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Meredith Corporation Reveals the New Evolution of Ladies’ Home Journal
Iconic Brand Flips Content Model by Marrying the Authority of Print 
With the Authenticity of Experience 
 
NEW YORK, NY (February 7, 2012)—Ladies’ Home Journal today launches a new look, logo and a groundbreaking content creation model that unites the authority of print with the authenticity of real women’s experiences by inviting its readers to become partners in the editorial process.  Under the leadership of Editor-in-Chief Sally Lee, the new Ladies’ Home Journal will focus on personal growth with inspiring, positive, and encouraging content that begins with the reader.  
Each issue will feature the tagline, “Living with passion + purpose™.”  Readers are invited to contribute personal stories to the magazine through calls to action within the pages of each issue, as well as via the website Divine Caroline (www.divinecaroline.com), a Meredith-owned website with 3 million monthly unique visitors.  Divine Caroline’s proprietary technology allows readers to upload their stories and offer comments and feedback on article topics that Ladies’ Home Journal editors are considering for publication.  
As part of the new content creation model, Ladies’ Home Journal editors will extend their duties to act as curators, choosing the best of the reader submitted stories and then nurturing and polishing them for publication.  Ladies’ Home Journal will compensate readers whose submissions are selected to appear in the magazine. 
“Our redesigned logo highlights the importance of the idea of ‘Journal,’ which has long been a part of our DNA,” says Lee.  “It is a natural evolution for the magazine to become a personal journal for our readers.  We believe that every woman has a story to tell that is just waiting to be discovered by our editors.” 
While a significant portion of the editorial content will be socially-generated, experts will continue to provide input and advice, including the 20 medical professionals on Ladies’ Home Journal’s health advisory board.  For example, the March issue includes a first-person account titled, “What Do You Do When You Find a Weird Lump in Your Breast?”  Running alongside it is a column providing breast cancer advice from Susan M. Love, M.D., a clinical professor of surgery at UCLA’s David Geffen School of Medicine.
Along with a new logo highlighting the prominence of ‘Journal,’ Ladies’ Home Journal’s look has been reimagined by Pentagram Design.  The magazine features modern fonts, a fresh palette, new photographers and web-based design principles with a focus on reader interaction.  Every cover will be shot by celebrated photographer Brigitte Lacombe, whose work has appeared in Vanity Fair, The New Yorker and The New York Times Magazine as well as in ad campaigns for Prada and Lancôme Paris. Her celebrity cover photos for Ladies’ Home Journal will capture more intimate, unguarded and spontaneous moments.
Ladies’ Home Journal’s core content areas will remain beauty, fashion, health/fitness, relationships, media/celebrity and food/entertaining.  All editorial will be written through the lens of personal growth and fulfillment.   
“This evolution of Ladies’ Home Journal begins and ends with our readers, says Publisher Diane Danella Malloy.  “Through extensive research we’ve developed a concept women are embracing.  It provides them with an outlet to share their stories and create a community.  Blogs and digital communities offer this, but until now it hasn’t been available in a mass-market print magazine.”
For a behind the scenes look at the new Ladies’ Home Journal, click here: http://images.meredith.com/lhj/images/marketing/email/lhj/LHJmov_file.htm

About Meredith Corporation

Meredith Corporation is the leading media and marketing company serving American women.  Meredith features multiple well-known national brands – including Better Homes and Gardens, Parents, Family Circle, Ladies' Home Journal, Fitness, More, American Baby, FamilyFun and Every Day with Rachael Ray – along with local television brands in fast-growing markets.  Meredith is the industry leader in creating content in key consumer interest areas such as home, family, health and wellness and self-development. Meredith uses multiple distribution platforms – including print, television, online, mobile, tablets, and video – to give consumers content they desire and to deliver the messages of its advertising and marketing partners. 
Additionally, Meredith uses its many assets to create powerful custom marketing solutions for many of the nation's top brands and companies. Meredith Xcelerated Marketing has significantly added to its capabilities in recent years through the acquisition of cutting-edge companies in digital, mobile, social, healthcare, database, and international marketing.  Most recently, Meredith made a strategic investment in London-based Iris Worldwide, a leader in experiential marketing.
A hallmark of Meredith's business model and financial profile is its ability to consistently generate substantial free cash flow by leveraging the strength of its multi-platform portfolio.  Meredith is committed to increasing Total Shareholder Return through dividend payments, share repurchases and strategic business investments.  Meredith has paid a dividend for 64 straight years and increased its dividend for 18 consecutive years.  On October 25, 2011, Meredith announced a 50 percent increase in its annual dividend to $1.53 per share.
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