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Tangible
is cool again
‘ZinePak finds millions of readers will pay for print 
magazines, collectibles, and fun physical stuff

peta Andersen

n the face of years of scene-stealing digital in-
novations, print publishers continue to quietly 
find new, exciting, successful and lucrative 
innovations of their own.

Like the recent resurgence of vinyl records, 
tangible objects paired with print publications 
are being tested as enticements to readers and 
subscribers.

Two young publishers have successfully 
made physical media an integral part of their 
actual publishing offering.

Founded in 2011 in New York City by 
twenty-somethings Brittany Hodak and Kim 
Kaupe (both of whom worked at ad agencies), 
’ZinePak is what the founders call an enter-
tainment company “with a focus on enhanc-
ing the physical CD experience.”

“We create custom, interactive publica-
tions for targeted super-fans of music, movies, 
sports, events, and brands,” wrote the found-
ers. “Think of it as entertainment, elevated.”

The pair has two simple goals for their 
company: “1) Create amazing content for our 
clients. 2) Get it in fans’ hands in a way that 
WOWS them.”

It’s worked.
Since launching in 2011, the company has 

sold US$25 million worth of ‘ZinePaks, with 
$12 million of that total coming last year alone 
at Walmarts (the primary purveyor).

The cost of a ‘ZinePak is just $3-$4 more 
than the cost of an average CD. The small-for-
mat magazines are between 60 and 120 pages 
of original content. The packages go for $7 
to $17 dollars, and include the magazine, 
collectibles and fun inserts such as packets 
of wildflower seeds, embroidered patches, 
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“ZinePak is 
reviving the 
market with 
a tangible 
configuration for 
21st century music 
fans”
Entrepreneur magazine

recipes, and decals.
In 2012, the company brought in revenue 

of $2.5 million and in 2013 it was up to $3 
million.

“’ZinePak is reviving the market by creat-
ing a tangible compilation for the 21st Cen-
tury music fans,” said Hodak. “Our product 
catalogue includes small-format magazines 
with physical media (like CDs or DVDs) and 
collectible merchandise.”

The inspiration for ‘ZinePak came from fan 
club magazine packages Hodak says she found 
in record stores when she was growing up.

“That was kind of what inspired the idea, 
this throwback of taking all of the great things 
that were available when there was no ‘on-
line’, so you couldn’t discover artists online; 
it was all about engaging with them through 
their physical packaging,” Hodak told the Ar-
kansas Democrat Gazette.

Hailed by the New York Post as a “rising 
economic force”, the duo have already part-
nered with a host of high-profile celebrities, 
including Katy Perry, Taylor Swift, Justin 
Bieber, Sheryl Crow, and KISS.

Despite its “youth”, ‘ZinePak is already be-
ing taken very seriously. Since its inception 
just three years ago, ’ZinePak has partnered 
with every major record label.

Collectibles and inserts are often the result 
of brand partnerships, too. “[For] the’ZinePak 
we did for Taylor Swift’s deluxe version of Red, 
we offered samples via her partnerships with 
American Greetings and Elizabeth Arden and 
included ads for Cover Girl,” Hodak told Ad Age.
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Their success has prompted Hodak and 
Kaupe to look beyond their current music 
realm to consider expansion into film and 
sport partnerships. “Really engaging fan con-
tent… is ‘ZinePak’s goal,” Hodak and Kaupe 
told the Wall Street Journal.

Although starting out in the print market, 
Hodak and Kaupe are working on expanding 
into the digital market, too, using iBooks and 
creating ’Zines using augmented reality.

’ZinePak has been showered with accolades 
from the media press. Why? Because even 
now, after years of tiresome dire predictions, 
the print side of publishing is still innovating 
with the best of the digital so-called gurus.

“At a time when most publishers and record 
companies have declared physical distribu-
tion to be a lost cause, ’ZinePak is reviving 
the market with a tangible configuration for 
the 21st century music fans,” Entrepreneur’s 
editors wrote in a review.

“In the beginning, ’ZinePak was all about 
making deluxe entertainment configurations 
for CD releases, so if somebody like Taylor 
Swift or Justin Bieber or KISS, wanted to 

put out a deluxe version of their album, they 
would call us,” Hodak told The Wall Street 
Journal, as part of the company’s video series 
for the Journal’s Startup of the Year award.

“The second way that we’re really excited 
to start doing that is through live events and 
fan club pieces and getting products into fans 
hands digitally,” Kaupe added. “It’s just a re-
ally exciting way to keep giving them content 
and keep giving them what they want.”

Much of the company’s success comes 
from leveraging the transience of print. Every 
’ZinePak release is a one-of-a-kind limited 
edition. And last August, the company shift-
ed into custom ticketing, “elevating tickets 
from a print-at-home method of entry into 
customised, collectible memorabilia for fans 
to treasure,” the pair wrote. They’ve also ex-
panded into 19 countries.

‘ZinePak’s approach to print as a tangible 
medium in which that tangibility is a primary 
asset — an asset to be paired with other forms 
of media — is the sort of out-of-the-box think-
ing that’s keeping print media as exciting and 
sustainable as digital.
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