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Mitch’s Public Relations & Media Spotlight Podcast

Long Lead Magazines
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By Mitch Leff

Mitch Leff is president of Leff & Associates (www.leffassociates.com) an Atlanta-based public relations agency.   In addition to public relations services and media training, Leff also offers two public relations focused web sites:

· Mitch’s Media Match (www.MitchsMediaMatch.com) is an online service for Atlanta and Georgia-based media that matches their story assignments and story concepts with local sources and experts.  FREE for journalists.  

· Leff's Atlanta Media (www.LeffsAtlantaMedia.com) is an online resource featuring a comprehensive directory of Atlanta media, plus media relations guidelines and prepared templates for commonly used press materials.
Long-Lead Magazines
If your desk looks anything like mine, you’ve got a pile of newspapers, newsletters and magazines waiting to be read.  As a good PR guy, I’m always reading and looking for opportunities for my clients.
This week, we’re going to talk about opportunities with what we call “long-lead” media.  We differentiate that of course from “short lead” media, like the daily newspaper, local TV and radio.  

Long-lead media outlets are those that plan their coverage weeks or months ahead of time.  Many of the magazines you’ve got on your pile are monthlies.  Some are bi-monthly and some may even be quarterly or annual in their distribution.

Now when you’re a monthly magazine, you’re planning quite a bit in advance.  Most magazines have what they call an “editorial calendar” that sketches out their coverage for an entire year.  It might note something specific like, “feature on long-term care insurance” for Sept issue or the super-vague “profile of technology company” for March.  By putting out calendars like this, the magazine’s can schedule their stories and plan.  It also lets their sales folks pitch potential advertisers way in advance too.  In fact, in a lot of cases you’ll find the ed cals in the advertising section of the magazine’s web site rather than the editorial section.

Oh, any by the way, most magazines have these calendars accessible online on their sites. Sometimes it takes a bit of detective work to find it.  If you can’t find it, just look up the number for the advertising rep and ask them to email it to you.  If you haven’t seen a copy of the magazine, I strongly suggest that you ask them to send you a recent issue as well.  That goes back to my often-repeated advice about never pitching a publication you haven’t read.

Sometimes the calendars are pretty accurate … and sometimes they’re not.  I’ve noticed that they’re more accurate in the first half of the year and not as much later on.  It’s always good to check back halfway through the year and see what’s changed.
You’ll also need to find out who’s in charge of special sections or these monthly features.  Sometimes that’s on the web site and sometimes it’s just easier to call and ask.  

As I said, these mags sometimes plan months in advance.  For a January issue, the editors might start thinking about specific stories 3 – 4 months earlier and might assign be assigning stories to writers 2-3 months in advance of the issues date.  It’s always better to call too early than too late.  You can always call back later if the editor says “we haven’t even started thinking about that one yet”, but if you call and they say “that article’s already done,” then you’re out of luck. 
As a bonus this month, I’ve got an interview with Susan Percy, editor of Georgia Trend magazine.  Stay tuned!

And as always, If you’d like to learn more about media in Atlanta, subscribe to my Leff’s Atlanta Media web site.  You’ll get the most up to date database of Atlanta media contacts, plus templates for commonly used press materials.  You can sign up online at www.leffsatlantamedia.com.

See you in two weeks for the next edition of Mitch’s PR and Media spotlight podcast.  
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