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Toro celebrated its fi rst anni-
versary last month. The critics 
have been largely complimen-

tary. So far, mission accomplished 
from an editorial point of view?

I think so. We’ve been 
doing some fine-tuning 
since our launch, but I 

think the basic structure of the 
magazine was sound from the 
beginning.    

continues on page 21 

THE
TOP
50

Our 10th annual 
report on the 

nation’s biggest 
magazines

S
mall might be beautiful 
but not when it comes to 
revenues. Or top-whatev-
er lists. With that in mind, 
we’ve boosted our tally of 
the industry’s largest rev-

enue generators from 35 to 50. And 
after crunching the numbers, we can 
tell you that 2003 was the second con-
secutive year where sales at the larg-
est titles grew. Our 76-year-old cover 
model over there tops the list, raking in 
more than $44.4 million. Her secret?
continues on page 8 
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Queen of the realm: Chatelaine No. 1 again — for the third year in a row
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W
omen. Publishers and advertis-
ers love them. They’re the driv-
ing force behind Canada’s maga-
zine industry, probably the world’s. 
More than half of our Top 50 are 
magazines with a predominantly 

female readership. Women shop with devastating 
effi ciency. Their nesting prowess bestows upon 
them the upper—perhaps only—hand in the 
purchase of everyday household items. Industries 
have formed around their pursuit of beauty, love 
of fashion and state of motherhood. 

It should surprise no one, then, that the big-
gest and strongest performers are to be found in 
women’s service, shelter and fashion categories. 
Like the song says, “It’s a she thang.”

Queen of green
For the third year in a row Chatelaine bestrides 
the nation as the largest magazine with estimated 
annual revenue of $44.4 million, growing by 4.2% 
last year. It dethroned fellow Rogers Publishing 
title Maclean’s in 2001 and hasn’t looked back. 
Publisher Donna Clark says core ad categories 
remained robust. “Toiletries, cosmetics, packaged 
goods generally were all strong,” she writes in an 
e-mail. “Importantly, there were no really soft 
categories in our segment.” A state-of-the-art 
Web operation (see page 14) is helping the title 
to serve both readers and advertisers.

Rogers’ bimonthly glow, published in partner-
ship with Shoppers Drug Mart, makes its fi rst 
appearance on our list at No. 31 with an estimat-
ed $5.6 million in revenue. “It has been a fabu-
lous partnership,” says Clark, “and there are many 
promotional and database opportunities that we 
haven’t even scratched the surface of.”

The hottest performer in the category—and 
the Top 50—was Today’s Parent, which saw esti-
mated revenue rocket upward last year by 29.7% 
to $10.2 million, moving up eight spots to No. 17. 
Powering that was a 39.9% increase in ad reve-
nue and a 14.4% increase in circ rev. “I think it’s 
been a hidden treasure that’s being discovered 
[by advertisers],” says publisher Ildiko Marshall. 

“There’s recognition that parents spend money 
and plan for children.” And it doesn’t hurt that 
Today’s Parent was named best parenting mag-
azine by Folio: last year. Direct client relation-
ships with Disney and Procter&Gamble serve 
to deepen advertiser buy-in at the 20-year-old 
Rogers title, Marshall adds.  

Things may be levelling off, however. 
Transcontinental Media’s largest title, Canadian 
Living, remains in No. 3 spot earning $38.2 mil-
lion last year for a gain of 0.3%. “It was a challeng-
ing year,” says editor/publisher Charlotte Empey. 

“Advertisers were often reluctant to commit to 
year-long programs; the U.S. economy had an 
impact on available ad dollars spent in this coun-
try; and everyone was working extra hard for their 
piece of the pie.” Sister title Homemakers, mean-
while, posted a 6.1% decline, largely a refl ection 
of declining readership stats as revealed by PMB. 
However, this year’s PMB results show a 5.7% 
increase in 12-plus readership. Last spring’s rede-
sign may have done the trick.

Quebec’s largest women’s service title, 
Transcontinental’s Coup de Pouce moved up 
a spot to No. 10 with an 8.9% jump to $13.7 
million. 

House on fi re
As large and rich as the women’s service category 
is, the real place to have been these last few years 
is home. The shelter category is the fastest-grow-
ing segment in the market and, in a good way, 
Canadian House & Home is on fi re. We estimate 
that 2003 marked its fourth consecutive dou-
ble-digit gain in revenue, jumping by 24.6% last 
year to $17.9 million (estimated revenue in 1998 
was $9.3 million). Canadian Home Publishers 
principal Lynda Reeves—Canada’s scandal-free 
Martha Stewart—says H&H is riding a demo-
graphic wave that’s seeing both boomers and the 
offspring of boomers paying serious attention 
to nesting concerns, be it a vacation home or a 
fi rst home. Reeves, who has steered the H&H 
brand onto TV and home product lines offered 

continued from cover 
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Women’s service, shelter and fashion lead the way 
BY WILLIAM SHIELDS

Top      50 
magazines

2003 2002 Title
Advertising 

revenue
Circulation 

revenue
Total estimated 

revenue
Annual

% change

1 1 Chatelaine $34,968,914 $9,469,190 $44,438,104 4.2

2 2 Reader’s Digest $20,971,768 $21,200,641 $42,172,409 5.1

3 3 Canadian Living $28,381,863 $9,840,421 $38,222,284 0.3

4 4 Maclean’s $23,111,699 $14,660,306 $37,772,006 0.02

5 5 Time (Canada) $17,444,328 $9,360,287 $26,804,615 2.7

6 6 TV Guide $9,362,349 $11,637,794 $21,000,143 -15.2

7 8 Canadian House & Home $12,587,438 $5,311,568 $17,899,006 24.6

8 7 7 Jours $6,132,617 $11,267,780 $17,400,396 8.8

9 10 Flare $14,136,762 $2,012,896 $16,149,658 19.8

10 11 Coup de Pouce $9,383,105 $4,342,055 $13,725,159 8.9

11 13 Châtelaine $10,451,183 $3,273,624 $13,724,807 15.5

12 9 StarWeek $12,363,001 $0 $12,363,001 -9.0

13 12 L’actualité $7,884,083 $4,359,043 $12,243,125 1.5

14 16 Canadian Business $9,213,936 $2,096,698 $11,310,633 12.3

15 20 Fashion $10,287,866 $889,987 $11,177,853 24.9

16 17 Style at Home $7,397,634 $3,196,258 $10,593,891 10.4

17 25 Today’s Parent $8,944,046 $1,295,864 $10,239,910 29.7

18 15 TV Hebdo $2,375,350 $7,634,873 $10,010,223 -7.7

19 14 NOW* $9,926,718 $0 $9,926,718 -10.0

20 19 TV Times $9,270,237 $0 $9,270,237 2.5

21 22 Sélection du RD $3,872,768 $5,123,805 $8,996,573 5.3

22 24 Elle Québec $6,870,787 $1,822,241 $8,693,028 6.5

23 28 Elle Canada $6,612,305 $2,016,037 $8,628,342 22.3

24 18 Homemakers $6,004,729 $2,501,612 $8,506,341 -6.1

25 21 Canadian Geographic $2,380,683 $6,121,828 $8,502,511 -4.0

by retailer The Bay, says she’ll roll out a furniture 
line as early as this fall. The Bay has pledged to 
grow their H&H merchandizing arrangement 
to $15 million, Reeves says.

Rival Style at Home also posted a healthy 
gain of 10.4%, the second year in a row of dou-
ble–digit growth, hauling in $10.6 million. The 
Transcontinental title “is now just beginning to 
reap the benefi ts of its relaunch and rebrand-
ing from Canadian Select Homes…in spring 
1997,” says publisher Carol Shea, adding that it 
takes fi ve to seven years to build awareness. The 
favourable demographic trends means the cate-
gory will remain “buoyant for some time.”

Ditto for fashion
Pent-up advertiser demand for ways to reach 
fashion-conscious females has been evidenced 
by the 2001 launch of Elle Canada. Some won-
dered if the Transcontinental/Hachette Filipacchi 
glossy would eat into revenues at rivals Flare 
(Rogers) and Fashion (St. Joseph Media). Not 
yet it hasn’t; the ad pie has expanded. The results 
are astounding: Fashion up 24.9%, Elle Canada 
up 22.3% and Flare, the country’s largest fash-
ion mag, jumped 19.8%. Flare publisher David 
Hamilton credits a 2000 methodological change 

in the way readership is measured for helping 
the fashion titles become more reach-competi-
tive with television. Fashion publisher Giorgina 
Bigioni credits the late-’90s threat of split runs 
for triggering a move to offer regional edi-
tions of the magazine in Vancouver, Montreal 
and Toronto, as well as a national edition. Last 

year’s performance is a refl ection of that local 
approach to content—and ad opportunities, she 
says. “It’s an international magazine with local 
relevance.” Speaking on behalf of Elle Canada 
publisher Francine Tremblay, who could not be 

reached, Transcontinental’s Shea says Elle’s arriv-
al has strengthened the overall medium. About 
70% of the monthly’s gain came from toilet-
ries—the largest of all ad categories—thanks to 
investments from Procter&Gamble, L’Oreal and 
Johnson&Johnson.

Optimism for news and business
Combined revenues of Canadian Business, 
Report on Business and National Post Business 
increased 4.9% in 2003 to $25.1 million. Both 
CB and Business jumped by 12.3% while ROB 
declined 8.9%. While ROB publisher Phillip 
Crawley says our estimate is at odds with his 
own fi gure, he is optimistic. “I do see a pick up 
this year in the magazine market,” he says via e-
mail, noting that the magazine beat its Q1 target, 

“and we are optimistic about the trend.”
Canadian Business publisher Deborah 

Rosser “continued to see strength in the busi-
ness-to-business marketplace, largely in busi-
ness services, not so much in the IT hardware 

but certainly other areas were stronger.” The big-
gest factor? “Probably the most signifi cant is that 
[2003] was our 75th anniversary and we built 
some really good creative advertising programs 
around that,” she says. 

Newcomer has 
been embraced by 
advertisers

Newcomer has Converted on 75th 
anniversary advertising 
opportunities

Optimism for news and business
Combined revenues of 
Report on Business
increased 4.9% in 2003 to $25.1 million. Both 
CB 
declined 8.9%. While 
Crawley says our estimate is at odds with his 
own fi gure, he is optimistic. “I do see a pick up 
this year in the magazine market,” he says via e-
mail, noting that the magazine beat its Q1 target, 

“and we are optimistic about the trend.”

Converted on 75th 

* Title is monitored by LNA. Publisher does not supply run sheets
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2003 2002 Title
Advertising

revenue
Circulation 

revenue
Total estimated 

revenue
Annual

% change
26 26 Toronto Life $7,027,287 $1,265,489 $8,292,777 10.9

27 23 Report on Business Magazine $7,572,324 $0 $7,572,324 -8.9

28 30 Clin d’oeil $5,903,125 $988,909 $6,892,033 20.1

29 27 enRoute $6,611,486 $0 $6,611,486 -7.0

30 32 National Post BUSINESS $6,209,030 $0 $6,209,030 12.3

31 — glow $5,537,904 $930,450 $5,631,354 —

32 29 Western Living $5,524,960 $56,480 $5,581,440 -5.6

33 — Food & Drink ** $5,575,047 $0 $5,575,047 —

34 — Décoration Chez-Soi $4,113,864 $1,441,238 $5,555,101 8.8

35 — Inside Entertainment $5,407,295 $53,325 $5,460,620 —

36 — Canadian Gardening $3,313,207 $2,132,246 $5,445,453 —

37 — Le Bel Age $3,079,342 $1,953,373 $5,032,714 —

38 — Le Lundi $2,153,876 $2,776,980 $4,930,856 —

39 — Canadian Home Workshop $2,796,891 $2,116,113 $4,913,004 —

40 31 eye* $4,886,214 $0 $4,886,213 -13.0

41 — Les Idées de ma maison $3,785,629 $970,081 $4,755,710 n/a

42 34 50 Plus $3,200,636 $1,115,857 $4,316,493 —

43 — Cottage Life $2,567,914 $1,597,762 $4,165,677 —

44 — Good Times $1,666,541 $2,068,823 $3,735,363 —

45 — Decormag $2,596,139 $1,004,168 $3,600,307 —

46 — Tribute $3,594,955 $0 $3,594,955 —

47 35 Elm Street*** $3,519,401 $62,946 $3,582,346 -14.8

48 — Affaires Plus $2,199,453 $1,145,017 $3,344,469 —

49 — Outdoor Canada $2,025,032 $1,238,395 $3,263,427 —

50 — Leisureways $2,890,580 $0 $2,890,580 —

The bleeding seems to have stopped at the 
rival newsweeklies Maclean’s and Time (Canada), 
which have endured a series of hardships, most 
notably the 1998 launch of the National Post and 
the ensuing national newspaper war. Then there 
was the demise of the tech sector in 2001, fol-
lowed by 9/11, followed by international polit-
ical instability, mad cow and SARS. Such fac-
tors prompted serious advertiser restraint in a 
variety of categories, which pinched revenues 
prompting both titles to pursue leaner circu-
lations to bolster the bottom line. Estimated 
revenues at the two weeklies are down 23.1% 
and 23.5%, respectively, since 1998. In 2003, 
Maclean’s was stable with a 0.02% gain and 
Time crept up by 2.7%. “There’s momentum,” 
says Time (Canada) managing director Joan 
Brehl. “I think we’ve weathered many storms. 
There is an appetite for Time…and news is 
more important than ever.”

The newcomers
With the expansion of the Top 35 to the Top 50, 
we now have data on many well-known maga-
zines that went previously unreported. 

As noted, this is glow’s debut, and it seems 
poised for continued growth. There is also 
Inside Entertainment, by Toronto-based Kontent 

Publishing, which makes its fi rst appearance after 
launching in March 2002. Food&Drink, the con-
troversial bimonthly published by Ontario’s 
liquor control board, raked in $5.6 million, 
good enough for No. 33 spot. The redoubt-
able Cottage Life, which launched in 1988 and 
never looked back, is No. 43 at $4.2 million. In 

addition to Canadian Gardening, Markham, 
Ont.-based Avid Media now has Canadian 
Home Worskshop and Outdoor Canada on the 
list. Finally, the CAA organ Leisureways edged 
out Transcontinental city mag Vancouver  by 
$354,000 for the No. 50 spot. 

Launched 2002 by 
ex-Saturday Night ad 
exec Geoff Dawe

Launched 2002 by Also operates successful, 
$1 million-plus consumer 
show each spring

Also operates successful, 

C O V E R  S T O R Y

NOTE ON METHODOLOGY
Estimated advertising revenue reflects run-of-press 
pages (ROP) only; that is, revenue from inserts and 
supplements is not included. The ad-tracking firm 
of Leading National Advertisers Canada (LNA) pro-
vided the data. We apply a weighting multiple of 
0.7 to LNA’s data to reflect multiple-insertion and 
other discounts. 

Estimated circulation revenue was tallied using 
subscription and single-copy sales data supplied 
by auditors ABC and CCAB/BPA International. Again, 
as publishers often offer discounted subs, we’ve 
applied a weighting multiple of 0.6 to reflect that ten-
dency. The sole exceptions are Canadian Geographic
and Cottage Life, which offer negligible discounts. In 
the case of newsstand sales, the publisher generally 
sees only 50 cents of every revenue dollar with the 
remainder getting cut three ways between the retail-
er, the distributor and the wholesaler. So, a weighting 
multiple of 0.5 is applied to newsstand revenue. 

Brand extensions, special one-off editions, 
trade shows or any other commercial appendages 
are not measured. Not only does this simplified 
approach yield the purest measurement of a 
magazine’s performance, it also makes the task of 
collecting the data a manageable one. 

Collectively, the Top 50 account for $555.5 mil-
lion, of which ad rev accounted for 70.9% with 
circ rev making up the difference.  M

* Title is monitored by LNA. Publisher does not supply run sheet  ** A freedom of information request revealed Food & Drink's actual advertising revenue last fiscal year was $3,600,202
*** Ceased publication last year


