to?

Understanding why they NEED you to work for them is easy for you to see -- we only have to convince them 
-- and that is only 50% of the equation, right?

We can do this.

Fill out this form and make a couple of copies of it for yourself if you need to. Graphic Designers:



Small design studios are everywhere. One person to 20 people -- they are in every city in the nation. 
Even a few smaller towns have graphic and information designers.
So let’s find a designer to work with: Studio Hill Design, Albuquerque.
http://studiohilldesign.com
 
A look at their website shows that they do a fair amount of printwork:
http://studiohilldesign.com/about/print/  Some product, some people, and some architecture.
The principle is Sandy Hill, and the art director is Sean Chavez. Facebook page:
https://www.facebook.com/pages/STUDiO-HiLL-DESiGN/173656029360186

LinkedIn profile:
http://www.linkedin.com/profile/view?id=62944903&authType=name&authToken=0cMa&locale=en_
US

And the Twitter feed has few followers, so it is ideal for me to start following them. Albuquerque is not 
that far from me. Heh.
https://twitter.com/#!/studiohillltd

So you now have a lot of info to use to be marketing effectively to the clients you want to reach. And you 
have identified them as well as know something about them and their work.

Yes, there is more to it than that, but this is the basic stuff we must have to be successful in the mar-
keting of our work. Waiting to do this after your book is done and you are ready is foolish. We work 
concurrently on the stuff at hand, so when we are ready with the 


