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It’s showtime
Magazines discovering there’s money 
to be made using their “power to convene”

Eluz Vilchez

n an increasingly digital world where print 
advertising revenues continue to decline, 
where do you suppose magazines would turn 
for new revenue?

You probably would not have guessed “live 
events”. But that’s one of the increasingly at-
tractive answers in the search for new sources 
of revenue.

“Saying the conference industry has 
exploded is not an exaggeration,” BizBash 
founder David Adler told Digiday. “The in-
dustry has increased tenfold in the past few 
years. Twenty percent of marketing budgets 
in general are face-to-face events.” 

The motivation is clear. Print revenue con-
tinues to shrink — down four per cent in the 
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US in 2013 which was at least better than the 
8 per cent decline in 2012. From 2008 to 2012, 
advertising pages in the US were down 32 per 
cent. And while digital revenues are on the 
rise — a 25 per cent increase in the US in the 
first half of 2013 — they do not come close to 
replacing the print losses. Thus publishers 
must find new sources of revenue.

Enter events. 
“The economics of a conference are as-

tounding — create something extraordinary, 
and people will pay anything to be there,” 
Cindy Gallup, former chair of the US branch 
of advertising firm Bartle Bogle Hegarty, told 
Digiday.

But ticket revenue isn’t the only source of 

new income from events. If the audience is 
desirable, advertisers want face-to-face access 
to them, and they will pay for the privilege. 

When Interior Design launched its “Giants 
of Design” event, it attracted more than 177 
companies as event sponsors, each paying 
handsomely for the opportunity to connect 
directly with potential customers.

The new revenue doesn’t stop there, either.
“Many of our events sponsorships require 

a certain amount of business with us in print 
and digital advertising revenue, so we drive 
sales across platforms,” Interior Design event 
director Rachel Long told Digiday. “We offer 
advertisers new ways to connect with cus-
tomers and prospects, and bolster their sales 

WIRED added a third day 
to its annual flagship event, 
“WIRED 2014,” calling it 
“WIRED/Next Generation” 
and inviting 12-18 year olds see Wired’s next 

generation
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and marketing efforts to a targeted audience.”
“An event platform allows our readers to 

engage with the brands they admire, while 
our advertisers value the chance to get their 
products and services in front of new cus-
tomers,” said Ebner Publishing Group CEO, 
Gerrit Klein.

“Everyone is getting into the game because 
it is a good business, and it definitely has 
better margins, when done right, than the 
regular equation of journalism and writing,” 
TechCrunch COO Ned Desmond told The New 
York Times. TechCrunch itself is expanding 
its successful “Disrupt” conferences overseas.

Magazines succeeding at events
Here are some of the magazines successfully 
enhancing their revenue stream with events 
and conferences: 

1 Lucky magazine launched the Lucky FABB 
(Fashion And Beauty Blog) conference in New 
York City in 2011. Since then, it’s held two 
more in NYC and two in LA. It’s a conference 
with a twist: Attendees must apply to get into 
to the invitation-only event… All legitimate 
fashion bloggers who apply are invited and 
everyone who applies automatically becomes 
a member of the “Lucky Community.” In that 
Community, “users from all over the world 

share their style tips, 
outfits and beauty 
secrets, according to 
the company. It’s also 
where they are acces-
sible to the magazine 
and its advertisers. 

“From my experi-
ence, I knew confer-
ences and live events 

were a big revenue generator,” Lucky director 
of digital content Caroline Waxler told Digi-
day. “There’s something special about live 
events and the FABB conference immediately 
became the big, shiny, attractive thing to sell 
to advertisers. It pushed a lot of revenue to 
the magazine.”

2 Wired is trying to become a serious player 
in the magazine event field. The company’s 
fourth flagship conference, “Wired2014,” will 
be “a two-day haven of disruptive thinking 
and radical ideas,” according to the company. 
Last year, Wired added a third day to its pre-
mier event, targeting 12-18 year olds and 
calling it “Wired/Next Generation”. This year, 
Wired will hold the second of yet another 
conference the company launched last year, 
“WiredMoney.” And this year, Wired is 
launching yet another new conference, 
“WiredHealth”.
3 Runner’s World hosts a three-race weekend 
event including running clinics tailored to 
meeting their readers’ running needs as well 
as Q&A sessions with the editors.
4 “The New Yorker Festival”, which Gawker 
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calls “the Lollapalooza for the urban intelli-
gentsia” (referring to the annual alternative 
music festival in the US), has been running 
for 14 years and is a wildly popular event in 
NYC.
5 Ebner Publishing’s WatchTime now gen-
erates 30 per cent of its revenues from events 
and hosts the largest luxury watch events in 
the US in five cities in exclusive venues. The 
magazine also hosts boutique events at high-
end watch stores. Watchtime is turning the 
magazine into an event brand. “We host very 
successful small exclusive dinner events with 
selected attendees, where revenue comes 
solely from the sponsoring partner,” said 
Ebner Publishing International managing 
director and publisher Dominik Grau. There 
are other events with hundreds of guests in 
half a dozen cities, where revenue comes from 
guest fees and sponsors,” said Grau. “Those 
events started more than ten years ago but 
have seen rapid growth in the past three 
years.”
6 Fashion magazine Elle is partnering with 
Selfridges’ Denim Studio in London for an 
event in what is purported to be the world’s 
biggest denim department — 2,415m2 
(26,000ft2) of space dedicated to denim. Elle 
is inviting more than 250 in-person guests and 
all of their readers via digital media to get 
styling tips, watch a cover shoot, listen to a 
Q&A with Elle editors, and catch a review of 
some of the 11,000 pairs of jeans and denim 
accessories on the floor. The in-store activities 
will be enhanced by content across Elle’s mul-

“Create something 
extraordinary, 
and people will 
pay anything 
to be there.”
Cindy Gallup
Former chair of Bartle Bogle Hegarty
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tiple print and digital platforms, including 
Facebook, Twitter, Instagram and Vine. The 
overall campaign is expected to reach more 
than 1.5 million readers and followers in the 
UK. 

7 Last June, The Huffington Post held its first 
“Third Metric” women’s conference in found-
er Ariana Huffington’s apartment to discuss 
redefining success and reducing stress for 
women. In short order, Huffington held sim-
ilarly small follow-up events in London, Ha-
waii, Munich, and New York City. Now, hav-
ing created exclusivity and demand, the 
company is ratcheting up in 2014, taking the 
show on the road again but this time to ven-
ues holding 2-3,000 attendees. 
8 Last fall, Cosmopolitan announced that it 
would launch two conferences in 2014 focused 
on women in their 20s, “Cosmo Live” and 
“Cosmo for Latinas Live”. Aiming to attract 

2,000 young women, the two-day events will 
address personal and professional issues im-
portant to millennial women. 
9 Hearst magazines also announced two 
other new conferences for 2014: Food Network 
Magazine’s new “Food Network in Concert”, 
a Chicago-based food and music festival in 
the fall, and Town & Country’s first “Philan-
thropy Summit” in New York in the spring.
10 Atlantic Media is the magazine event goril-
la, hosting more than 200 events a year (see 
next page), including week-long conferences, 
dinners, festivals, social gatherings, high-pro-
file Q&As, round-tables, and more, and the 
company is expanding its events to Europe 
and Asia in 2014. 
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The costs of running events vary depend-
ing on number of guests, size and style of 
venue, time of year and event goal, according 
to Ebner Publishing’s Grau. The budget for a 
multi-city event tour in luxurious venues for 
1,000 guests or more has a minimum cost of 
US$500,000; the budget for an intimate din-
ner event for selected attendees and only one 
sponsor would be in the range of US$10,000 
to US$30,000.

Event revenues might surpass print
In writing about the publishing industry’s 
recent and enthusiastic embrace of events, 
The New York Times reported last fall that 
successful events can generate several million 
dollars in revenue, mostly from ticket sales 
and corporate sponsorship, and that events 
are an alternative revenue stream that can 
be sustained year after year.

Given the rapid and lucrative growth of 
events, Grau believes that “if print revenues 
continue to decrease and if digital revenues 
do not fill the gap, events might surpass print 
revenues within the next two to four years”.

Beyond revenue, events provide benefits 
to the host media company:

 Events promote the brand
 Events increase the visibility of key 

 personalities in the publishing company
 Events create new text and video content 

 that can be leveraged and extend the value 
 of the event for months

 Events can create news that will be covered
 by other media

 Events can both solidify and expand a 
 magazine’s followers: “The New Yorker 
 Festival” attracts fans averaging 44 years of 
 age (the average age of a New Yorker reader 
 is 51)There can, however, be too much of 
 a good thing.

“It’s a morass of too many conferences right 
now,” Gallup told Digiday. 

Lucky’s Waxler agreed: “Nowadays, ev-
eryone in every business is throwing a con-
ference.”

Which simply means event organisers can-
not take the “build it and they will come” 
approach, but they must do what their editors 
have been doing for decades: Offer readers a 
unique, valuable experience built around the 
magazine’s area of expertise.

The Atlantic Group’s 
“AtlanticLive” events 
calendar is perhaps the 
most ambitious of all 
magazine publishing 
companies, and offers 
a primer for other 
publishers looking to 
leverage their unique 
expertise into a series of 
events:

Tentpole Atlantic 
Events
Aligning closely with 
The Atlantic’s editorial 
content, these are multi-
day festivals built around 
the same issues and 
themes explored in the 
magazine – and timed 
accordingly.

 New York Ideas 
 Aspen Ideas Festival 
 The Atlantic Meets 

the Pacific 
 CityLab 
 Washington Ideas 

Forum

Atlantic Forums + 
Summits
Each Atlantic Forum and 
Summit gathers 150-
300+ thought leaders 
for robust discussions 
on critical issues.

 The Economy 
Summit: Debt and 
Recovery

 Small Business 
Forum

 Energy and 
Infrastructure Super 
Summit

 Health Care Forum 
 Technologies in 

Education Forum

 Food & Life Forum
 Energy Forum
 Big Science Summit
 America Works 

Summit: Jobs, 
Growth and US 
Competitiveness

Signature Washington 
Events
Social gatherings 
with a distinct Atlantic 
touch – a diverse mix of 
attendees, authoritative 
editorial sidebars, an 
equal mix of celebration 
and substance.

 State of the Union 
Events

 White House 
Correspondents Dinner 
Weekend 

profiles In Leadership 
Series
Profiles in Leadership 
events feature one-on-
one interviews between 
an Atlantic editor and an 
industry leader in that 
field.

 The Corner Office
 Women of 

Washington
 Cultural Innovators
 Inside City Hall

Custom Franchises + 
Events

 A Conversation on 
Generations

 Start-up City: Miami 
Pitches

 A Conversation on 
Community Health

 Digital Town Halls 
 Atlantic Exchange 
 Roundtable Dinners

The Atlantic Media events
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