


HISTORY

e Started in 1946
e Suggestion of the Vermont Development Commission
e Meant to appeal to urban, mobile, modestly prosperous audience

* Purpose: to be an attractive, effective promotional tool for Economic
Development

* Coincided with post-war highway development, longing for pre-war
agrarian-based economy and tourism

* Though circulation has fluctuated over its 70 years of publishing,
Vermont Life remains the largest publisher in Vermont, with a greater
readership than the Rutland Herald, Free Press, Times Argus, Seven
Days and VT Digger.




1946-2007

* Overthe next 60 years, Vermont Life became nationally known as the
preeminent tourism publication.

 The magazine was fixated on nostalgia. Readership aged.
 In 2007, we began the task of reinventing the magazine.
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WE SERVE MANY MASTERS

Our readers, who want a useful, beautiful magazine at an affordable price
Vermonters, who want the state showcased authentically

Visitors, who want the state that they imagine reflected in the magazine’s pages
Small business owners, who want exposure to a large, affluent audience

Small business owners, who want that exposure at an affordable rate

State government, who wants all rules followed regarding contracting, with
preference given to Vermont firms

State government, who wants us to make money

Other state agencies, who expect free copies despite the focus on our bottom line
Freelancers, who want a fair wage

Vermonters, who expect unlimited support and free access to editorial because we

e, who expects Vermont Life to contain exceptional photos and writing

nwhile, we get criticized for competing with private enterprise, and/or not
keeping all vendors in state (despite the fact that sometimes no qualified
vendor exists in Vermont).



TORE
AND ERTERY

FERU « vERvoNT

Vermont life

I
Hapgood General Store

Vermontlife.com

COURTESY OF J.J. HAPGOOD; THIS PAGE, KEN BURRIS

A taste of Vermont’s vibrant food scene

TRENDS

The General
Store, Restored

ORE THAN A PLACE
M to pick up a loaf of
bread or gallon of milk,
Vermont general stores are
what anchor Vermont's
small communities. And like
everything, they change to
keep up with the times. Here
are a few that have made
notable upgrades:

As a child, Juliette

© Britton remembers
buying penny candy or
dipping into the pickle barrel
ac).J. Hapgood General
Store in Peru. From 1827
until it closed in 2008, “it was
the heart of town,” explains
Juliecte. The store’s closure
was “a void everybody felt,’
she says — one she and her
husband, Tim, decided co fll.
After community input and
extensive renovations, they
reopened in 2013 with penny
candy, a pickle barrel and even
the same bells on the (still
creaky) front door. Shelves
are stocked with everything
from night crawlers (chey also
sell fishing licenses) to local
cheeses and jams.

Theres excellent, scratch-
cooked food to go or to enjoy
in a comfortable seating area
or side patio paved with local
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By Merissa PASANEN

Falls General Store

marble gifted by a community
member. Flaky butcermilk-
chive biscuits cradle local egg
and cheese in one of the best
breakfast sandwiches in the

scate. Sandwiches like fried
haddock or grilled caulifiower
with arugula and stiracha
mayonnaise come on freshly
house-baked bread. Last

winter none other than Paul
MecCartney stopped in for the
popular wood-fired pizza. It
boasts creative toppings like
kale and chickpea with winter
squash — sure to please
vegetarians like Paul — or
spunky Thai chicken. There
is wine and Vermont beer on
tap as well as house-made
cheesecakes, seasonal pies and
very good cider doughnuts.

2 Just around the

® corner from the
covered bridge in Norchfield
Falls is anocher town
landmark: che 120-year-old
Falls General Store, which
reopened last summer

after a lengchy renovation.
Long Island transplant and
longtime local second-home
owner Vince Rooney and
his wife, Norma Berrios-
Rooney, had decided to
invest in the building and
business because, as Vince
says, I found communicy
here” Updating the historic
structure proved a labor of
love, but they stuck with

it, driving toward their
vision of a contemporary
general store: part co-op
grocery/part bakery wich

a coffee and juice bar and
full kitchen. “Food brings
people together,” Vince says.
“I want to offer real food for
the community.” The menu
of solid, freshly prepared
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THE ARTS

GRAND POINT
NORTH FESTIVAL
WareneronT PaRk
Bunviveron

SEPT. 12-13

nack PoTTER parted
ways chis year with
The Moceurpals, but othes-

| wise, her fifeh annual fesival

on Lake Champlain remaing
mitact. Poreer cops the bill
boch nights with her new
band, while each day bas 2
dilferent lineup thas enlleces
some 16 perfornsers overall,
National rouring arciscs fke
The Flaming Lips and Mike
Gordon of Phish are in che
i, and Potrer, always mind-
ful of supporring Vermanr,
includes local-scene drtists
such a5 Heary Plains, Bari-
shi and Maryse Smich with
Michael Chorney. Motewor-
chy newcomer: The Snaz,
who describe themselves az
“teenagers in the depehs of
che Beardeboro, Vermant,
wiklemess with porhing ©
do bur rock sur” Seill in high
school, dhe group members
have alréady been part of a
Nermont music showease

at Souch by Southwese, and
recorded an album wirh
Vermont resident Pener
Solley, 1 Grammy-noninated
producer and former member
of Procol Harum, who dis-
covered che kids pliping

ae e Giloed Fair. The
Burlingron Free Press says
The Snaz “eould be the nexr
Vermont band your ous-of-
state friends ask yoo abour”
wuw geandpoinenoeth.com
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AT 1080 EED

PUPPETS IN THE
GREEN MOUNTAINS
FESTIVAL
Purwey, Brartienone
SEPT. =20

ERMONT'S PENCHANT

for politically minded
PREPPEL AT gers 4 magor work:
out under the auspices of
Sandglass Theater, the interma-
rionally known moupe based in
Putnsey. Performances, discus-
sions, workshops and a pop-up
performance arsiss, Queehecs
Magall Chouisard, are all pas
of the evenr, threaded through
with progressive cakes on
immiggarion, race and more
absrract conceprs of human
righrs such as displacement”
and ‘odherness” To-thar end,
the festival, being held for the
mineh time, introchsees its frst
troupe from Carba, and adds
artises from Germany, England
and Mexico, Erils Eh, chuir of
Thearre Arvs and Performance
Snudies ar Brewn Universiey,
delivers the keynore address
Sepe. 13, and, overall, the fosti-
val zims o previde "halanced

three-day progeam that & part

whimsical escapism, pare com-  festival embraces whar Spring-

municy revitalization. Steam-

theiving Springfeld. " This

Beld is all aboar” says fessival

punk, aloose ars-and-desgn  coardinator Sabrina Smich,

moverment, has been aronnd
far 3 while, bur s enigmaric,

progeaming for bods Fasily  even cidiculous

and adult sudicaces, virwosiey  nasure has kept it

fior che thearrical enchusiass, largely immune o

and dialogue and engagemenr  mass markering.

for the soceal activise” Organizers of the

www.sandglassih B event call B

“an imaginative

SPRINGFIELD mix of artisandip,

STEAMPUNK Vicrorian-ers fantasy

FESTIVAL and realicy, [and]
SERT 11-13 the science ficrion of

HE FIRST-BVER Spring-
feld Sreampunk Festival
lannches with an amhbirious

vermantlife.com

H.G. Wells and Julex
Verne," a descrip-
tion dhat polns o
the choice of ance-

“a virile, vigorous, buscling
Yankee industrial mill rown,

a town seeking a new identicy,
with a rich history of indusery
and innovation.” Springfeld
and the Precision Valley are
famous for their gear-shaper,
rool, spindle and grinder fac-
tocies, and many iventions
rhar seeampunk revels in,

and festival events wace the
era with music, performance,
fashion, rastings, auchor calks,
a relescope observarory rour,
WVictorizn-sryle bike ride and
e,
www.springfieldvesteam-
punkfest.com

MATTHEW
SHIPP TRIO
FLynnSpacs
Bunuiweron
. 18

AVORED BY the cogno-

seentt, Marthew Shipp
& 4 pianist, composer and
producer known for expand -
g the horizons of jazz. The
American Saciery of Cantpas-
ers, Authors and Publishers
recognized Shipp wich dve
foundatioris Vanguard Award,




OUTDOOR RECREATION

FHOTIY GO RTEST 86 DA LT HARBEH

e Vermont is very much ac
“ " the heart of whac we do.””

W have liserally noding ro procecs ws. We ane 2
mile Froms the nearest neighbors,” Harben says, dhe
setelling animasing kis speaking cadence.

Cell phones were meimeraang in the house.
They had to drive for belp. But no car keys, Harben
charged int che infemo. He groped franscally
for keeys but veached "the rerminal poine” forcing
him ro do an shour-face. Daggmg his
hand along a wall — be coulds't see
through the black smoke — he felt keys.
Harben, who is builr like a black bear,
grabbed dhe keys, lowered his shoulders
and cackled d door. Singed and smok-
ing, he rolled in the snow to cool off.
Firefighrers larer found che front door
20 feet from die house.

As Harben got everyone inro the
family’s old Velvo wagon and sped off,
the first floor, where he and Linnea had been asleep
moments ago, collapsed. " If we had slepr another
minure char would have been ir,” Harben says.
Along with every material possession in his life go-
ing up in flames, Harben was also looking ar che

Last of what his nascent, Vermont-branded sk com-

pasny, Worth Mowntain Designs, had buile. Every
spare ski was stored in che basement of the home,
and after that frigid Jasnary night, thin meal edges
pokmg ons of the debris would be all dharwas lefr,

orrH MounTam Desiens was
an idea hardhed rwo pears eadier o a
chairlift side — the Worth Mountain

chiair ar che Middlebury College Snew Bowl, Har-
ben, who warked in mortgage finance and had re-
cently moved 1o Vesimont, was skeing witl hes friend,
Jason Drgueste-Hofman, of Middlebary. Harben
was musing abour finding 2 vocarion char doverailed
widht his passion for kiing and e ourdooss. As
Duquerte-Hoffman recalls: "1 puse half jokingly said,
‘Maybe you should stare a ski company He looked
arme and sard, How would | do chac? 1 said, | don's
Ko, Lee tne get biack co you on dhiat’”

Harben's love of the ourdoors endured despire
a borrific ski sccident in 200 in New Hampubire,
an Mouns Washingron, thar shatered his leg and
sequired rescue by hieficoprer, Ar dv time, Harben
had been fiving in Mew Hope, Pennsylvania, bur
escaping ro Mew England on weekends ro feed his
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debris would be all thar was left.

passion for skiing and dhe mooncains. After the
accident, pot only was his leg in pieces. the more-
gage industry wasa't in such good duape dthier. He
posted an a popular backcounery ski foram, on the
website of ski Almmakers Teton Graviry Research,
thar he was looking to mave i Vermone.
Harberls medevac off Mownt Washingron had

“ Every spare ski was stored in the basement
of the home, and after thar frigid January

night, thin meral edges poking out of the

»”

the Tecon Graviry foram buzzing, and Duquecre-
Haoffman, whe frequents dhe websie, kiew the story.
When he read thar Harben was looking ro relocare,
he volunteered co help him find 2 home, and even
assisted with the move. They had alot in common,
it turned out. In addition to being conremporaries,
Hasben i 37 and Dugquette-HofTman is 39, bodyare
of similar ursine stanre, boch have yong famiies,
and both prefer skiing in the backeoantey, untracked
and unwouched by grooming machines.

Aself-identified pear geek” Duguerte-Hodf-
man, though he works with the st armomey
genersds office, had 1 background in o indusery
recail. For 2 decade and a half, hed managed ski
shops and been 2 buyer, resting dozens of skis over
the years. He grew up in Vermone and had learned
oo ski at Mad River Glesy, known for i old-school,
nareow crails and scant snowmaking, For Harben,
whose rooes are in New Jessey — mucking sealls
on 2 32-acre farm, he notes — the Vermont skiing
connecrion began ar Magic Mouneain, anocher
throwback ski area, in southern Vermonc

During Duguese- Hoffman's wenuse m ski
shiops, be watched 4 major ki sanufacrurers
maved cheir Morch American headquarters from
the Mordheast — Vermont was 3 majos hub — oo
the West, The move influenced ski design, he fele.
Slkis becanse better suired for the Wesrs bortom-
less, weightless powder. He longed for 3 more pro-
rean ska thar would flosr on six inches of fresh snow

winter 1014-3015



ENTREPRENEURS & THE CREATIVE ECONOMY

foundars sf Rome
Suewboard Design
Syndicats, cutside
Their workplace in
Waterbury

vermomtlife.com winter 2013-2014




GOOD NEWS

Subscriptions
* Increase of 11 percent in last two years

» Stopped 20-year downward trend; two-year subscriptions popular

Demographics
* Average age: 55 years old, 13 years younger than in 2007

e Highly educated: 11% doctorate; 30% Master’s; 27% BS/BA
e Affluent: 39%: $100,000—$199,999;

11%: $200,000
Products

* Increased profit margin by focusing on Vermont Life-made products




BAD NEWS

* Running a deficit. Vermont Life continues to be unable to close the gap
between revenue and expenses, largely due to:

* decreased ad sales
* dwindling calendar sales
* ever-increasing expense of employee benefits

* This, despite extensive cost-cutting and revenue-generating measures
that have been put in place in the last eight years.




VERMONT LIFE COST SAVINGS

* Reduced staff from 16 employees to 8 since 2007

* Eliminated artisan catalog

« Reduced physical size of catalog ($88,000 to $51,000)

» Cut print costs, shipping costs, and paper stock for magazine

e Cut editorial and photo costs: Now less than in 2007

* Changed shipping methods for international subs and bulk freight

* Eliminated numerous long-existing spends (phone book listings)




VERMONT LIFE REVENUE GENERATORS

* Increased circulation

 Added digital edition, online advertising

* Sold and fulfilled Vermont Strong license plates

» Set up social couponing programs (JumpOnlit and Living Social)

« Created two new lines of exclusive notecards ($8,000-$10,000
annually)

e Partnerships with Fish & Wildlife, Tourism, Housing

* Licensing name to Country Walkers tours ($8,244 per 16 people)
* Polybagging Ski Vermont Magazine with Winter 15-16 issue ($7,500)




LITTLE KNOWN FACTS

Vermont Life’s economic challenges are not new.

* Inthe 1960s, Vermont Life started publishing calendars to increase
revenue because it was losing money.

* In 1991, Vermont Life began accepting advertising because the
magazine was losing money

* For 8 of the 15 years prior to 2007, Vermont Life didn’t break even.




It’s time to
change the narrative.




VERMONT LIFE FUELS ACTION

We asked our readers what actions they took specifically as a result of
reading Vermont Life, and they said the following:

* 67% bought a Vermont product, visited a Vermont store or used a
Vermont service

* 56% tried a new restaurant

* 44% planned a vacation or stay-cation
* 26% made lodging plans
* 6% bought real estate in Vermont




VERMONT LIFE GENERATES:

¢ $33.5 mllllon annua"y in dining, lodging and

real estate services, calendar sales and associated taxes. (This does
not include products/shopping, transit or other services such as
spas, skiing, fishing, festivals.)

o $103 mi"ion annua"y in property taxes

Vermont Life’s operating budget:
$2 million annually, mostly self-funded

These are numbers based on our reader survey, which specifically asked for actions taken “directly as a
result of something seen in Vermont Life.”



IT'S TIME TO CHANGE
THE NARRATIVE

“Wherever possible, [| willl make smart choices by not cutting
programs that deliver more to Vermonters in economic
opportunity and support than they cost.”

—Gov. Peter Shumlin, Budget Address
Jan. 15, 2015




BUT PRINT IS FAILING, RIGHT?

 FALSE. There are more than 7,000 print magazine titles in the U.S. —
holding steady for seven years.

* People under 35 read more print magazines than people over 35.
* Consumers are more influenced by magazines than TV.
* 61% of readers take action after seeing a print magazine ad

* Brands achieve higher brand favorability and purchase intent in print
magazine ads than they do online oron TV.

Sources National Directory of Magazines/Mediafinder.com, 2015; MRI Fall *14; Experian Marketing, Spring 2014 Source: InsightExpress 2014; GfK MRI Starch Advertising
Research, July 2013-June 2014




Magazines are highly effective
marketing tools that get results.




HARD TO BELIEVE? READER COMMENTS:

“I recently purchased Vermont property as a result of reading this
publication!”

* “Imoved to Vermont ... after picking up a copy of Vermont Life in my
college library.”

« ‘| started to visit and vacation in Vermont after | began reading Vermont
Life. It was the magazine | always looked forward to while I lived out of
state for over 12 years. It made me look forward to moving back.”

* lreally connected to the “Why millennials stay in Vermont” article. |
always go back to it when | think about leaving.

* “llove your state and try to visit often on my motorcycle. (Vermont Life)
always points me toward new roads and new activities to try!”




VERMONT LIFE PROJECTED DEFICIT
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Vermont Life has
tremendous branding power
for $250,000.




THE STATUTE

The mission of Vermont Life magazine shall be to promote subtly the State
in a premier-quality magazine filled with the best writing, illustration,
art, and photography Vermont has to offer. ...

An enterprise fund ... shall consist of all revenues derived from the sale of
Vermont Life magazine, advertising ... digital and other emerging
media, advisory services, sponsorships, grants, events, promotions,
competitions, partnerships, licensing, fundraisers, retail sales .... other
commercial activities that are consistent with Vermont Life values and
supportive of the Vermont brand ....and any interest earned by Vermont
Life magazine, and all sums which are from time to time appropriated
for the support of Vermont Life magazine and its operations.




WHO DO YOU WANT TELLING
VERMONT’S STORY?

VERMONT

m 2 a Z 1 n e’

Vermonters, Orer Places & Our History A publication that

8 focuses on nostalgia
and implies that
Vermont’s best days
are past?
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| ‘l Visiting the Town of Wells * Hackett’s Orchard * Caspian Lake
M * Autumn Photo Essay * Through Time's Lens * The Walden Project
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Awannabe guv campaigns
for credibility pace 14
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VERMONT'S INDEPENDENT VOICE OCTOBER 15-22, 2014 VOL.20 NO.O7 SEVENDAYSVT.COM

A publication that
thrives on
controversy and
has a political
slant?



The explosion of drugs like OxyContin has given
way to a heroin epidemic ravaging the least
likely corners of America - like bucolic Vermont,
which has just woken up to a full-blown crisis
nymvmnummt

'I'he New

Stateo/Vermont. '}

PURE

A publication
that doesn’t
have the state’s
best interests in
mind?



vermont life

IT'S WORTH IT.




