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STARTS
Consumer
Arts/Culture
• In2ition

urban lifestyle/Alvin Ram and
Sunil Prasad/Vancouver

• Amazing Canadian
youth arts achievement/Hikaru
Cheung/Mississauga, Ont.

• Magenta
visual art portfolios/Magenta
Foundation/Toronto

• Urbane
arts & culture lifestyle/Eqestar
Media Inc./Toronto

Business
• MicroCap

investment
opportunities/Dickson
Media/Vancouver

City/Regional
• Avenue (Edmonton)

Edmonton lifestyle/Odvod
Publishing/Edmonton

• Blackfly
Ontario politics/Jenn
Watt/Toronto

• Douglas
Vancouver Island
business/PageOne
Publishing/Victoria

• Edmonton Life
Edmonton lifestyle/Captive
Media/Edmonton

• EgoCalgary
urban culture/Ryan
Turbide/Calgary

• Rex
Waterloo and Guelph, Ont. busi-
ness/City Media Group
(Torstar)/Guelph, Ont.

Entertainment/Food
• Hello!

celebrity gossip weekly/Rogers
Publishing/Toronto

Food/Shelter
• Chocolat

home decorating
shopping/Rogers
Publishing/Toronto

• Le must alimentation
food/Les Editions
Comestibles/Saint-Lambert,
Que.

• Our Homes
homes/Mountain Life
Publishing/Thornbury, Ont.

• Ricardo
cooking/Gesca/Montreal

• Western Living Condo
condo living in Western
Canada/Transcontinental
Western Media
Group/Vancouver

Health/Wellness
• Canadian Health

CMA Media/Ottawa
• Canadian Health Connections

Canadian Health Connections
Inc./Calgary

• Chronically Canadian
chronic conditions health
lifestyle/Amanda
Semenoff/Toronto

• Medicine Bundle
native health/Say
Magazine/Winnipeg

• Mieux-Être
Groupe Québec Magazine/

• Open
healthy living/WiseMove
Communications/Monkton, Ont.

Industry
• Technology Quarterly

technology/Globe and
Mail/Toronto

Lifestyle
• Aver

young Muslims/Tahmina
Reza/Toronto

• Blink
Asian urban lifestyle/It Media
Inc./Toronto

• Campus Life
college/university
students/Andrew Au & Shaheen
Yazdani/Toronto

• Canadian Smart Living
technology/Transcontinental
Media/Toronto

• FSO Magazine
college/university
students/Coyle
Publishing/Ottawa

• Hub:ce
consumer electronics/Piccolo
Publishing/Toronto

• Luxe
epicures/Metamedia
Corp./Calgary

• Mountain Life Coast Mountains
BC/Mountan Life
Publishing/Thornbury, Ont.

• Moving West
relocating/CanWest Media
Services/Winnipeg

• Time Style & Design
fashion, décor/Time
Canada/Toronto

Men’s
• Fab Style Quarterly

gay fashion and culture/No Fear
Publishing/Toronto

• Mum
men’s magazine/
Hung Le/ Montreal

Recreation/
Travel/Sports
• Crux

extreme sports/Agence
Alternative Crux Inc./Bromont,
Que.

• Hockey - Le magazine
Gesca/Montreal

• Paddock
auto racing/Gesca/Montreal

• Scooter
scooter lifestyle in Quebec/LC
Media/Brossard, Que.

• Skid
kids cycling/Ontario Cycling
Association

• Sports Juniors
French amateur sports/Gary
Coutlée/Que.

• SRC Canada
ski racing/BK Media/Vancouver

• Triathlon Magazine Canada
triathalon/Gripped Inc./Toronto

• Wow magazine
home entertainment/Stir
Media/Burlington, Ont.

Special Interest
• Accenti

Italian culture/Cusmano
Communications/Montreal

• Beyond Ordinary Living
lifestyle for Christians/Ethel
Rowntree/Paris, Ont.  

• Confidence Bound
public speaking and motiva-
tion/Canadian Circulation
Center/Toronto

• Elemente
design/architecture in Western
Canada/Skinny Fish
Media/Calgary

• Enclave
architecture, design/Wing-Span
Media/Calgary

• enerG magazine
alternative energy issue/MerCo 

• Know
science for children/Peter Piper
Publishing/Victoria

• Opinion
Canadian hispanic
community/Horizon
Multimedia/Toronto

• Our Children
parenting in Nova Scotia/Metro
Guide 

• Planet Africa
African-Canadian
lifestyle/Moses 

• Scrapbook & Cards Today
scrapbooking/Catherine
Tachdijian/Toronto

Women’s
• Bobbi

modern urban lifestyle/Bobbi
Publishing Inc./Ottawa

• Moi & Cie
women’s lifestyle/TVA
Publications/Montreal

• Real Women London
women/1690421 Ontario
Ltd./London, Ont.

• The Mompreneur
business savvy
mothers/Kathryn
Bechthold/Calgary

Trade
• Academic Matters

Canadian post-secondary edu-
cation/Ontario Confederation
of University Faculty
Associations/Toronto

• Alberta Trucking
trucking/In Sync Media/
Calgary 

• Bars & Boissons
bar&beverage
industry/Mercury
Publications/Winnipeg

• Canadian Lawyer Inhouse
in-house lawyers/CLB
Media/Aurora, Ont.

• Design Edge Canada
graphic design/North Island
Publishing/Mississauga, Ont.

• FlexoAction
flexographic printing indus-
try/Youngblood
Publishing/Toronto

• Oilsands Review
Alberta oilpatch/JuneWarren
Publishing/Edmonton 

• Quebec Imprimerie 
Graphic communications/Les
Èditions JMFB/Montreal

• Sheet Metal Journal 
sheet metal industry/Point
One Media/Nanaimo, B.C.

• The Business of Contracting
construction/Craig
Coulter/Toronto

Association
• FinalProof

printing, graphics
industry/Printing and Graphics
Industries Association of
Alberta/Calgary

Custom
• Atmosphere

inflight title for Montreal’s  Air
Transat /Business Class
Media/Miami

• Cellier
for Société des alcools du
Québec/Transcontinental
Media/Montreal

• Connections
for Kinecor/Peter
Helston/Toronto

• Eco Options
for The Home Depot/Key
Publishers/Toronto

• Pure
for Shoppers Drug Mart in
Quebec/Rogers Publishing

• Replay
for Sport Chek/Trafalgar
Productions/Toronto

• Smart Moves/Demenageur
for Canada Post/Rogers
Publishing/Toronto

• Studio
for Ontario Crafts
Council/Naylor (Canada)
Inc./Toronto
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Dying young: almost 60% of 
titles folding in 2006 were less than five year old  

Quarterlies and bimonthlies comprise 73% of new
launches; just one in 10 is apt to be a monthly

No surprise that virtually all new trades are controlled
circ. Mixed models previal on the consumer side 

A breakdown of last year’s magazine starts by size.
Most launches are under 25,000 circ
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STOPS
• Chalk & Cue

billiards/Sheri
Richardson/Mississauga, Ont.

• Fashion 18
fashion/St. Joseph Media/Toronto

• Globe Television
national TV listings/The Globe and
Mail/Toronto

• In2ition
urban lifestyle/Alvin Ram and
Sunil Prasad/Vancouver

• Jasmine
Asian fashion/Amy Lan/Toronto

• Nature Canada
animal conservation/Ottawa

• Parachute
arts/Chantal Pontbriand/Quebec

• Park ‘n Pipe
teens, active lifestyle/M2
Communications/Winnipeg

• Privilege
upscale lifestyle/Tom A.
Vachliotis/Toronto

• Quinté
arts, culture/David
Harcourt/Toronto

• Sensass!
celebrity French news
weekly/TVA/Montreal

• The Look
fashion/St. Joseph Media/Toronto

• Toro
men/Chris Bratty/Toronto

• TV Guide
TV listings/Transcontinental
Media/Toronto

• Weekly Scoop
celebrity news weekly/Torstar
Corp./Toronto

• Warrior
literary/Média Guerrier/Montreal

• What’s Her’s
teens/M2
Communications/Winnipeg

• Ruby
Lifestyle/City Media Group
(Torstar)/Hamilton, Ont.

• Guardian Angel
Christian lifestyle/Elias
Kokknokos/Toronto

Trade
• Selling Essentials

sales/CLB Media/Aurora, Ont.
• Specialty Farms

boutique crops/Annex Publishing
& Printing/Simcoe, Ont.

Association
• Take One

Canadian film/television/Canadian
Independent Film & Television
Publishing Association/Toronto

MISSING IN ACTION
• Zeugma

literary/Meghan Beresford and
Tomasz Mrozewski/St. John’s,
Nfld.

TALLY MAKING
What follows are the criteria we used to identify launches and closures:
• Launches are listed alphabetically by name; subject, unless self-

explanatory; owner/publisher; and city
• Only standalone magazines with bonafide editorial content are counted

as launches.
• Not included are annuals; magazines bound into other titles; newspa-

per sections, inserts/unbound supplements touted as magazines; and
magazines that have relaunched under a new name, unless the maga-
zine had ceased publishing for over a year. 

• Magazines produced for corporations to promote their products 
or services—custom publications—are listed in the Tally but are not
added to the total number of launches and closures or to the 
pie charts.

• Magazines suspended for more than a year are counted as closures.
• English and French editions of the same launch count as one.
• Unless found, magazines listed as MIA will be counted as closures next

year under 2006 Revisited.

Why launches are down
So, what’s 2006’s excuse for such an anemic
showing in the start-up side of the ledger?

Two factors are at play: (i) Soft ad support,
and (ii) mushrooming media options.

Recently released LNA figures show that year-
end aggregate run-of-press ad page counts in the
biggest consumer titles in 2006 remained virtual-
ly flat (they actually declined by 0.1%) while
Candian online advertising grew by an estimated
19%, according to PricewaterhouseCoopers.

While our “traditional” medium continues
to deliver readers whom advertisers are eager to
reach—there are successful magazines in
Canada, after all—the sheer profusion of new
media choices and the continuing fragmenta-
tion of audience makes the economics of

online publishing (zero printing/distribution
costs) increasingly attractive.

Trouble in the B2B sector 
Disturbing is that growth in trade titles contin-
ues to drop off steeply, from 17 new titles in
2005 to just 11 last year—a 35% decline. It’s
here where competition from the Web is the
likeliest explanation; consecutive installments
of the Canadian Business Press-commissioned
Starch Research survey show the growing influ-
ence of online products. This tough environ-
ment makes those titles that did launch all the
more notable.Alberta hatched the most aggres-
sive start-up—JuneWarren Publishing’s
Oilsands Review, a monthly 15,000-circ glossy
about that increasingly vital oil sands.

The big starts
Rogers Publishing’s two big launches—
Chocolat, the 250,000-circ  bimonthly for recent
movers, in partnership with Canada Post, and
Hello!, under license from the celebrity weekly’s
Spanish parent—stand as the year’s most ambi-
tious launches and a vote of confidence in the
power of magazines.

Other high-profile consumer launches
include: Montreal-based Gesca’s toe-dipping
into the English Canada with cooking magazine
Ricardo; Canadian Smart Living, the 200,000-
circ home tech-entertainment bimonthly from
Transcontinental Media, and Moi & Cie, the
bimonthly 80,000 paid-circ  women’s glossy
from TVA Publications.

Closures of note
The deaths of Toro and Torstar’s Weekly Scoop
proved that well capitalized titles can fail, too. In
Toro’s case, it attempted to single-handedly estab-
lish the “gentleman”category in Canada and blew
its brains out with an ambitious frequency and
circulation (eight times a year and close to
200,000 copies per). Weekly Scoop entered a
mature category with established U.S. giants (Us,
People), couldn’t lure readers with Canadian
celebrity fare and couldn’t compete with expert

U.S.-style schmaltz. Combined, the two titles rep-
resent an estimated $10-million investment, with
Scoop alone burning through more than $3 mil-
lion in its short life (10 months). As for TV Guide,
the 30-year-old weekly’s once-mighty circ
(600,000+ paid), eroded with the onslaught of
online, onscreen and freebie listings guides.

Future growth
It’s a truism now that the general-interest maga-

zine is dead. Looking at the list of those 71 starts of
2006—and also those targeted custom maga-
zines—it becomes clear that 60% of new maga-
zines are small, independent titles with circulations
of less than 25,000. They tend to have a very sharp
focus. Small- and medium-sized publishers have
always been responsible for more than 90% of all
magazine starts and, while may be in a trough now,
the incontrovertible promise of a well-executed
magazine means the ride isn’t over yet. M

Toro editor Derek Finkle (shown here at Mags U) delivered strong editorial wed to a lavish business model

LAUNCHES WE
MISSED 
Consumer
• Good Life Connoisseur

luxury lifestyle/Terry
Tremaine/West Vancouver

• Cahoots
alternative women’s mag/Carla
Antherton/Saskatoon

Trade
• Espresso Magazine

coffee industry/OFC Publications
Inc./Montreal

• Votre dépanneur
conveninece stroes/Mercury
Publications/Winnipeg

Custom
• Sea Island Magazine

Sea Island Resorts/Redwood
Custom Communications/Toronto

• Oh Baby
parenting/Hestia
International/Toronto

CLOSURES WE
MISSED
Consumer
• My Winnipeg Life

regional general interest/Winnipeg
• My Winnipeg Business

regional general interest/Winnipeg

• Homes
“regional general
interest/Winnipeg

• What’s His
male teen culture/M2
Communications/Winnipeg

• Scuba Press
scuba diving/Robert
Choquette/Toronto

Trade
• Canadian Teddy Bear News

Water Valley, Alta.

TALLY 2005 REVISITED




