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The pithy news digest is a must-read for

America’s movers and shakers

5 A SECOND ACT, IT
scemed risky even for
the eeoentric British
publisher Felix Dennis.
By luunching a news
digest in 2000 called
The Week, aimed at the
U5, intellipentsia, Tenmis was jumping
inte the highly competitive fray of
newsweekly magazines. Geiting  frat
boys s gobble uwp his eadier U5
bnches, laddie ttles Moo and Swff,
wag ane thing. But wha in the top power
circles would have a regular appetite for
recyeled news and columns?
blany, it turns cut, The Wk has quiet-
Iy becamne a muest-rend for politicians,
celehrities, and CEOs who like is smart
distillation and aaappy presentation, ad
well as s armay of subjects, from ekepd-

cism aboul election pe-
sults in “Thjikistan to the
Salvador Dali exhibhit at
the Philadelphin Museum
af &t to the “gteal of the
week” in one cse a
F260,000, four-bedroom,
N2-year-okl Victorian in
Red Oak, lows, Stories are
lifted snd compressed
from & vans=ly o smames
by a team of 30 edimors,
bedd Ty mewspaper vederan
William Falk. An editorial
gtaff nuombering fewer
than two dozen is certain-
ly one big cost saving v
other weeklies, since
there's no origina nepon-
ing. Snippets in a recent

insue camee from the National Eeview On-
line, Germany's Dhe Zel, Erteraminmemd
Weekly, Bloombergeom, and Tehran's
Jam-e-fum, Dennis has boasted that ifyou
reid The Wik cover to eover, you'll be the
emartei-sonnding person at your Friday
might cocktail party.
DISPROVING THE SKEPTICS
IT's A CONCEPFT Dennis has nurmared for
a decade, ever sinee e bought a majority
paaitlom in the British edition of The Week,
The magsezine was originally strted by Sir
Julyun Connecll, 8 onetims White House
bt reporter whin came up with the ades
after wmiching West Wing staff assemble
the daily hriefing of events for the Presi-
dent. Upon remm to Britsin, Connell
launchied The Week with virually no sd-
vertising, Dennis inok notice and made an
undiscdosed oifer, Today, Britain's The
Week has a arculaben of about
100,000, virually all sobscriptions,
enore than The Eswomials subscriptions
there,

How the L8, version is disproving the
enrhy skeptics, It raised it circubadon rane
bease by 20%, alming for 200,000 for this

Buzz of The Weelk

Few gave this digest a chance to survive, but it
hias gained an elite following, A few tricks:
READERS Calebrities and rhmhmgal free
subscriptions. Then The W them same free
nmlmﬁil.lmnlqu Ehesir mthe cover. Fans includee
Barry Diber, 'ahoa! CED Terry Semel, and Luciano Pavarat,
SOURCES Tha Pask doesn'T have a staff iodo ariginal
reporting, inshead paying for stories frorm news services and
lifting them directly from publications by saying it's fair usa.

Publications don't mind since if's all attni
ccall b Ly o el Uvesir sbories placed.

ol amd e even

EVENTS By forging refationships with such highbrow proups
a5 the Conference Board and Inestitute, The Wapk
3pan3ors regular events, from CEQ breakiast forums ko an

annual award far opirion and commentary sTiting.
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yer, ivenrly all subseriptiong, e ad page;
greer by 25%, and ad revenues mee by
G6%, 1o 11 million, in 2004, beating oth-
er newsweekly and industry aversges,
evem if the todeds weere mivch smealber, With
320 million in total revennes last wear, it
has yet o make money but i on mrget o
break even next year, savs General Man-
ager Justin Smith. What's working =0

well? “We have a I:IJ'I:IL‘hFI'I'GEEd audience
whoe wants more perspective and a
greater range of opimions,” says Smith, 35,
a formeer corporate srategist for Econo-
mist Growp L, “We are sort of o Bog m
print, but with a higher-end readership.™
(The average household ineome of im
readers is $137,000,)

The iromy is that the magazine's suwc-
cos may be duoe o moch io the adveriis-
ing it turms sway a5 to the ads it runs.
That's because e Week limits ad pages

tor just 30% of the book, v an aver:
A4B% ad ratio for all magarines, o o
cluttered feel. “We joke that we are a
migazine that has already been Tivoed,”
zays Smith. “We have mken owt most of
the interruptions™ In the poat-ad-bust
erm, it's a policy bordening on heresy in
magazine circles, but Smidh insists that
% annual gain in ad dollars shows that
the formula is working.

Addvertisers say they like the idea of be-
ing able top reach a small, wealthy awdi-

ence. Altrin Growp Ine., formerly Philip
Morris Cos,, bought more ad pages last
year in e Week than in ary other pubhi-
eitiog, says David Sylvia, Altria"s direcior
of external commnnications. A8 we un-
deriook our rebranding,” he says, “it was
important to reach that infiuential awdi-
ence.” Janet Ceruiti, vice-president for
medin at Swatch Group (115 Inc., says
she places ads for the company's haoory
brands, suwch as Blancpain and Longines,
in The Week, “We hke that they resmrict
ads™ she says, “It gives us much greater
attention,”

Most magazines offer complimentary
subscriptions, but The Week goes a step
further by aiming at big names, The hope
is that once hooked, they will agres
publicly praise the magnzine, which fea-
tres testimonials on its cover.

LUNCH AT MICHAEL'S

SELF-SERVINGY Sure—and a mice pay-
biack fing & cadre of new loyal renders who
can never get enough frec publicity for
themsclves, Among The Week's  fock:
Wmd]r .|'|.]|.Er|1 whi AN Bni.il I;]'p: Mg
zime was “ for movers and shakers, and 1
can’t stop shaking." Mario M. Cuwoemo (5 a
fan. S0 are Yahoo! Inc CEOTermy 5.
Semel, UBS Chairman Don Marron, and
former Representative Barry M. Galdsa-
ter Jr. More than 55% of theese targeted will

chioose to cough up the full $75 yearly rate
after about 18 months, when wrioue dis-
eounted offers expire, says Smith.

In addition to the gimmicky endorse-
ments, The Week is attempting to create a
galom of sorts for opimion meakers. It has
forged a relationship with the Confirence
Board, holding breakfast forums with
CEOs on subjects ranging froem “the art af
the turnaround™ W * recommendations to
the President from the private sectos.™ [t
aleo hosts lunches among Mew York's
porwer et ae Michae] Jordan’s restanramnt in
Grand Ceniral Terminal, And an Mar, #,
The Wk held its first-ever Opinion Fonam
fior eolummists and opinion writers at the
Freer Gallery of Art in Washington. The
beadership nonproft Aspen Institute is a
partmeer. The Week then handed our awands
fiir the best eofmmentary, editonal, and
LN W,

In & category that is hardly new, The
Wesk may be the most innovative effort
sinee Reader's figest launched 83 years
ago with just 5,000 copées. For Felix Den-
nis, the challenge will be weighing the al-
lure of grabbing new ad dollars against
meaintaining the intelligent brevity that
has micle The Week roquired reading. 1

—By Tor Lowry in New York
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