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S T A T E M E N T  O F  P U R P O S E

This work is focused on examining the indie magazine industry (digital and print) 
through a strategic marketing lens in order to inform the strategic plan of Happen Magazine, 
a start-up entering the indie magazine sphere. The purpose of the paper is to design a strategic 
plan that is viable, clear, and backed by research, such that the plan could be successfully applied 
immediately. 
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I N T R O D U C T I O N

The publishing industry as a whole is undergoing immense change, with one result 
being the accelerated growth of the indie publishing industry, in both print and online medi-
ums. The following paper outlines a strategic plan for a new independent magazine dedicated 
to sharing the stories, experiences, and challenges of women working in a variety of fields in 
the United States today. The magazine, Happen Magazine, has both a print edition and an 
online and social presence, with unique content for each. The cornerstone of this strategic is 
the development of the mission, values, and vision of the company, informed by a distinct 
understanding of the internal and external environments and a shared discernment of the 
firm’s purpose for existing. 

The plan includes four major sections: Mission and Objectives; External Analysis; 
Internal Analysis; and Strategic Choices. In each section, the goal is to determine the course 
of action which will best support the achievement of the company’s long-term objectives. 
The strategy is large-scale and future-oriented, and cannot be created in a vacuum. For this 
reason, constant analysis of the external and internal environments is required, otherwise the 
company risks blindness to changes in the competitive landscape. Because this plan is large-
scale, it does not detail the exact day-to-day management of the business; rather, it offers a 
blueprint for all managerial decisions. A small start-up such as Happen Magazine is likely to 
have only one or two levels to its decision-making hierarchy, especially because it is still in 
the entrepreneurial mode. Being in entrepreneurial mode generally means that the strategic 
analysis is more limited, intuitive, and informal (Pearce 9). In an industry that is experiencing 
growth and change, being adaptable and action-oriented is critical to the start-up’s success. 
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M I S S I O N & 

O B J E C T I V E S
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M I S S I O N  S T A T E M E N T

 Happen serves to honor, connect, and inspire a movement of women across fields and 
generations who are making [sh]it happen. We seek to elevate the conversation and diversify the 

perspectives surrounding the relationships between work, life, and purpose. We choose to 
represent women as they are-- powerful, brilliant, compassionate, inspired, and creative--no 

retouching necessary. In a society that so often perceives women as “less than,” we tell the true 
stories, unraveling worn-out views of women and establishing the modern narratives.
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Mission Statement Disaggregated:

Marketing
Mission: To serve as the face of the Happen brand, communicate our mission, and connect 
with those who resonate with our message. 
Sample Objective: Utilize SEO and inbound marketing to help future customers discover our 
site and social media profiles more organically. 

Finance
Mission: To effectively and responsibly allocate resources in ways that grow shareholder value, 
ensuring Happen Magazine’s ability to produce a beautiful, high-quality product for years to 
come. 
Sample Objective: With every social media promotion, focus on ROI as a measure of value 
added and contribution to bottom-line growth.

Operations 
Mission: To efficiently deliver a flawless product to every reader. 
Sample Objective: Improve quality across each step of our printing and packing processes to 
consistently exceed customer expectations.  
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Objectives: 

Behavioral
To speak and act with integrity, humility, and awareness at all times, honoring the unique 
perspective and value contributed by every individual who touches our product. 

Environmental
To source recycled paper and other materials from ethical, sustainable suppliers. 

Economic/Financial
To responsibly allocate resources in our first year with a focus on financial sustainability and 
cash flow.

Social
To feature a diverse group of women in an effort to improve and expand the representation of 
women in media.     

Business Focus
Happen is in the business of producing a quarterly print magazine as well as continual 

online content that speaks to our theme and mission. 

Distribution and Marketing Channels
Our distribution channels include selling issues online through our site and distribut-

ing through resellers such as Barnes & Noble, Anthropologie, and independent boutiques and 
booksellers. Our marketing channels will include email marketing, SEO, social media market-
ing, content marketing, and social influencer relationships. 
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Mission and Objectives continued: 

Quality:
Happen is a luxury magazine. 100 pages, offset-printed and perfectly bound. Full color 

on uncoated paper with a soft touch aqueous coated cover. Our product is a work of art. 

Differentiation:
Happen is differentiated by its theme and curated content/art direction.

Ownership of the Market:
Happen is one of several magazines tailored to the interests of women profession-

als in the United States. However, there is not currently another magazine focused on work 
inclusive of women in fields beyond fashion or creative businesses. Happen takes a unique 
approach by including women who work as doctors, teachers, volunteer coordinators, fund-
raisers, artists, stylists, corporate executives, etc. in the effort to create a supportive communi-
ty of women who celebrate the impact that others are having in areas different from their own. 
Part of our aim is to inspire young women by exploring the many paths a woman can take and 
be successful—particularly in traditionally “male-dominated” fields. Happen is also unique in 
that it does not focus solely on celebrities or the most well-known, successful women. Rath-
er, Happen seeks to gather a diverse set of voices and perspectives, assigning value based on 
depth and relevancy of content rather than how many followers the contributor has on social 
media, for example. 
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E X T E R N A L 

E N V I R O N M E N T : remote



12

 The United States is the largest economy in 
the world, with a GDP of over $16.76 trillion. The 
recession in 2009 adversely affected the economy, 
especially as unemployment rates skyrocketed. The 
economy has since bounced back but concerns are 
high relating to the budget deficit. In 2016, the US 
had a population of 323,127,513 (United States 
Census Bureau) and a national income of $18.49 
trillion (World Bank). The unemployment rate as 
of March 2017 was 4.5% while the inflation rate 
hovered at 2.7%, according to the Bureau of Labor 
Statistics. The current United States Change in 
Labor Market Conditions is 0.40, indicating 
improving labor market activity. 
 Given how new the independent magazine 
industry is and how distinct it is from mainstream 
publishing, there is not enough data to accurately 
plot a demand curve for the industry at this time. 
Due to the evolution of technology and tastes, the 
buyer’s expectations have changed. The indepen-
dents have disrupted the mainstream magazine 
world, and the independents themselves are 
being shaped by emerging consumer demands and 
preferences. This informs us that market research 
is essential as we shape our strategy and determine 
the channels we wish to enter. Independent maga-
zines have the ability to adapt more quickly thanks 
to being far smaller than the enormous media 
conglomerates. Having a niche audience also allows 
our magazine to cater to the changing demands 
of a narrower set of customer personas, which the 
mainstream, glossy magazines are unable to 
effectively monitor or respond to. 

ECONOMIC FACTORS
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PHILIP’S CURVE

The unemployment rate in the publishing indus-
try as of March 2017 is 4.9%, sitting just above 
the United States unemployment rate of 4.5% 
(Bureau of Labor Statistics). So far in 2017, the 
unemployment rate in the publishing industry has 
fallen from 7.9% to 4.9%. Following the concept 
behind the Phillips Curve, changes in unemploy-
ment have a predictable effect on price inflation. 
Increased inflation affects the lower and middle 
classes most, causing many families to cut back on 
spending on discretionary purchases. Consumers 
of higher-end independent 
magazines are often individuals with higher 
incomes, so the magazine industry may be able 
to ride out times of lower spending, despite the 
product being a “want” and not a “need.”  

The population in the United States is aging, leading to a 
labor shortage and increased tax rates in the future. The aging 
population also affects the changing tastes of consumers who 
have disposable income. The education and healthcare sys-
tems in the United States are highly ranked worldwide. Higher 
education and incomes in the United States lead to a larger 
population that can afford magazines and who have an interest 
in quality content in niche areas. The aging population is one 
which remembers print magazines and has an appreciation for 
this renaissance of quality print media. 

SOCIAL FACTORS
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POLITICAL / LEGAL FACTORS

While there is some political unrest throughout the country, the United States is considered by 
Freedom House to be “Free” with an aggregate score of 90 out of 100. The press in the United States 
is considered “free, diverse, and constitutionally protected” (Freedom House). There is widespread 
and unrestricted internet access; in 2015 over 84% of American adults were actively using the internet 
(Perrin). This is tremendously important to all magazine publishers, because without freedom of the 
press, there would be much higher barriers to starting a successful magazine. The growing number 
of Americans using the internet means a larger market for digital magazine publishers and greater to 
access to interested readers for both print and digital publishers. Online sales are rising, which allows 
even print-only magazines to generate large percentages of their revenue through online selling of 
subscriptions and individual volumes.

Innovation and technology are 
considered by some to be the “corner-
stones of the US economy” (Freedom 
House). Though the US faces intense 
competition from rising economies, 
it will likely continue to be a global 
leader in developing new technologies. 
The technology most relevant to the 
publishing of magazines is US-based 
and readily available, and even becom-
ing more user-friendly as more online 
publishing platforms enter this space. 
This is also bringing down costs for 
small magazines as software costs are 
lowered.  

TECHNOLOGICAL FACTORS
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In the United States, firms are becoming increasingly encouraged to be “greener”; to strive to 
reduce waste and decrease the firm’s environmental footprint in order to preserve the planet’s limited 
natural resources. Today, it is ideal to be an eco-efficient firm; one which proactively works to reduce 
resource consumption and pollution in all of its processes. Independent print magazines tend to 
print fewer issues while creating more valuable items—volumes designed to be kept and treasured, 
or gifted to a friend, rather than thrown away immediately. Print magazines have options to be more 
sustainable, such as using recycled paper and only sourcing from sustainable, ethical paper compa-
nies. Digital magazines are inherently “green” and for this reason may appeal to consumers who are 
passionate about their personal ecological footprint. 

ECOLOGICAL FACTORS
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E X T E R N A L 

E N V I R O N M E N T :

In the United States, firms are becoming increasingly encouraged 
to be “greener”; to strive to reduce waste and decrease the firm’s environmental 
footprint in order to preserve the planet’s limited natural resources. Today, it is ideal to 
be an eco-efficient firm; one which proactively works to reduce resource consumption and 
pollution in all of its processes. Independent print magazines tend to print fewer issues 
while creating more valuable items—volumes designed to be kept and treasured, or gifted 
to a friend, rather than thrown away immediately. Print magazines have options to be 
more sustainable, such as using recycled paper and only sourcing from sustainable, 
ethical paper companies. Digital magazines are inherently “green” and for this reason 
may appeal to consumers who are passionate about their personal ecological footprint. 

The mainstream magazine industry is dominated by three publishing companies: 
Time Inc., Advance Publications, and Hearst Corporation. Time’s 21 American print mag-
azines together make up 23% of the total spending on domestic magazine advertising 
(Sivek). The presence of these enormous media conglomerates significantly increases the 
barriers to entry for the mainstream consumer magazine industry, which is why we will not 
be competing in that sphere. 

There is little data on the market share among independents because of how new 
the industry is as well as the fact that nearly all independent magazines are very small 
and privately held. The few that compete directly in terms of audience can gain market 
share over the other through distribution channels and advertising, but at this point in the 
industry there are no major players dominating the indie magazine space. This leaves 
room for start-ups like us to get going fairly quickly and reach our niche audience without 
fear of a large player trying to stifle us from the outset. 

M A R K E T  S H A R E

industry
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 Pricing in the independent magazine industry is dependent on factors such as the 
size of the magazine (both in terms of dimensions and page count) and frequency of 
issues (annual, quarterly, monthly, etc.) Most print indie magazines are priced similarly, 
where the newsstand price is slightly higher than the online order price, and the digital 
format version is cheaper. Pricing is competitive but because most of the magazines are 
so niche in terms of topic and audience, price wars are not characteristic of the industry. 
Rather, there is an accepted price point that most magazines stay close to if they are 
of the highest print quality, or the most similar to a “coffee table book.” There is little 
segmented pricing in this industry as the audience for each magazine tends to be high-
ly specific already. When a magazine is sold online, the only difference in price for an 

C O M P E T I T I V E   P R I C I N G
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One trend affecting all media is a rising preference for substantial, high-quality con-
tent rather than “click-bait” and quantity. For digital magazines, this is especially import-
ant to consider. Articles that gain attention are ones that have “considerable depth and 
quality.” Mainstream magazines are losing sales while the niche, indie magazines are on 
the rise. This is largely due to the fact that mainstream magazines try to cater to as many 
people as possible, while independent magazines target the most specific audience they 
can find. Independent magazines focus on the process and art direction to create “covet-
able, collectable, coffee-table-worthy objects” (Jamieson). The most successful indepen-
dent print magazines focus on art direction and editorial, the reader rather than the ad-
vertiser, and having a strong, unique idea at the heart of the magazine. Along with these, 

The most significant legal factors in publishing are centered around copyright law. 
Copyright law gives legal protection to books, journal and magazine articles, blog posts, 
and other literary formats, both online and in print. Other policies relate to assignments 
(the transfer of ownership of copyrights) and licenses (the express permission to do some-
thing which would otherwise be an infringement of copyright). Legal risks in publishing 
relate to publishing works that are libelous, false, indecent, infringing of copyright, uneth-
ical, in violation of trademark, privacy, or data protection rights, or in breach of official 
secrets legislation (Taylor). There is little risk associated with independent magazines in 
terms of legal traps, but it is essential to pay close attention to trademarks and copyrights, 
especially of creative work. 

P R O D U C T  Q U A L I T Y

P O L I C Y  A N D  R E G U L A T I O N S
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 In terms of number of copies, many indies start with 1000-2000 copies. If the 
magazine and its content are fairly timeless, the firm can increase cash flow later 
on by having a back issue catalogue. According to the editor of Offscreen magazine, 
nearly half of the orders placed include a purchase of a back issue. With both print 
and digital, costs are lowered as volume of sales/subscriptions increases.  

Pricing for each independent magazine is heavily dependent on the number of issues 
per year, the length and physical quality of each (if in print), and whether or not adver-
tising is included/embedded. Print magazines typically cost 2-4 times as much as the 
digital version if it is a downloadable PDF, but many magazines keep their print and 
digital separate with exclusive content for each. Because the majority of independent 
magazines are still very differentiated, there is little substitution and therefore no price 
wars or price retaliation. 

 Product differentiation is the defining characteristic of the independent 
magazine industry, and the main reason why the barriers to entry are considerably 
low. Not only do most independent magazines center around a very specific theme, 
but they often differentiate in terms of product offering. You can be strictly print, 
strictly digital, or a combination of both. In the digital realm, the magazine can be 
a simple downloadable document or an interactive, multimedia site designed to be 
user-friendly and beautiful on any device. Other 
means of differentiating are through the frequency 
of issues during the year. Another method is to 
produce a limited supply of issue, thus driving up 
demand for each and making every magazine a 
collectable, covetable item. The magazine LAW does 
this, printing only 500 copies of each issue, making 
it a wild success in the indie scene. 

porter’s
five

forces
1. threat of 

new entrants

economies of scale

product di f ferent iat ion

expected retal iat ion
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In terms of number of copies, many indies start with 1000-2000 copies. If the 
magazine and its content are fairly timeless, the firm can increase cash flow later 
on by having a back issue catalogue. According to the editor of Offscreen magazine, 
nearly half of the orders placed include a purchase of a back issue. With both print 
and digital, costs are lowered as volume of sales/subscriptions increases.  

Another barrier to entry for any magazine doing anything digital is the cost of 
hiring programmers. One publisher observed, “The barrier for entry is the tools that 
exist. If you want to do anything interesting, you’ll have to hire a team, or be able to 
code extensively. Not everyone can do this. Even subtle interactivity…I know how 
much that costs, the attention it requires…Every article becomes a programming 
task. The more sophisticated the digital magazine in terms of design and interactiv-
ity, the more time and money it is likely to require, even if the creator already pos-
sesses advanced skills” (Sivek). 

Independent magazines rely on their niche audiences as well as the quality of 
their content to draw loyal readerships and recurring engagement. Print and digi-
tal each have their own barriers to entry, but in general, the industry is fairly easy 
to enter, which is why we are seeing many new magazine start-ups. Going print or 
digital depends on the skillset of the team, and given the high experience level and 
the expertise of our team, we plan to go into both.

economies of scale

barr iers to entr y

Because most independent magazines are started by one individual or a small, 
committed group, the funding process will look different for each company. It is 
most likely that the availability of credit will depend on the credit history of the in-
dividuals starting the firm, leaving the founders personally accountable for financial 
failure. Some magazines have been successfully funded through Kickstarter, where 
magazine projects account for 20% of all funded journalism projects. Kickstarter 
campaigns help with marketing and can lead to a high rate of subscribers pre-or-
dering the magazine and becoming loyal customers. The median amount raised on 
Kickstarter for magazine projects is $3,500, contributed by a median of 55 backers 
(Pew Research). 

access to capital
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 The most popular methods for distributing digital magazines today include 
Apple Newsstand, Google Play, Amazon, Zinio, Magzter, and Issuu, along with many 
other options. To gain the greatest exposure and availability, major publishers have 
generally sought to make their magazines available across platforms (Sivek). Our 
digital magazine will take the form a website (similar to the appearance of a blog) 
with pieces posted in article format with the ability to comment and engage with 
other readers. Our goal for print distribution is to get in with independent shops as 
well as large sellers like Barnes & Noble and Anthropologie, who both stock 
independent magazines.  

 While smaller publishers can’t afford to dedicate the same level of resources 
toward their digital innovation, they can learn from the practices of the mainstream 
magazines and adopt similar digital tools. Wired used Adobe’s Digital Publishing 
Suite software in their innovation process which helped improve the software for 
later users, including indie magazines. Soon after, the Bonnier Group created its 
own digital publishing platform called Mag+, allowing them to profit from their own 
magazines but also from other magazines’ digital publishing process. Mag+ has since 
become a widely used publishing platform. (Sivek)
  Every publishing method (Adobe DPS, Mag+, Zinio, The Periodical Co., etc.) 
has a unique set of features and benefits. Publishers of any size can utilize any of 
these based on which best fits their business model and goals. Our website can be 
achieved through advanced development starting from a platform like Wordpress.
org, as we are not creating an exact interactive digital edition of the print magazine. 

access to dis tr ibut ion channels

publ ishing platforms

 The more narrowly defined the magazine is in terms of topics and themes, 
the more successful its crowdfunding campaign will be. These niche magazines 
speak to a specific community and their unique passions and interests. Other ways 
of fundraising will depend on the credit of the individuals starting the magazine, 
unless they have significant private investment from an angel or seed investor. Many 
magazines are started with help from family and friends, private lenders, and/or 
crowdfunding sites like Kickstarter, Indiegogo, or GoFundMe. Others take the boot-
strapping route, which 80% of start-ups are doing today (Agrawal). With Happen 
being funded by a private investor, we do not need to take the crowdfunding route. 
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2. threat of subst i tutes

3. determinants of suppl ier power

4. determinants of buyer power

5. intensi ty of r ivalr y

porter’s
five
forces

As noted in the above section, substitution is minimal 

in the independent magazine industry given the vast differentiation

of the magazines. The tastes of a given consumer might draw them 

to subscribe to multiple magazines, each having a distinct theme, but the magazines themselves 

do not directly compete. The independents compete with the mainstream magazines in the sense 

that both function as subscriptions but the format and content are so different that they tend 

to appeal to different consumers. With print in the introduction stage and digital in the growth 

stage, now is an optimal time to enter the market and establish a presence in the area of the given 

topic or niche. As the industry fills in with more players, the rivalry will increase, but at this point, 

experts consider the current landscape to have plenty of room for new entrants who specialize in 

one or two themes (Sivek).

The differentiation in the indie magazine industry decreases rivalry for suppliers. Most 

buyers of independent magazines are willing to pay the higher price (many print magazines are 

$20+ USD) because the magazine speaks to one of their passions and has no direct substitute. If all 

the buyer cared about was cost, this would increase rivalry among suppliers. Because the buyer is 

not making the decision based on cost, rivalry is lessened, and the supplier has more power. 

The low barriers to entry in the industry increase rivalry, but this effect is counterbalanced 

by the low threat of substitutes. There are hundreds of independent magazines, but the overlap 

in topic remains minimal. The exit barriers are low, which increases rivalry. The magazines have 

distinct and usually well-known strategies, origins, and “personalities” which contribute to rival-

ry in the industry. Subscribers to independent magazines usually feel a strong connection to the 

purpose or subject of the magazine, which leads to brand loyalty and a heightened brand identity. 

The scarcity of substitutes lessens buyer power. Magazines are usually purchased one or 

two issues at a time, or through a subscription. The average customer is not purchasing hun-

dreds or thousands of issues at once, which would give them power. Buyer power would be high-

er in an industry that was undifferentiated, which is the opposite of the indie magazine indus-

try. The magazines are also typically not something that the buyer can make themselves or find 

elsewhere, which makes them more valuable, on top of their high quality already making them a 

collectible item. 
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The rise of digital media in the 21st century has pushed traditional mainstream magazines 

into the decline phase, as digital media (including social media and digital magazines) serves as 

a better substitute for the kind of fast, trend-based, throwaway content that mainstream maga-

zines used to excel in producing. The independent magazine industry has two segments: print and 

digital. The print side is in the introduction stage. While it is a revitalization of the mainstream 

magazine industry, it very much a new product with a different audience and overall strategy. The 

digital side of independents is in the growth phase, as digital magazines have been present and 

competing with other sites such as blogs and sites like Medium for several years. 

P R O D U C T  L I F E  C Y C L E
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E X P E R I E N C E  C U R V E

The valuable experience gained from producing additional issues of the indepen-
dent magazine is what moves the firm along the experience curve. As a start-up in the 
industry, we have no experience as of yet that can be plotted on the curve. This puts us 
in a risky position, as we could fail due to running out of money or losing our market 
share. To mitigate this risk, we need to draw in as much experience through careful 
hiring and thorough research of the industry landscape. But no matter how much 
research we do or how much collective experience we have on the team, the only thing 
that moves us along the curve is taking action and launching the magazine, even just 
with a test or preliminary launch. 
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 The audiences are not exactly the same for each of these competitors, as 
some have a very niche audience (such as Offscreen). Focusing on our market and 
customer, Darling is the most prominent and owns much of the market. However, 
independent magazines are highly differentiated, and many magazine readers enjoy 
subscriptions to multiple magazines. A Darling subscriber is likely to also become a 
Happen subscriber, depending on their interests and how much they are willing to 
spend per year on quality independent magazines. 
 Each of these magazines has a high caliber of personnel, evidenced by the 
top-of-the-line material quality of the magazines, the well-curated content from an 
editorial perspective, and the distinction of the art, photography, and design direc-
tion. As you can see below, the pricing is fairly consistent across the independent 
magazines of this quality. Cheaper and shorter types of publications fall into a dif-
ferent category and appeal to a different segment of magazine readers. Darling has 
the most experience of the following competitors, with five years of issues (20 total). 
What we know of the finances of each competitor is only what can be inferred from 
their scope, size of team, distribution, marketing reach, and other elements. All are 
fairly small and privately held, so there is no financial information publicly avail-
able. Technologically, Darling has the most advanced and specialized site featuring 
extensive online content, while others such as Fellow resemble a Shopify-type site 
designed to be a shop for purchases of individual issues or subscriptions. 

E X T E R N A L 

E N V I R O N M E N T : operating
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Bossladies 
Magazine

The interests of 
creative, business-
minded women. 
Issues themed 
around a particular 
city.

The women and men 
shaping the digital 
age. Human-
centered, purpose-
driven take on tech-
nology and the web.

Seeks to provide 
inspiration for those 
looking to develop 
meaningful relation-
ships, 
creative 
collaboration, and 
positive economic 
and community
development.

“The art of being a 
woman.”

Mostly print. Very 
limited online 
offering.

Biannual (print)

Print and online, with 
exclusive print con-
tent.

Quarterly (print)

Print magazine and 
weekly newsletter.

Three times per year 
(print)

Print with very limit-
ed online offering.

Hosts gatherings 
throughout the year.

Print timing is 
irregular (three 
issues so far)

$20.00 per print issue

Online content is 
free.

$20.00 per print issue

Online content is 
free.

$20.00 per print issue

Weekly newsletter is 
free.

$18.00 per print issue

Online content is 
free.

Unclear as to wheth-
er gatherings are free 
or paid. 

Darling 
Magazine

Offscreen 
Magazine

Fellow 
Magazine

COMPETITORS

MAGAZINE FORMAT/FREQUENCYTHEME PRICE

Competitors listed in order of similarity to Happen Magazine:



27

CUSTOMER PROFILES
  The magazines we compete with in our operating environment are based in the Unit-

ed States and are marketed to women in the United States. Our magazine’s target audience 

is affluent women between the ages of 23 and 40 who have a higher degree and who are ca-

reer-driven. Our readers are fairly evenly split between married and single, partially affected 

by the fact that millennials are tending to marry later. Our subscriber has an eye for design, a 

defined sense of individuality and originality, and a love of community and collaboration. Her 

values include conscious consumerism, contributing to worthy causes, sharing and connecting 

with others, and the concept of community over competition. She is style-conscious but rep-

resents that in diverse ways that are not necessarily “trendy.” Our consumer is willing to spend 

on items that are educational, cultured, beautiful, intellectual, and representative of a connec-

tion to a larger community. If the magazine truly speaks to her passions and interests, she will 

be a subscriber and a loyal customer, and as a potentially active social media user, likely a key 

activator for word-of-mouth marketing. 

    

SUPPLIERS
 For the print side of the firm, our supplier is our outsourced printer. It will be important 

to find a printer who can consistently and quickly proof and print our issues even in smaller 

batches at a reasonable price. As the magazine grows in popularity, we may benefit from quan-

tity discounts which would increase profit margins on the magazine. A local supplier is essential 

as time and cash are limited in the start-up phase. There will not be room for extra weeks of 

slow production or large shipping costs from the supplier. It will also be important to determine 

which suppliers are most environmentally responsible, so that we don’t go against our value of 

having a positive global impact. 

CREDITORS
 As mentioned previously, it is most likely that the availability of credit will depend on the 

credit history of the individuals starting the firm, leaving the founders personally accountable 

for financial failure unless the magazine can attract significant investment.

HR/LABOR MARKET
  The independent publishing industry requires specialized, skilled, and highly-educated 

workers, which expands our labor market boundaries. Our firm might attract qualified can-

didates from anywhere in the United States or even internationally. Independent magazines 

require a strong editorial and design team, with additional content freelance/contract contrib-

utors. The number of other roles, such as advertising and marketing, depend upon the size and 

resources of the firm. Labor unions are not common in publishing, especially not independent 

publishing. 
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internal
analysis
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internal
analysis

Opportunity Cost

 Our primary concern with opportunity cost is the question of going print, digital, 
or both. Both have very different costs and achieve different goals. They can also work 
together very well if done right and if the magazine has the resources to support both. 
With our experienced staff, we have expertise in both print and digital, and have a loyal 
audience in both. For these reasons, we take the risk of doing both worse (spreading our-
selves too thin) in pursuit of reaching our audience in two valuable mediums. Opportuni-
ty cost is unavoidable, but we plan to mitigate risk through careful market research and 
measured assessment of our successes and failures in both print and digital formats. 

Quick Ratio

 Because the independent magazine industry is relatively new, there is little finan-
cial data on the industry that is accessible currently. However, like most start-ups, it is 
likely that early independent magazines are not very liquid. The quick ratio will be an 
important measurement for us to regulate our borrowing and spending, and will help us 
ensure that we are not tying up too much money in inventory too early.  

Development

 Development is key to our strategy as we must make iterative developments con-
cerning our content based on our growing understanding of the market and our reader. 
The more we learn about the customer and develop a conversation with her and build 
this community, the greater discernment we can have in writing and curating the best 
content for our online and print collection. 

Human Resources

 To achieve our core competencies, we are fortunate to have excellent Editors and 
Creative/Brand Directors on the team already. We also have a Director of Digital Con-
tent and Visual Media Manager, and will look to hire an Operations/Logistics Manager 
and a Community Manager (includes Customer Service). Together, these core skills build 
a team capable of producing a magazine of the highest quality that goes beyond what is 
simply trendy in terms of content or design. We do not plan to integrate horizontally or 
vertically. 
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Economies of Scale

Economies of scale most directly relates to our printing costs. Our magazine will 
be printed in the United States, and as with nearly all print shops, the cost per unit de-
creases with the volume of the order. Pre-orders and subscriptions will help us predict 
our volumes and determine inventories, as well as our relationships with independent 
booksellers, magazine shops, and stores like Barnes & Noble and Anthropologie. Build-
ing those relationships in the future to add bulk wholesale orders will help us lessen our 
print costs. 

Core Competence 

Our core competencies will lie in our writing, our art direction, and our communi-
ty-building around our unique topic and mission. Happen has the opportunity to expand 
its reach and promote community-building across the country in a manner similar to the 
Rising Tide Society (RTS). We may look into developing a partnership with the Rising Tide 
and find ways to collaborate. The RTS has many chapters of entrepreneurs across the 
country who meet monthly or even weekly around different topics, and it would be ideal 
for our exposure to have some of our content interwoven into that curriculum, especially 
because the RTS is largely made up of women.

Ansoff Matrix

Happen falls under the category of 
Market Development, as we are taking a 
current product (independent magazine) 
and tailoring its content to a new market: 
a segment of women across generations 
who cares deeply about developing a new 
perspective on women in the workplace, 
one that values their contributions and 
is inclusive of the varied expressions of 
femininity and womanhood in professions 
of every kind. Our product will be similar in weight and feel to the heavier independent 
mags out there like Darling and differentiated through the subject of its content. 
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SWOT Analysis

Because Happen is a start-up, it is inherently weak relative to its more established 
competitors because of lack of experience (see Experience Curve) and its undeveloped 
loyal readership. If Happen were to be plotted on the BCG matrix, which is not due its 
status as a start-up, it would be categorized as a question mark until proven successful. 
In this SWOT graph, our experienced team moves us upward on the y-axis. The numer-
ous environmental opportunities in this industry are precisely why we have entered this 
space, and our goal now is to move up the y-axis by focusing on our core competencies 
and growing our market share. 

SWOT Analysis 1

SWOT Analysis 2
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three circles
analysis

Points of Parity
To compete in the industry, the magazines need to produce at least one print issue per 

year at a very high quality, with special weight placed on art and editorial direction 

around a strong theme.

Customer Needs
The customer of both is seeking inspiration both personally and professionally, and looks 

to other women as a source of this inspiration. The customer needs to see excellent 

design and her own good taste matched by the product. She needs high quality content 

that feels substantial, purposeful, and enduring. The physical quality of the magazine 

needs to be luxurious—a collectible item that begs to be displayed on a coffee table or 

purchased as a thoughtful, valuable gift for a friend. 

Happen Magazine - Overview
Provides a quarterly print magazine of exclusive content and produces digital content 

year-round. Includes stories, interviews, artwork, and other work around the theme of 

women at work and the unique value women bring to their fields. Happen is progressive, 

empowering, and community-oriented. 

Bossladies Magazine - Overview
Bossladies publishes two print issues per year, each focused on a particular city and sto-

ries of women building beautiful and impactful businesses within that city. Their goal is 

to inspire women around the world to build their own creative businesses.

Darling Magazine - Overview
Darling publishes a quarterly print magazine and produces digital content year-round. 

Darling’s slogan is “the art of being a woman.” Topics include home, spirituality, love, 

travel, social justice, fashion, consumerism, politics, wellness, career, money, work/life 

balance, and more.  

The following section contains a Three Circles Analysis of Happen Magazine, 
Darling Magazine, and Bossladies Magazine. For a simpler analysis, the points 
of parity, customer needs, and general offerings of each are as follows: 
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The first of Happen’s primary competitors is Bossladies Magazine. While the two are different 

in terms of mission and theme, it is likely that they would have a shared audience. While they 

are a competitor, we also acknowledge the possibility for collaboration in the future. 

Section A – What Happen 
offers that Bossladies doesn’t
While Bossladies focuses on 

women in business, Happen 

is inclusive of women in all 

fields. This inclusivity is vital 

to our mission and sets us 

apart from other entrepre-

neurship or business-only 

magazines and sites. Happen 

will offer more digital media 

– Bossladies only has twelve

posts online, despite being in

their third year of production

of print. Happen also prints

quarterly while Bossladies is

just biannual.

Section C  – What Bossladies offers that Happen doesn’t
Bossladies takes a different approach by focusing on a particular city for each issue. So far 

they have spent two issues on L.A. and two on New York. For customers interested in wom-

en’s entrepreneurship by city, Bossladies offers that content well. Bossladies also supports 

organizations such as Planned Parenthood, Well-Read Black Girl, and others, which adds value 

for customers who support those organizations as well. 

Section D  – What both offer that doesn’t currently add value to customers
Happen has yet to discover this, as it is a start-up. Bossladies has a section online called 

“Resource Guide” that is fairly underdeveloped. It has short bios and contact information for 

women in different creative fields, but there is little context or organization surrounding this 

page. It may add more value if it were developed further. 
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Happen’s second close competitor (but not substitute) is Darling Magazine. While these mag-

azines are also unique in terms of mission and theme, they too would possibly have a shared 

audience. 

Section A – What Happen 
offers that Darling doesn’t
Happen has a somewhat nar-

rower topic—Darling covers an 

extensive range of topics be-

cause its slogan is “the art of 

being a woman.” If it excludes 

aspects of womanhood in its 

content, this excludes entire 

categories women, making 

their branding and curation 

tricky. Happen’s ability to have 

inclusivity and focus allows 

it to be a strong voice with a 

clear message. As a start-up, 

Happen does not actually have 

an offering yet, but it can plan 

its content to be distinct from and/or complementary to Darling’s content in order to attract 

some of their readership to our magazine without being redundant or copying.

Section C  – What Darling offers that Happen doesn’t
Darling offers breadth in terms of subjects and content. The magazine is sectioned into its 

personas; Hostess, Dreamer, Confidant, Stylist, Explorer, Beautician, Intellectual, Achiever. 

There is generally something for everyone. They are farther along the experience curve, with 

five years of quarterly issues under their belt. They also have name recognition, a strong social 

following, and distribution with retailers including Anthropologie. 

Section D  – What both offer that doesn’t currently add value to customers
Happen has yet to discover this, as it is a start-up. Darling may have additional projects in the 

works that have yet to be proven to add value.  
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value 
chain
analysis

A Value Chain Analysis (VCA) of Happen reveals different areas of value 
creation for print and digital. For our digital content, our technology develop-
ment is key, whereas for our print editions, procurement and inbound logistics 
(i.e. our relationships with our printers) are paramount to value creation. 

Our operations will make our break the success of our print editions as 
we work with our printers to proof the magazines, check quality, and coordinate 
with outbound to distribute the magazine. Outbound will become increasingly 
complex as we get deals with larger resellers both in print as well as online, and 
managing these relationships will be critical. Our marketing and sales will deter-
mine those relationships as well as our direct engagement with our readers and 
subscribers. In such a differentiated market, we need our marketing team to help 
us find and connect with our niche audience in a meaningful way, every time. 

Our Community/Customer Service team will add value to our customers 
by proving that we are not just a magazine publisher but a group of caring indi-
viduals committed to building real community.



36

In order to attract and retain the 
talent needed for a successful launch, we 
aim to design a company, mission, and 
product that speaks to deeper values that 
our team members would share. It is also a 
priority to provide adequate and competi-
tive compensation as well as a work envi-
ronment that would support, challenge, 
and care for all team members. 

 Happen’s tangible assets 
include its computers, 
design and editing 
software, office space, 
warehouse/shipping 
facility, photography 
equipment, financial 
resources, and all phys-
ical material related to 
magazine design, pro-
duction, and inventory.

 Our intangible assets set 
us apart from other mag-
azines, and will continue 
to differentiate us as we 
develop assets such as our 
brand name and reputa-
tion. Our current intangi-
bles include the accumu-
lated experience brought 
by the founders and team, 
our organizational morale, 
our relationships within 
related industries, and our 
individual expertise.

 We aim to create a system of con-
tent development and outreach that 
sets us apart from other magazines. 
This includes how we source our 
content and work with writers and 
artists as well as our visual design 
process. We will be agile and in 
tune with our customer demands 
in order to create a product that is 
meaningful and relevant. It will also 
be important to foster a culture that 
is difficult to imitate, and one which 
will attract top talent and passion-
ate people as we grow our team.

value chain analysis continued

resource-based view

tangible
assets

intangible
assets

organizational
capabilities
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G E N E R I C  S T R A T E G Y

H A P P E N  M A G A Z I N E

2 0 1 7
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Generic Strategy: Differentiation Focus

 Our generic strategy centers around the differentiation of our magazine within the 
independent magazine industry. Our scope is narrow in that we create and deliver content 
designed for a specific market segment rather than a general audience. This is characteristic 
of an independent magazine as opposed to a mainstream, high-gloss magazine. In the table 
below, we fall under Differentiation Focus. Our cost is not a differentiator, as our issue will 
be priced at the industry average. Customers will choose Happen for its unique offering of 
high-quality content and design surrounding our niche topic. 
 Differentiation generally makes the 
product cost more, but this is typical for 
independents to be priced much higher 
than mainstream magazines. It is part of 
their differentiation, and because they are 
so niche, there is a lack of price competi-
tion among indie magazines. These higher 
prices allow the companies to capture 
higher profits, and the quality being de-
livered makes the customer willing to pay 
the higher price for our product. 

 
Strategy Variations: Prospector 

 Happen Magazine falls under the category of Prospector. As a prospector, Happen 
seeks to be innovative and creative, leaving room to take risks, test ideas, and grow. To be 
successful in this strategy requires being creative and agile so that we can respond quickly to 
emerging environmental trends as well as trends within the two areas of the independent mag-
azine industry: print and digital. Prospectors often prioritize creativity over efficiency, but there 
is a balance required. As a start-up, some efficiency is required in order to financially survive 
the first few years of operation, especially with regard to cash flow. Happen looks to strength-
en brand loyalty and be a leader in our customer segment and continually develop a better 
product based on changing customer needs and demands. This will require close collaboration 
across our departments and keeping a finger on the pulse of customer needs as well as envi-
ronmental changes.  
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This is an exciting time to be entering the independent magazine industry. Both the 
print and digital sides are seeing growth as customers seek higher quality, curated media 
and look to engage in thoughtful discussions around niche topics. Consumers are willing 
to spend more on high-end independent magazines which reflect their tastes, and this in-
creased spending increases profit margins for magazine brands and boosts the perceived 
value of the product. With low barriers to entry and highly differentiated themes, many 
niche players are entering the industry and connecting with their unique audiences. 

Happen Magazine is a new entrant to the independent magazine scene, seeking 
to engage with a community of women professionals who are challenging preconceived 
notions and worn-out norms regarding the impact and roles of women in their fields. Our 
aim is to contribute meaningfully to this topic by featuring a diverse group of female voic-
es, incorporating the writing, photography, and artwork of women creatives, and facilitat-
ing thought and conversation that moves all women forward. Our magazine is quarterly 
in print and ongoing in the online and social media spheres. 

Our strategy is characterized as a Differentiation Focus as a Prospector organiza-
tion, directing us to focus on bringing an existing product to Happen’s specific customer 
segment and remaining flexible to the changing demands of this segment. Due to how 
young the industry is, it will be a priority to watch for outside competitors, including those 
from the mainstream industry trying to mimic the independents for survival. This environ-
mental analysis in this strategic plan is only a momentary snapshot of a web of interrelat-
ed factors that affect our business. Few things in the environment, both externally and in-
ternally, are static. Keeping our mission as our constant, 
we can develop tactical objectives and implementation 
strategies to achieve our long-term goals. 

CONCLUS ION
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