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Welcome to Media Masters, a series of one to one interviews with people at the 
top of the media game. Today, I’m joined by Jane Francisco, editorial director 
of the Hearst Lifestyle Group and editor-in-chief at Good Housekeeping. She’s 
spent more than two decades in the magazine industry and has served as 
editor-in-chief at Chatelaine, Style at Home and Wish. Joining Good 
Housekeeping in 2013, the magazine now reaches over 30 million readers 
every month in print and digital, and in 2016 Adweek named it the hottest 
women’s magazine of the year. That same year, Jane was promoted and took 
on additional responsibilities at owners Hearst Lifestyle, now overseeing 
major brands such as Redbook, Dr. Oz, Woman’s Day and Prevention 
Magazine. 
 
Jane, thank you for joining me.  
Thanks for having me.  
 
So, Jane, women are leading busier lives than ever. How do you convince 
them to make time for the Hearst Lifestyle titles that you lead? 
Well, interesting that you have noticed the same insight as us in terms of the pace of 
life of our audience. So, first of all, all of the brands that I oversee, but particularly 
Good Housekeeping, that’s one of the insights we drive our content creation around, 
and that is women are busier than ever. Time is as high valued as anything else in 
their life, but at the same time, women who are interested in a brand like this want to 
bring more into their life. They’re interested in finding new and exciting ideas about 
how they look, about taking care of themselves, taking care of their families. Not just 
taking care of their home, but I think they’re interested in feeling like their home is 
beautiful and comfortable and welcoming, and they are looking for new ways to eat, 
and whether that’s related to their health or whether that’s related to having people 
over and entertaining. So we start everything with the idea that women don’t have 
much time and they need quick and easy ways to raise the style, to bring new 
exciting ideas into their life and lifestyle. So, with magazines, our first point of entry is 
newsstand, and of course our covers have to speak directly to what might be most 
interesting. Seasonal is very huge for us; if you ever look at one of our issues in 
certainly October, December, you know, the big seasonal months, you’ll see there 
are spikes in our newsstand sales and so on. But the other thing about magazines is 
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that for women particularly, when we get them talking about what they like about the 
experience of magazines, is that it’s also tied to a sense of fantasy and a sense of 
escape, and that the time they spend in a magazine, particularly in the print form 
versus digital, is that it takes them away from the every day and it kind of fills up with 
ideas of what could be, and again, ways to make life easier, ways to find new ideas, 
and so on. So, again, for us it’s really about creating that relationship on the front 
end. So with a brand like Good Housekeeping, 4.3 million women subscribe. Of 
course the audience is much bigger, but it’s about that relationship inside, and it’s 
always our hope that when women receive the magazine they’re actually excited to 
see it, look forward to reading it. And so that’s the job of our cover and so on, and 
then once they’re in there we want to keep them engaged and have them feel like 
they’re part of the conversation and that we’re truly engaging with their life and 
lifestyle. 
 
Do you have a typical Good Housekeeping reader in mind as you put the 
magazine out every month? Is it a person in your head? 
Well, I think we have different personas that we think about. With an audience of 
over 30 million, you have to know that we are speaking to more women at every life 
stage than almost any other form of media, and any single media brand. So we 
recognise that women are living in very different circumstances. West coast, middle 
of the country, east coast, north, south – I mean, we’re always thinking about all 
those things at this time of year, at any time of year. What’s the weather like if you 
live in the south versus the north, and how is it impacting your every day life and so 
on. So we speak to a super broad audience. Women in their 20s, women in their 
50s, women in their 30s who were like dealing with kids and juggling, and women 
who were in their 40s and maybe they’re starting to face empty nest. So we really 
focus on what do they have in common. What is it that these women all have in 
common? And for us that’s pretty much a psychograph. It’s women who are 
interested in engaging, they’re interested in their own style, they’re interested in their 
home. They want their home to be a place that is special for them and special for 
people who join them in it, and they’re interested in exploring and trying new things. 
Maybe not a new thing every day, maybe not a huge thing, sometimes it’s tiny little 
things, but they have that level of engagement. And when we have done research 
about it, that’s really what sort of splits the nut, is that people who are very satisfied 
with the recipes they’ve been using for the last number of years, or from their 
mother, or someone else, or women who aren’t that interested in trying new things 
,whether it’s crafting or cooking or trying a new lipstick, are less likely to be attracted 
to our brand. So we really go after the women who are interested in what’s new, 
interested in what my friends are going to be talking about when I get together with 
them for lunch. 
 
My wife, Heather, suggested that we do this interview. She’s a huge fan and a 
reader of Good Housekeeping, and I knew it was an iconic global brand but I 
just didn’t realise the sheer impact of it. I asked her why she reads Good 
Housekeeping regularly, and she said, “Well, the ideas are great.” She’s 
looking for ideas. Is that a pressure to continually come up with lots of ideas? 
Because that creativity can be a burden potentially after all these years. 
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Well, I would say that if we had a problem around ideas, the problem would be that 
we don’t have enough room for all of the ideas that our team is bringing forward. So 
as editor-in-chief, the editor part of my name is super important, because at the end 
of the day, we end up having to cut, cut, cut, cut, cut from all of the ideas. And this 
works well, because again we’re speaking to a busy audience who wants really the 
top, best, easiest, the best solutions. If we’re going to talk about trends, it’s like what 
are the ones I really need to know about? And so our team is just so full of ideas, so 
my job so often ends up being the part that I don’t like, that I hate the most. I’m sort 
of like, “Well, we’re going to have to make that a bit shorter,” or, “We’re not going to 
be able to cover that one this time.” You always want to try to hold onto it, especially 
if it’s great. You know, we could be working on a health story where we are looking 
at a health problem and we think, “Okay, let’s go do some research to see if we can 
find some women who have had an experience with this health problem and have a 
story to tell around it,” and so on, and usually our writers will come back with three to 
five great examples of this, and then we have to figure out a way to tell those stories 
in a rich way, and at the same time… so we are usually like, “Okay, well this one is 
great because she’s young, and this has been her experience, and this other 
woman…” So essentially, I have a fabulous team and they are bursting with ideas, 
so I would hope that our readers would think of our brand as being one of those 
friends you have who always has the great ideas. That person who makes it seem 
easy, but at the same time has short cuts and isn’t trying to make it seem perfect, but 
always kind of has a great way… like, “Oh, you’re having people over? Here’s a 
great recipe.” Or you go into their home on the holidays and you think, “Oh, my 
goodness, what a great idea! So simple but so beautiful.” So I would hope that’s 
what people would feel when they think of Good Housekeeping or Women’s Day, 
any one of the brands in our group. 
 
In terms of an ideal issue of Good Housekeeping in your mind, do you have in 
your mind’s eye the ideal ratio of different types of articles, light and shade, 
topics covered? If you were to reduce the magazine to a kind of formula, what 
would it be? 
Well, for the most part we try to keep things evenly meted out in terms of the areas 
of interest of our audience. So one of the things we found, again with a very broad 
and diverse audience, is that… so we have fashion and beauty. We have health – 
and health is obviously in and of itself, we could do a whole magazine on health, 
which what we do actually, so that’s exciting – but health, and then we have food, 
and that’s entertaining, that’s what are you going to feed your family tonight or when 
you get home, what are you going to eat. And then there’s the health side of the food 
element, nutrition and so on. Of course there’s home, which is everything from 
cleaning, because of course we have the Institute where we have experts who 
actually can tell you about the best way to do all of these different things and which 
products work, so cleaning, organising, decorating and whether it’s seasonal 
decorating or actual designing your home, renovations and so on. So there is a lot to 
cover, so we try to keep it fairly even, but at the same time seasonally, so for 
instance if you look at our January issue you’ll see it’s pretty weighted up in the 
health area, because it’s more top of mind. You’ve just come through the holidays, 
you’ve had a little bit of excess probably, and you haven’t maybe had the time to 
take care of yourself as much as you’d like to, and so on. And so there is a big focus, 
obviously, in the holiday season there’s a lot of food, particularly here in the States, 
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November and December is a huge focus on food and family, celebration and so on. 
So those sections will beef up. And in September, back to school, in March 
sometimes we have a bit more in the style area when the new seasons are coming 
out and you’re thinking to yourself, “Oh, my goodness, I can’t wait to get a summer 
dress,” or whatever it is that’s top of mind. But the other piece of this, from a strictly 
business perspective, is that our audience is what drives our business, but what 
pays for our business is our advertisers and our partners who drive that. So, at the 
same time as we are creating the environment which invites this audience in and 
hopefully excites them and engages them, we also need to provide the positioning 
and the environment for our advertisers and our partners. So that’s another piece of 
it. And, again, seasonally that also pushes and pulls. So there are certain seasons 
where we get more support in the food area, there are different seasons from a 
business perspective that’s an ebb and flow, And the behind the scenes piece of 
that, which we hope people never notice in terms of our audience, is that every 
single one of our partners who runs an ad, or runs any kind of content, has a 
demand in terms of where they would like to see that. And there are competitive 
separations, and there are so many different requests: can’t be near this, must be 
near this, must be next to this, can’t be next to this, but must be near this. 
 
Whoever does that, I don’t want their job. That sounds like a nightmare.  
Yes. So as a result what we are trying to do is work around all of that to create a 
really great space for all of those opportunities, and at the same time have the 
reader feel like it’s a great flow. Because one of the things we have heard over the 
years, from print audiences specifically, is that typically they value the advertising 
content as well as the editorial content, and we want to retain that because that’s 
where our partners get their value. And so we want the whole experience from the 
front to the back to feel like it… I mean, just to feel like a planned experience so that 
each one of those pages has the best value for our audience. 
 
And how do you keep in touch with your readers? I mean, at the scale that 
you’re at in terms of the millions of readers that you have, you’re creating a 
linear curated experience in the form of a magazine. But if you talk to people 
like we’ve had on the podcast, like people from BuzzFeed for example, they 
know exactly down to the individual person how many people have read an 
article, they can try five different headlines and then after two hours they’ll 
know which headline is attracting the most clicks and then abandon all the 
other ones and all of that – the speed and the agility with which digital can 
work. How do you do that here? 
Well, first of all, digital is an important piece for our brand, and now one of the things 
is that the audience, we don’t have a huge amount of overlap in terms of the 
audience. However, one of the things we know from research in general is that once 
you get a few thousand people who feel strongly or point in one direction, you can 
pretty much indicate, you can kind of blow that out. So we take a lot of learning from 
what we get in the digital space and apply that into print. In the print space, almost 
every month we actually survey several thousand of our readers, and that’s rotating 
in terms of the content and how they react and respond. One of the things that’s 
interesting is you can learn in general what are the push points and how to package. 
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So for instance, I’ve been doing this for a few years. I did a gigantic piece of 
research when I was at Wish magazine over 10 years ago where we did a cover line 
study. And so we pulled together from all over the world – England, Australia, US, 
Canada etc. – all the top selling issues of all of the magazines within reach of our 
category, and then we ran all of the cover lines that were on each one of those, like a 
survey, and then we pulled out which ones floated to the top. And certain things 
certain things floated to the top and reinforced each other, so the top 10 in the home 
space all said something to do with a solution or an idea for any room in your house. 
For every room. So every one of the top ones, it could have been organising, it could 
have been decorating, it could have been design, it could have been small space – 
like any number of different things but every one of these lines said ‘for every room’. 
So what we know is more people are attracted to something that offers a breadth, 
even though there may be a specific focus. So there are things that we learned 
about that, and I think that if we are talking about the digital space and any number 
of brands in there, well, I don’t know, what happens to me, it happened to be on the 
weekend. I clicked on a story because of how it was presented to me. Of course, the 
story was something pretty different. Clearly someone had figured out what was 
going to make me click. I still read it, or at least half of it.  
 
More likely an algorithm had done it. 
Yes. More than likely, yes. So we’ve been doing that for a long time. But 
nonetheless, on an issue-by-issue basis, we reach out – and one of the things we 
look at, on a brand like Good Housekeeping, because of the fact that the audience is 
so diverse. If you work on a vertical, you’re really then speaking to people who 
enthusiasts in an area, or some of the verticals are actually age oriented and more 
demographics based. With something like Good Housekeeping we’re talking about 
pretty much every subject that women could be interested in, combined with every 
age group. So one of the things we look at is our audience over 50, what are they 
most attracted to, and our audience under 50. And clearly the biggest wins for us is if 
both of those groups really enjoy a piece of content, then we are like, “We need 
more of that.” And then we go backwards from there, because there are certain 
things that are really important to people at a certain life stage, and we want to make 
sure we don’t miss those. And so we balance those out with ones that are really 
important to someone who might be at a different life stage, and kind of create that 
mix. And again, we take all of the pages and we say, “Okay, this is going to be really 
important to 30% of our audience. Let’s put some sidebars in there that that bring the 
rest of the audience into that conversation.” So this is not new. I think if you speak to 
anyone who’s been working in this medium, this is a technique that’s been used. I 
mean, one of the things that we have done is, we’ve done these pieces of research 
where we have done a really broad, “What are you most interested in in your life, 
and what are you most interested in in terms of reading magazines?” and it’s not 
about Good Housekeeping specifically, but it was done for the Good Housekeeping 
brand. And we ended up breaking our audience into four groups. And so, as a team, 
one of the things we do – and it’s a lot of fun, but it’s also to get the entire team into 
the head – is we’ve divided our whole team up into these four groups. They really dig 
deep into the answers of their persona, and then we do post-mortems on the issue, 
and then we share that with each other. So what does someone in this persona 
group feel about this piece of content? So, based on what we know about them, are 
they excited about it? Do they think it’s okay, do they pass it along? “Oh, it’s not for 
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me but hey, it might be great for my mom,” or do they pass by it and think, “Oh, this 
is irrelevant to me, I don’t care.? And so we go through that and it’s kind of a check 
in for the team. I mean, that’s the other thing, we have a team now across all of the 
titles, and we do a lot of sharing of resources. So we now have a team that’s over 80 
people – that’s a lot of different people to have plugged into the voice of the brand, 
understanding our audience and so on. So so doing those kinds of exercises help 
them kind of get in to it, and not only do we have a lot of fun and it’s a great way to 
build a team, but it’s a great way for them to get into the heads, and when they’re 
working on the content, to just be feeling, you know, we have team members who 
are in their early 20s, we are team members in their 40s – you can’t just represent 
yourself when you’re creating this content. So it’s a form of research. It’s us looking 
over at what our digital team is doing and learning, it’s what we’ve known for 20 
years, and then how do we make it fresh and relevant now.  
 
Do you treat digital and paper-based, magazine readers, separately?  
Yes, we do.  
 
We had the editor of Cosmopolitan in here a couple of weeks ago, and she was 
saying that actually the medium defines the way that they approach it. So 
someone who follows Cosmopolitan on Snapchat or Instagram or Twitter or 
online actually, of course they curate the content according to those 
platforms, because why would you put content that would affect an older 
woman on Snapchat because she’s very unlikely to be on it in terms of the 
actual metrics. 
I completely agree, and that’s certainly how we run our business as well. A small 
note, though.  
 
Please.  
I have an aunt, my mother’s older sister, who is her 70s and she has quite a few 
grandchildren – something that my mum is a bit jealous about – and she is on 
Snapchat every day. She’s like, “Oh, if you want, I could give you a tutorial.”  
 
Even I’m too old for Snapchat!  
But for her, this is a way that she communicates. I have cousins who live in Sweden, 
and their kids communicate over that. Anyway, that’s a complete aside. But just one 
of the insights… that is a small example of one of the insights though, and that is 
you’d be surprised to learn how age is not always an indicator of behaviour, and 
especially now in the digital age. And or one of the things we’ve heard from women 
over and over is that many women who are in their 50s and beyond, they really don’t 
define themselves that way and they don’t live their life that way. They are more 
active than they’ve ever been – they travel more, they’re really interested in 
engaging, exploring, learning etc. and they’re interested in style. So that’s something 
we also keep in mind, which is people don’t want to be defined by their age. 
Obviously there are elements that just your age does dictate, but other than that, a 
lot of women, particularly now – and I think this is an evolution, we’re into maybe the 



	
	

	 7	

second or first or second generation of this – that previously it would be like, as 
women age, their stage of life starts to define their lifestyle a lot more, and I think 
that’s just not the case now. So across the platform… so the strategy in the digital 
space is so different. In the print space, we are there once a month and we are 
typically 95% of our audience is with us every month. Five per cent is newsstand, we 
don’t even know, maybe they’re buying every month but we have no way of tracking 
that. So that could be completely different people every single month, or maybe it’s 
the same people. I mean, we already know some people buy two out of every three 
months or whatever, but for some it might be totally spontaneous. We certainly 
know, based on spikes related to season, that there are women who may only buy 
and engage three times a year because that’s a moment where they’re 
spontaneously engaging. So in the digital space, in terms of the website, so much of 
our traffic comes in from search and from Facebook. So there is a different level. If 
someone comes in from search, are they engaging with the brand on a regular 
basis? Maybe some of them are. But in terms of that audience, it’s not necessarily 
an audience that’s consistent, and it’s not brand relationship focused. It really is this 
piece of information, right now, how many people can we draw into this. And that’s 
what our teams are working on all the time. So, how can we create more content that 
draws more audience. And that’s the ongoing strategy around that, which is not to 
say that’s not what we’re doing, but we’re in a relationship building space in the print 
space, and in the digital space were in an audience building space. 
 
So it sounds to me like you don’t have the traditional problem that some 
magazine editors have, which is how much do you give away online. Because 
if you give the whole thing away online, people have got no reason to buy the 
magazine. 
My experience tells something completely different, that we could use content that 
has existed online in print if it’s great, high value content, and if we package it 
appropriately. I mean, one of the things that print organisations have been doing for 
many years now is creating what we call SIPs – special interest publications – or 
‘bookazines’, this sort of form. And a lot of it – in some cases 100%, often 50-80% – 
of the content is repackaged from the brand. So some organisations do a huge 
amount of it, and we also do some. And typically, these versions of our brands come 
out 10 times a year, five times a year. Again, it depends on the brand and how much 
they do it. And the content is mostly previously published, and people are willing to 
pay three to five times as much. And it’s highly valued. And usually, it’s because its 
either seasonally brought together, it could be recipe based, or it could be… you 
know, the health magazines do a lot of this where they pull together the content from 
one section of a magazine, so focusing on diet and weight loss, or focusing on a 
fitness programme. So the point is, the content isn’t new but the way it’s packaged 
and delivered to you. So the concept is now you’re going to keep this and you have 
this all together, and I think that is true of you may read something in the online 
space, but if we have published that, I think the package that you receive in print has 
a different promise. 
 
It’s been a year since you were promoted to head of Hearst’s new lifestyle 
group. How’s the job changed? What’s it like to look after a portfolio, a stable 
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of titles, now rather than just having all of your eggs in in the basket of Good 
Housekeeping? 
Well, it’s been a great year. It’s certainly been an experiment! I pretty much say to 
the team every day, “Okay, this is all an experiment.” We’re in a business that is 
changing dramatically, in some ways that we are predicting ourselves but in some 
ways that we just cannot imagine. Honestly. Like, when you look backwards and I 
think, “All of us can do this,” you just can’t imagine how much we would depend on a 
concept that we didn’t even realise was possible. I think examples like Über, the 
perfect ones, where the first time you hear about it you think, “Oh, that sounds 
interesting and neat, and I wonder if it will work,” and it’s now a verb that’s such a 
way of life for so many different people. So, as we go through our time, the thing 
we’ve been doing over the last year is bringing these teams together and sharing 
resources and creating one team, essentially, that is working across many brands. 
And so instead of thinking of everyone on the team as a brand specialist, we think of 
everyone on the team as being a subject specialist, and then really working with the 
brands and having a really strong idea of the mission and the mandate of each 
brand, and the voice of each brand. And so, when we look at… I mean, health is a 
great example of that where the depth of research required to create really solid 
health editorial is a big resource – and if we can take that front end, and we can have 
a team that can really dig in on what is happening, what is new, what do you need to 
know about your body and about wellness in general, etc. etc., and we can take that 
solid piece and bring it out into the different brands, creating value for different 
people in different ways. So this has been the experiment, and I think it’s been great. 
Change is always scary, so there is that sort of, particularly at the front end, and to 
have people think about working differently, but for the most part, what I have 
observed is that everyone is energised. This team is really energised by the 
possibilities now in terms of… you know, I talked about the idea that our biggest 
problem is having too much content or too many ideas. This allows everyone to feel 
like they have a broader canvas, they have an opportunity to dig deeper, and also go 
wider. And I believe that the end result is even better content than we were doing a 
year ago. 
 
So how do you decide, then? So I notice on the front cover of Good 
Housekeeping magazine that you’ve got here in the studio, there’s Jessica 
Alba on the front page. When her team say she’s available for an interview, do 
you do you already think, that would be good for Women’s Day, or good for 
Good Housekeeping? How does it work in terms of a story? If people are 
writing content for all of the titles, does a title that this will be ideal for 
immediately spring to mind? 
Well, sometimes it seems more obvious. In this particular case, Jessica Alba is on 
the cover of Good Housekeeping because her company, Honest Company, that she 
launched a number of years ago, has achieved and earned the Good Housekeeping 
Seal on four of their products. And she has made this big commitment in terms of 
raising the bar in the industry that she’s in. So that’s baby care, cleaning, sort of 
household products, and along the way that’s been a challenge, and her company 
has faced that challenge and so on. And so we worked closely with her on the 
launch of these four products, and we recognise her and her business as having 
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made a change in that industry that actually… I mean, it truly has actually driven 
change beyond their own brand. 
 
It’s incredible. I was actually at the Fast Company Innovation Festival here in 
Manhattan a few weeks ago, and she gave a keynote presentation. So for an 
hour she talked about what she’s doing at the Honest Company and it is 
amazing. 
It is. It truly is. And she and the company have been in some uncharted territory. 
Speaking of an experiment, they’ve been trying to find ways to create effective 
products that actually have less possible harmful ingredients or elements. Along the 
way that they’ve had some stumbles on that, and everyone loves to jump on even 
the smallest of those. So that’s been a challenge. And so the Good Housekeeping 
Seal, it’s been around now for over 100 years, and its promise is that we at Good 
Housekeeping stand behind the claims and the promises of the products that we 
have the seal on. 
 
That must be an incredible endorsement. I’m from the UK, as you know, and 
often there are royal seals on random things like shoes or jam or whatever. It 
will say Prince Charles uses this butter and people go, “Ooh, if Prince Charles 
uses it, then so should I!” Is it a similar thing in a kind of republic?  
I don’t know if Prince Charles is a scientist! The Good Housekeeping Institute is…  
all of the team are scientists and they test the products. So I think an endorsement 
from Prince Charles is amazing, and possibly from a marketing perspective is a huge 
driver.  
 
But it will be based on science. I completely understand.  
But you might eat the butter and if you didn’t care for it you would just have to be 
like, “Oh, that Prince Charles! I don’t care for his taste.”  
 
Actually, he’s quite anti-science as well! He’s probably the wrong example 
because he’s into homeopathy and all of that.  
(Laughs) So in terms of that, and one of the reasons we’re so excited about 
presenting and working together with Jessica on this, of course her profile is what 
has partially driven what they’ve been able to do with their business, and that’s great 
to work with someone of that profile in this environment. So it took six months of 
working together, our chemists and the product analysts in the Good Housekeeping 
Institute, and worked very closely with their team. Again, they’re reaching high and 
they want to be able to offer benefits that are really above and beyond what’s been 
offered before. And so we were working with them to say, okay, to make sure that 
we could absolutely get behind those. Because we warranty ourselves, so we take 
on all of the risk as soon as the Good Housekeeping seal is on a product. And so it’s 
a really big deal, and in a high profile area. So you can’t imagine our legal 
department and all of the different things, but once it’s sealed, we’re there and we’re 
in, and we’re behind it. 
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And again, incredibly beneficial for those recipients of that award.  
Yes. Well, I mean, I hope so. It was very exciting to see Jessica on with Jimmy 
Fallon. When the team found out, actually our team was there to shoot the cover, 
and we were shooting the cover and we didn’t have final sign off, and we were 
walking that line of ‘what if’. I mean, we knew we were going to get there, but what if 
it’s not done in time for the issue that we had planned? And that was all aligned with 
their launch plans for their product and so on, and we got the final sign off while our 
art team was in their offices shooting her, and their team was like whooping and 
hollering, and of course we were so excited too. It was really great. 
 
That’s why it’s genuine, then! That’s not a Hollywood smile, that’s a genuine 
smile.  
A true smile! Yes.  
 
Last question on your new responsibilities, because I’m interested in the 
mechanics of it. Now that you’ve taken on this additional portfolio of 
responsibilities, what’s changed in terms of your working week? What was 
you’re your working week like, say, two years ago, and what’s it like now? 
What are you doing more of and what are you doing less of? 
Well, I don’t get to be as hands-on with the content as I used to be. So I have a 
broader range of responsibility, so for instance I was in a meeting yesterday, and this 
was a client meeting, and it was about Redbook. And we had a client that we’ve 
been working with and they really wanted to sit down and find out what’s happening, 
where is the brand going in 2018 etc.. So I’m spending an hour and a half of my day 
focusing specifically on that brand, so that obviously is taking away from any of the 
other brands I’m doing. So it’s just not possible for me to be as hands on. And it 
means more delegation, but I have a really amazing team. I think I’ve said that, but 
I’ll just keep saying it. Really, you have to be able to trust the team, and they have to 
be able to do it, and they do excellent work. I think they’re really dug in, and 
understanding of where we need to go, and that’s a huge piece of it, that piece of 
communication. But the other thing I would say… so it means I’m not as hands on. I 
don’t get to be in the creation moments as much. So from a personal perspective, 
that’s something that I have given up. Not given up entirely, and every once in a 
while get to dig in, that happens. 
 
And it’s quite good sometimes to oversee creativity as well. When I see the 
fruits of my team’s creativity, it’s exciting – but you also, like you said, just 
miss being in the actual moment of creativity itself. 
Sometimes I just like to get into a story and actually edit the story. That’s very, very 
rare for me now. I would say that’s like, three times a year if I’m lucky. And usually 
that’s just because we’re in a bind, and it’s like all hands on deck, and I end up 
digging into a file and actually working on it. But I would say, that besides just 
changing my role in terms of being editorial director over a number of different 
brands and titles, I think the industry and the business is changing so much that that 
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has already changed where I focus so much of my attention. So I would say that 
partnerships are really an important part of our business, and content creation with 
partners, so collaborations at that level, that is something that I’m not saying didn’t 
exist a year ago, but it barely existed a few years ago, and now more of our partners 
are interested in co-creating content, which means that it’s really important, if the 
brand is going to be involved in that content creation, that were actually present, and 
that we’re actually focusing on developing that – and that means being in a lot of 
conversations at the front end and all the way through. And again, my team will take 
and run with that type of thing. And that’s on the page, off the page. Again, the 
business is really is kind of mushrooming out, and that means my focus is frequently 
beyond any of the actual magazines in the space of how does this brand create 
content and live beyond the page. 
 
It’s interesting how seemingly the role of editor-in-chief has changed over the 
years and over the decades. Whereas before it involved being the actual editor 
and the chief, I hear from you that you’re actually the leader of the business. 
You know, building commercial, building partnerships, all of that kind of thing. 
Of course, engaged with the content but slightly more remote from that now. 
I wouldn’t call it remote, but I would say that now, it’s an imperative to understand the 
whole business. I think traditionally, there was a lot more separation between the 
different parts of the business, and now the speed at which we need to move has 
changed so dramatically that if you don’t understand all the pieces, if you aren’t hand 
in hand with the other elements… I mean, it’s always been the job of the editor to 
deliver the audience. So that’s the job. How you do that? I mean, some people focus 
on it and say it’s not about me delivering the audience, it’s just about me creating 
great content. But at the end of the day, the real job is, there has to be an audience 
at the other end.  
 
Eyeballs.  
Right! So that’s always been the job. And then as time has gone on, and we had that 
conversation about digital, and how digital is in a space where they can tell you more 
and more and more about what their audience is doing and who their audience is 
and so on, it’s become more and more important that we’re delivering the right 
audience. And so, again, as an editor your job is to lead a team to create content 
that attracts the right people, and making sure you’re engaging a specific audience. 
Again, in brands like Good Housekeeping, a lot of the brands that I work on, it’s 
much more general but it still is about understanding that audience and making sure 
that you’re moving, not just with them, but ahead of them, and thinking about your 
audience as new members of your audience sort of come into the game. I mean, 
Good Housekeeping. Over 130 years old. So how do you keep that relevant? I would 
say the first hundred years the idea was that you move out of your parents’ home 
into your own home with your husband, and you’re going to have 2.5 kids, and you 
start subscribing to Good Housekeeping. That’s how it went for 100 years.  
 
And even when you retire you could live for another 30, 40 years and enjoy 
retirement. 
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Absolutely. But then what started happening is more women working, like the time of 
life where you’re going to get married or buy a home or have children, whether or not 
you’re going to do any one of those, or all of those, is now changing and shifting so 
much. One of the things we talk about is that life stage and we talk about moms like 
in the prime of focusing on their kids. So the whole pick up out of school, if 
someone’s picking up like a third grader, it could be at 20-something year old mom 
or a 40-something year old mom. You have a 20-year spread of kids in the same 
class. It’s pretty incredible. 
 
My mum had me at 24, and she was told by the midwife that she was 
considered to be an older mother. But that was the mid 70s for you. 
Absolutely. So now… and again, that changes in different parts of the country and so 
on and so forth, and really, again, there is that breadth, but even in one place that 
can be the case. 
 
Your initiatives have included creating the Good Housekeeping Women 
awards with Shonda Rhimes, which introduced readers to the slow living 
movement. I’m very intrigued by that. Tell us about the genesis. 
Well, those are two really important pieces for us. So one of the things in thinking 
about brands like Good Housekeeping or Chatelaine, which I worked on before, 
which are heritage brands, multigenerational. So why are women continuing to buy 
into and participate and engage in brands like this? And so one of the things is that 
that domesticity has always been at the centre of these brands historically. So while 
women’s lives have evolved dramatically, and career has come into the centre and 
so on and so forth, I guess that would be where we look at awesome women. So we 
look at awesome women and say, “Okay, so it’s not all just about what you’re going 
to cook for dinner tonight, because that’s only a part of your role, and you have 
aspirations beyond that.” And whether it’s a career that you’ve been building your 
entire adult life or whether you’ve taken time out for family and you’re thinking about 
doing something, that idea, the inspiration of women who are doing incredible things 
and celebrating that, and my objective with Awesome Women, when we do it, is that 
our readers will flip through that and find at least one person that makes them feel 
excited about the possibility in their own life. And so us having a bit of a breath of 
women, women who you may have heard of before, women who you’ve not heard of 
before, women who are doing things in their own small community but doing 
incredible things, women who are doing incredible things that have an impact that’s 
almost global. So that’s the point of Awesome Women. The point of Awesome 
Women is that we all walk away, and when I work on that package I always feel like I 
can do more. I have the potential inside myself to do more. Look at these women 
and what they’re doing. I’m so excited that tomorrow, next week, next month, next 
year, I’m going to keep growing – because this is an example of all of these different 
women in different places in their life, in different parts of the world, who are doing 
incredible things regardless of the resources. And so I think that’s really important, 
and it’s really important for us to be able to raise our gaze that way and celebrate 
that, and feel, again, inspired and engaged. In terms of the slow living, I would say 
that it’s kind of a sweet spot for us in terms of where we’ve been before. So the world 
is getting faster, our time is getting eaten up on all sides. And those moments when 
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you can sink into the magazine or you can go into your kitchen and start from 
scratch, and learn something new, or have that Zen of doing something with your 
own hands. It’s what these brands used to stand for all the time, and I think now it’s 
something that we value in a different way. So we don’t live in a world where we 
have to make all our own food. We certainly don’t. My grandmother had eight kids in 
knit sweaters for every one of them. I learned to knit from her and I have knit many 
things. Each one of them has cost significantly more than anything I could buy at a 
store, but I did it for a sense of creativity, a sense of uniqueness. I’m going to give 
this to someone. One arm as longer than the other – you can’t buy that.  
 
But you didn’t knit it because someone needed a jumper, and if you didn’t knit 
it, they wouldn’t have the jumper and they’d be cold.  
No. It’s not a need piece. And I think that that’s true of many parts of our life. So 
obviously, ordering in every day is something that stacks up in terms of cost and so 
on. But if push comes to shove, you can order almost anything to your home. You 
can go into a grocery store and buy premade this, that and the other at every price 
point. I mean, problematically so. But certainly from a convenience perspective, 
making everything yourself is not necessary. We don’t live in a world where you 
need to go home and make the pasta so that you can serve pasta on the weekend. 
But if you want to learn something new, if you want to spend time doing that – 
sometimes it’s communal, you know, making jams or going out – I mean, think about 
all of the different kinds of experiences you could have in the fall, like going out with 
family or with friends and actually picking some of the produce and then bringing it 
home, and a bunch of girls like, around the kitchen and you actually make preserves. 
And that is something that, again, my grandmother used to do, and fill the pantry. 
The cold cellar had to be full of canned everything to make it through the winter. 
Well, we do that because it’s special, and then we put bows on them and give them 
to people, and when we pull it out of our own fridge we feel the sense of 
accomplishment because we actually picked that and put it in a bottle.  
 
It’s the result of effort in a different way.  
It’s kind of a trite description of slow living, but I think that there is a movement 
towards doing more things for yourself and moving away from consumable, because 
we recognise that it’s not just good for our own wellbeing in our own heads, it may be 
good for the earth as well. And we realise that we may not be able to do that all the 
time, and so it’s this balance and this juggle. And we celebrate that. 
 
We’ve discussed the present quite a lot actually, so my last couple of 
questions are about the past and the future. Did you always want to be a 
journalist? How ambitious were you at the start of your career? And in terms 
of the future, what do you think might be next for you over the next decade or 
two? 
I always loved magazines. I have a degree in philosophy and English literature. I 
also, while I was in school, managed to accrue credits in everything from 
neurophysiology to classics. 
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I don’t even know what neurophysiology is! 
I barely do! But you know, I started, and I was mostly in sciences, and I ended up 
migrating towards the arts. I did love learning, and I didn’t really know what I wanted 
to do, and I didn’t have an applied concept. So I sort of studied everything. Weirdly, I 
think that set me up for the type of work that I do, which is you have to have a broad 
interest… 
 
That sense of curiosity. 
Yes, that sense of curiosity. But I didn’t know what I would do. And honestly, when 
I… I don’t know if I was still in school or I had just finished school, probably still in 
school and kind of thinking about what I wanted to do, I knew I had loved magazines 
and I somehow, in a conversation, kind of mentioned that that might be interesting to 
do. I had stacks of like, I started subscribing to Seventeen magazine when I was 12, 
and Vogue magazine, I had all the magazines and I would pore over them and so 
on. And at one point, I thought, “Well, maybe that’s something I could do.” Like, “I 
love that, that would be great.” And I mentioned it, and a very good friend of my 
parents was a journalist, and she was working in newspapers, which is very different. 
It is a different medium and certainly the culture is quite different. And she heard this, 
and said… I think what she meant to be, in a helpful way… she said, “Well, I don’t 
know if you really want to do that, because as a woman, unless you want to spend 
years making other people’s coffee…” – because I think that was her experience – 
“and/or perhaps sleeping your way to the top, it is really, really difficult.” And I think 
that was what her experience was. I mean, she was a full generation ahead of me, in 
a world that was very much a man’s world, and she felt like she worked really hard 
and ended up – at that point she was already at she was running a division of the 
paper – but she felt that she kind of years and years, kind of doing that. And I heard 
that, as a not very ambitious perhaps 18 or 19-year-old, I thought, “That sounds 
terrible! I could never do that. I don’t even know how to make coffee.” So  I kind of 
just let that idea go to the side, because that was my level of focus at that point. It 
was like, “Oh, well that was a fun idea but obviously I can never do that. That’s never 
going to work.” It was when I was in my early 20s, and I had started in this 
entrepreneurial way, in that while I was in school, I was modelling and I started a 
fashion design company with a friend of mine, and we did it as a hobby, but one 
thing led to another, and we kind of started to learn about the industry and really dug 
in. So I ended up calling a newspaper – I was kind of brassy – so I called the 
newspaper to say, “Hey, we have this launch, we’re doing this event.” They were 
like, “Can you send us a press release?” And so I was like, “Absolutely.” And I got off 
the phone and was like, “What’s a press release?” And so I kind of got in that way.  
 
It strikes me already that there’s a unique mix of creativity but also kind of 
business grit, you know? Drive and ambition, that might actually purport very 
well to your current role. 
I think that has served me well. I think I am very interested in both the business and 
the creative. All that said, I remember I was working on a launch of a magazine 
called Glow magazine in Canada, it’s a beauty and health magazine, and at some 
point I was sitting on the floor with a couple members of my team in the office, and I 
can’t remember we were working on, but we were practically cutting things out of 
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something, I have no idea why. I mean, we live in a digital age, we do not need to cut 
things out, but we were doing something like that. And it was in the winter, it was 
probably four o’clock at night, it was starting to get dark. And I looked around at my 
team and I looked at what I was doing and I thought, “I couldn’t be happier than I am 
right at this moment, sitting on the floor with these great people, working on 
something we’re having like a great time working on,” and just thinking, “This is what 
I do. This is the work I do.” Obviously I don’t sit on the floor very often these days. 
 
You should do. We should do this on the floor! We will with the next one. last 
question, then. The future? 
Well, from a personal perspective I feel like my past experimenting with many things, 
and an interest in experimenting, I hope will serve me well. I think what is exciting 
now is what we don’t know yet, and trying to be a part of that, trying to come up with 
new ideas as we move along that either keep up or get ahead of. Again, that idea of 
collaboration is so key, I think, for our future in terms of media, and whether that’s 
part… I mean, some of the partnerships you sort of see evolving in the world from 
what seem like, how did they end up together. I think that’s what we need to think. 
We need to think, how are other businesses doing things, how can we do things with 
people or organisations that may seem like they are in a completely different 
industry, because it’s almost like now every industry is… the interplay is just such an 
important piece. So I think the future is the big experiment that we’re all in.  
 
Jane, it’s been a pleasure. Thank you.  
Okay, thank you! This was fun.  


