


Parenting Early Years is the only magazine that
exclusively focuses on real-mom advice and
support on parenting babies, toddlers, and
preschoolers – which is exactly what the current
generation of moms wants most.

1,650,000 Total Rate Base

1,590,000 Paid subscribers

25,000 Newsstand

35,000 Medical Channel (OB/GYN Offices)

Parenting School Years is the only lifestyle
magazine for moms with kids in elementary
school – filling a huge unmet need. Editorial focus
on issues to moms with children in grade school.

early years school years
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Female: 83%
Median HHI: $57,524
Median Age: 32.1

Married: 64%
Employed: 63%

Any College: 58%
Child 0-6 in HH: 78%R
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550,000 Total Rate Base

400,000 Paid subscribers

0 Newsstand

100,000 Medical Channel (OB/GYNOffices)
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Female: 84%
Median HHI: $57,066
Median Age: 35.9

Married: 63%
Employed: 67%

Any College: 53%
Child 6-11 in HH: 73%R
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SHOPPER’S
GUIDE

Full Circulation
2.2 Million Circulation
13.47 Million Readers





An Award Winner 

“the best of the biggest”
Winner, General Excellence Award — magazines with circulation 2,000,000+
2003 National Magazine Awards, American Society of Magazine Editors 

“a ‘very necessary’ guide that has
differentiated itself from the pack”
Top Ten List  Adweek Magazine’s 2005 Hot List 

“the nation’s leading magazine for mothers”
22 Hottest Launches of the Past 20 Years 
Media Industry Newsletter (min) and “Mr. Magazine” Samir Husni 

Winner
Gold Consumer Magazine Award —  
circulation of 1,000,000+ 
2003 Circulation Excellence Awards,  
Circulation Management Magazine 

Best E-Mail Newsletter of the Year
Media Industry Newsletter (min) 2004
Best of the Web Awards 

Gold Award Winner 
Parenting/Family Category, September 2007 
Folio Magazine Editorial Excellence Awards 

Finalist
Best Magazine Blog of the Year 
Media Industry Newsletter (min) 2006
Best of the Web Awards 

Top Ten List
Best Performer in Circulation
Best Performers in Circulation 2003,
Cappell’s Circulation Report 



Audience Profile Audience Profile 

Audience (000) 

9,201
11,157

Women
Adults
Readers Per Copy 

Women
Adults

4.04
4.90

32.94
33.47

$53,355
$57,011

Source: MRI Spring 2008

Women
Adults
Median Household Income 

Women
Adults
Median Age 



Demographic Profile - Adults Demographic Profile - Adults 

9,201Total Female Readers
100.011,157Total Adult Readers 

Index% Comp (000)

82.5

33.5 years 
7,912
4,358
9,892
6,338

70.9
39.1
88.7
56.8

6,493 58.2

7,280 65.3

7,007 62.8

55.3
65.1
75.1

6,168
7,260
8,382

$57,011

8,724

3,823

3,502
4,593

 910 

78.2

34.3

31.4
41.2

 8.2 

2,206

9,227
5,426

19.8

82.7
48.6

202

241

99
100
100

112

101

109

149
218
147
185

410

165
281

660

201
200

Source: MRI Spring 2008

3+ children in HH 

Children age 0-12 

HHI $50,000+ 
HHI $40,000+ 
HHI $30,000+ 
Household Income 

Married

Employed
Employment 

Att/Grad College+ 
Education 

Median Age  
Age 25-49 
Age 25-34 
Age 18-49 
Age 18-34 
Age

Median HHI 

Children in Household 

Children under 2 

Children age 6-11 
Children age 2-5 

Expectant Mom in HH 

1+ children in HH 
2+ children in HH 



Demographic Profile - Women Demographic Profile - Women 

19119.41,7873+ children in HH 

1009,201Total Women Readers
Index% Comp (000)

33.0 years 
6,323
3,590
8,158
5,424

68.7
39.0
88.7
59.0

5,308 57.7

5,470 59.5

5,400 58.7

52.5
61.7
72.3

4,828
5,679
6,649

$53,355

82.47,583
4,455 48.4

Children age 0-12 

HHI $50,000+ 
HHI $40,000+ 
HHI $30,000+ 
Household Income 

Married

Employed
Employment 

Att/Grad College+ 
Education 

Median Age  
Age 25-49 
Age 25-34 
Age 18-49 
Age 18-34 
Age

Median HHI 

Children in Household 

Children under 2 

Children age 6-11 
Children age 2-5 

Expectant Mom in HH 

1+ children in HH 
2+ children in HH 

7,150

2,989

2,909
3,879

 910 

77.7

32.5

31.6
42.2

 9.9 

230

100
100
101

109

102

106

148
226
151
200

379

160
275

414

193
193

Source: MRI Spring 2008  
Base: Total Women



Competitive Demographics 

69.2%73.2%74.4%77.7%Children age 0-12 

39.4%40.7%54.3%Age 18 to 34 

Working Mother

Source: MRI Spring 2008  
Base: Total Women

39.0%45.4%33.4%31.6%Children age 6-11 

29.0%36.5%42.2%42.2%Children age 2-5 

15.7%15.7%28.4%32.5%Children under 2 

1.5%3.6%8.9%9.9%Expectant Mom in HH 

77.1%70.3%61.8%59.5%Employed

$59,290$69,503$53,622$53,355Median HHI 

53.8%68.8%59.1%58.7%Married

61.3%72.7%55.7%57.7%Attend/Grad College+ 

38.937.733.832.9Median Age (years) 

73.7%74.7%68.9%68.7%Age 25 to 49 

86.0%83.7%86.8%88.7%Age 18 to 49 

59.0%

FamilyFunParents% Composition Parenting



Mothers spend MORE than their share! 

49%$13.4 billion $27.5 billion Household Furnishings 

For example: In the food category, 1% share equals $5.16 billion in sales 

44%$13.0 billion $29.8 billion Monthly Credit Card Expenditures 

47%$27.0 billion $57.2 billion Clothing

46%$41.7 billion $90.4 billion Home Improvement/Remodeling 

47%$7.9 billion $16.8 billion Health & Beauty Aids 

48%$84.8 billion $175.1 billion Consumer Electronics 

49%$254.2 billion $516.0 billion Food

Total dollars spent in the past 12 months on:

43%49.9 million 114.9 million Population

Mom
Share

Total Women Moms

Source: MRI Spring 2008



Parenting Category Duplication 
Consistent With Industry Norms 
(% net duplication) 

--8.2% 8.4% 9.1%8.7%7.1% Working Mother 

Source: MRI Spring 2008 
Base: Total Women

8.2%-- 12.6%  21.5% 22.7%33.6% Parents

8.4%12.6%-- 8.5% 10.1%11.7% FamilyFun

9.1%21.5%8.5%--36.1%19.6% Babytalk

8.7%22.7%10.1%36.1%--23.7% American Baby 

7.1% 33.6% 11.7% 19.6% 23.7% --Parenting

Working
MotherParentsFamilyFunBabytalk

American
BabyParenting



Moms Do Not Have Time to Read Other Magazines 

85.9%Vogue

92.8%Elle

76.1%Good Housekeeping 

72.4%Woman’s Day 

75.6%Cosmopolitan

92.7%Marie Claire 

Source: MRI Spring 2008  
Base: Total Women

80.7%Glamour
84.2%In Style 

87.0%Allure

96.6%Harper’s Bazaar 
Beauty/Fashion

63.8%Better Homes & Gardens 

72.5%Family Circle 

81.3%“O” Oprah Magazine 
83.7%Martha Stewart 
84.6%Ladies’ Home Journal 
85.1%Redbook
93.3%Real Simple 

(%)Women’s Service

       Women
Do Not Read



Low Duplication With The Women’s Service Books
(% net duplication)

--22.5%20.4%18.7%14.9%8.0% Redbook

22.5%--29.7%25.9%23.4%6.8% Ladies’ Home  
Journal

20.4%29.7%--31.2%34.7%7.7% Good Housekeeping 

18.7%25.9%31.2%--28.8%9.9% Family Circle 

14.9%23.4%34.7%28.8%--8.9% Better Homes 

8.0% 6.8% 7.7% 9.9% 8.9% --Parenting

RedbookLadies’ 
Home

Journal

Good
Housekeeping

Family
Circle

Better
Homes

Parenting

Source: MRI Spring 2008 
Base: Total Women 



Low Duplication With The Beauty/Fashion Magazines
(% net duplication) 

--13.2%20.4%14.4%22.7%21.2%21.0%20.2%7.5% Vogue

13.2%--13.6%10.0% 15.1%  17.0% 11.6% 14.0% 5.6% Marie
Claire 

13.6%

10.0%

15.1%

17.0%

11.6%

14.0%

5.6% 

Marie
Claire

Source: MRI Spring 2008 
Base: Total Women 

20.4%--9.7% 23.3%  17.5%  16.5%  23.2% 9.0% In Style 

14.4%9.7%-- 10.5%  14.3%  7.2%  11.0% 2.8% Harper’s
Bazaar

22.7%23.3%10.5%--17.1% 27.2%  23.2% 9.4% Glamour

21.2%17.5%14.3%17.1%-- 13.0%  19.0% 5.1% Elle

21.0%16.5%7.2%27.2%13.0%-- 17.7% 10.0% Cosmo

20.2%23.2%11.0%23.2%19.0%17.7%--8.4% Allure

7.5%    9.0% 2.8%  9.4% 5.1% 10.0%  8.4%     --Parenting

VogueIn StyleHarper’s
Bazaar

GlamourElleCosmoAllureParenting


