Seattle Met Magazine — Inspired by our growing city
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When you have a clear idea of who your reader

IS it is easier to draft your brand concepit.

That brand concept is the intersection of your

content and the desires of your audience.



Seattle Met Magazine — Inspired by our growing city

Who is the Seattle Met reader?

41 Median Age, Print Readers.

34 Median Age, Digital Readers.

$200,496 Average Household Income.

58% Are Executive, Professional, or Managerial.

78% Own their own home.

95% Attended College.

79% Do NOT have a newspaper delivered to their home/office.
71% Plan to take 3+ trips in the next year.

60% Eat at full-service restaurants 5 times per month, 29% up to 10 times per month.
76% Will attend food, drink, or wine tastings

63% Will attend theatre, opera, or symphony

85% Own a smartphone.

60% Frequently buy products and services advertised in Seattle Met.
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Spring Fashion in Bloom ;.
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TOPDENTISTS = Seattie Sty Resolutions
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The clearest concepts are those that can be
explained in a single sentence, preferably a
sentence that both explains an area of focus

while also promising near-infinite possibility.

Let’s take a look a few popular brands



Real Simple Magazine - Life made easier

REALSIMPLE

THE #1

LIFE MADE EASIER SECRETTO
PERFECT

Calm & Relaxed

57 Ways to Start Fresh in 2020

JANUARY 2020
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Wired Magazine — Where tomorrow is realized
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GOOGLE vs IBM
vs MICROSOFT STARTUP SPECIAL

THE BATTLE HOW TO HIRE,
FOR QUANTUM KEEP AND

SUPREMACY MOTIVATE TALENT

Apple

CAN THE TRILLION DOLLAR GIANT SURVIVE
TURNING ITS BUSINESS MODEL UPSIDE DOWN?




The young person'’s guide to saving the world

Teen Vogue Magazine
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CRWNMAG — Representing the beauty of Black women
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National Geographic Magazine — Live Curious

Further — “Through our unmatched support of explorers, adventurers,
scientists, educators, photographers and other storytellers, we aim to
build a worldwide, public community of learners. And | can't think of any-
thing that encompasses our mission better than the idea of ‘Further.””

o7.2020

WHY WE WEREN'T PREPARED FOR THE CORONAVIRUS

NATIONAL
GEOGRAPHIC

OF THE WORLD




Popeye —The magazine for city boys

CARBRCEARTZS. NERASERALs S0, L7 x—fouRLLEna @D

POPEYE

Mag

S

{_./-r\.\

2/74 A o




Veja Saude — From science to health with the opinion of experts

E VITAL

REVISTASAUDE.COM. Bl
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CANOLA SOJA,
MILHO, c¢oco...
Os pontos
fortes e fracos
de cada dleo

DEPRESSAO INFARTO

Os males da crise e como enfrenta-los

COMAMAISDEVAGAR | TEMRINITE? LAVE @ MAQUIAGEM: SE NAO
EFUJAATEDODIABETE . ONARIZTODODIA | TIRAR, APELEDANCA




Martha Stewart Living Magazine — Life made better: We elevate the everyday
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Vogue Magazine — Defining the culture of fashion

MAY

MEET THE WORLD'S

YOUNGEST FEMALE
PRIME MINISTER
7/ WAYS
SUMMER STYLE NOW:
L.[A%'P PDATE PLAYFUL PRINTS,
MRV SHASDNS oo
7 WAYS PRIME MINISTER DRESS WHITE TUX
TO UPDATE
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Time magazine — Understanding comes with TIME.
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Newsweek Magazine — Make sense of a globally connected world
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WHAT DOCTORS LEARNED FROM TREATING THE EARLIEST
COVID-19 PATIENTS IS SAVING LIVES NOW

'SECOND
WAVE




Now for student samples...




Next-Gen — Things (sorta) explained

A gender-neutral lifestyle magazine that focuses on tween angst and
curiosity. With a monthly release, the goal of this magazine is to em-
power and educate youth by providing them insight on subjects that
may not get covered by the current adults in their lives. The readers for
this magazine strive for an outlet for interaction and information. With
quizzes, stickers and interviews there should be enough for any tween
to stay entertained and informed.

What's it Like to Speak for
Your Generation at Age 12?2
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QUIZZES
RIDDLES
POETRY
HOROSCOPE




Echo — Let's explore a changing world!

Climate change is no longer something that can be ignored, so how can
parents bring this up to their children without causing nightmares? This
magazine concept brings awareness to the danger of extinction - both
animals and their habitats, everyday habits you can practice to make a
positive impact, and highlights on organizations that are taking action on
these issues. The target demographic is a younger audience, between
6-14 years old, and presents the topic in an approachable way with fully
illustrated spreads.




'/1 one over one — Finding harmony in the everyday

1/1 Magazine is a monthly lifestyle magazine that explores aesthetics
living for the modern women. Aesthetic life is a philosophical concept

of celebrating beauty in our everyday surrounding. This magazine would
serve as a guide to finding beauty in our life that isn't based on superficial,
surface appearance or ideal perfection, but mindful practices. In each
issue, 1/1 will share items that satisfy our senses, places to enjoy, brands
that create aesthetics in our life, and tips for creating beauty in life. The
goal is to remind us to be more present each day in life; to love ourselves
and focus on little tasks that makes our day better. 1/1 will feature inter-
views as well as art, photography, and inspiring journals.

Since Chinese Mandarin and English are the most spoken languages
around the world, 1/1 includes bilingual versions of interviews done in
Chinese Mandarin for more readers to enjoy.

May we walk together in beauty.

one over one

Ching-Fang Li

“Good
Moming

finding harmony
Inthe averyday




Shift — Positive news. Working solutions.

Shift is a monthly news magazine that focuses on things going well in this
world. While current news outlets seem to be populated with (a dispropor-
tionate amount of) dreary news stories, this magazine offers an alternative
perspective. Shift covers national and global news, from successful efforts
in environmental conservation to human rights victories to technological
advancements that are building a better future. It is not, however, full of
fluff pieces meant to mask the reality in which we live. The magazine is
comprised of solutions journalism, which highlights solutions working in
the world and examines what makes them successful as well as their short-
comings and what can be done to make things better.

Positive News. Working Solutions.




Transport — Sights and Sounds for the Eclectic Soul

Transport mag has been a cornerstone of creativity for innovative musicians,
curious travelers, crate and digital digging music lovers. Most importantly
open-minded fans from across the world who aren't afraid to take chances.

In partnership with Spotify. We have created a magazine where you can read
about artists from all over the world, learn their story. And listen in on their
latest album via Spotify’s QR code system.




Wait But Why — Simplifying the complex for the curious

Wait But Why is focused on culturally relevant topics that relate to
how and why humans behave the way they do through a mixed lens
of anthropology, technology, sociology, and philosophy.

It is dedicated to the exploration and explanation of complex ideas.
The inaugural Issue is about Artificial Intelligence.

b wWhy superintelligent AL will be our
last invention, and how to make sure
we get it right. p.21




Moxie — Where creativity meets action

Moxie is a magazine that celebrates art and encourages those who

would like to take the step of making their art a career. Moxie is fun,

smart, practical and collectible with vivid imagery, custom type and
illustration featured throughout.

THE MURAL EDITION

ARTIST SPOTLIGHT
Victor Melendez

Lisa Quine

Mona Caron

Jasper Wong

SHOP TALK
Mural Making
Contracting

Business tips
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Steelo — Giving the lo-down on urban dance styles and culture

Steelo is a magazine made for dancers and dance enthusiasts, specifi-
cally focused on the different urban dance styles that originated in the
United States and Jamaica. We provide content for readers to better
understand differences, as well as commonalities, in the culture of each
community. We cover music, fashion, moves, and history of the differ-
ent styles along with interviews with important figures in each commu-
nity—past and present. As a brand we strive to educate our readers

on the whole culture that is involved in the creation and evolution of
the dance styles that are popularized, and often appropriated, while
honoring the communities and individuals who made these dances.
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Orb — Examining humanity through art

Art from students from all over the world,, questioning humanity
and the world we live in.




Mainframe — Innovation in research and development

Quarterly publication focused on breakout technologies and researchers who
are helping to shift our digital and physical selves. Issues subject matter span
across industries, but remain connected by their digital components.
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A GUIDE FOR THE VICARIOUS TRAVELER

Culture, low-budget travel, lifestyle inspiration.


sccanewmedia
Line


Client Information
Name of Team
Round information

“A GUIDETO COUNTER CULTURE”

T S'C

AUTUMN 2014 THE PNW ISSUE VOL.1 NO

LUIONAN I0SS] s IIIIIIIII sS4V 46

|

79
USA$12.00 CAN $15.00

100

77’


sccanewmedia
Line

sccanewmedia
Line

sccanewmedia
Line


A starting formula to create a tagline...

Try this out:

Verb

T

Sharing

T

How we
do it

Adjective

T

uplifting

T

Describe
it: detail

+

_I_

Noun

News

What
itis
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