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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 Andrew Tuck, editor of the global 
affairs and lifestyle magazine Monocle. A former magazine editor for the 
Independent and features editor for Time Out, Andrew has been the editor of 
Monocle since its launch in 2007, and during his tenure as editor Andrew has 
been central to the development of all of Monocle’s editorial projects, 
including the round the clock radio station Monocle 24, and the move into 
book publishing. He’s also played a major role in the magazine’s expansion 
into retail and presents The Urbanist, his own weekly programme about city 
living.  
 
Andrew, thank you for joining me.  
Thank you for having me.  
 
Andrew, Monocle is truly a unique editorial brand. Tell us about the journey in 
terms of the genesis and also what you doing today with it. 
Well I’ve known Tyler Brûlé, who’s the owner of the brand and the chairman and 
editor-in-chief, so I’ve known him for a long, long time since we were in our twenties. 
And I was working in newspapers and he had obviously done Wallpaper magazine 
and then gone off to start a branding agency. And one evening, we were having 
dinner and I told him I’d been offered a new job and I was about to change, and he 
said, “Could you pause one second and come and see me tomorrow? I’ve got a new 
project called Project Europa, and it’s really early days but I’d like to show it to you 
because I’d like to one day offer you the chance to be the editor.” So, the next 
morning, we met for breakfast and he had some of mocked up front covers and he 
had a printed out poster which talked about some of the themes that they’d cover. 
We talked over breakfast, and I certainly turned down the job offer, even though I 
didn’t know when this would begin, because even though I knew Tyler and his track 
record, most new magazines don’t make it, and we were coming out, you know, 
there’d been lots of big launches at that time they didn’t make it, you know, that 
managed to get to one year and then someone would pull the plug. So there’s 
always a risk when you start a new magazine, even if you have someone 
entrepreneurial. Look at Tina Brown’s Talk, you know, really kind of ramped up, and 
despite her being amazing it didn’t take off. So we had this discussion, and Tyler 
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said, “There’s some funding rounds that need to happen, but go away and I promise 
you it’s yours and I’ll call you on the day that it all becomes reality.” And it was many 
months before I finally got a call from the woman who had been helping him hustle 
the deal, and she phoned me and, in her good Australian accent, said, “Doll, the 
deal’s done.” And within about five minutes I’d typed out my resignation letter and 
handed it in. And there we began. So, the Genesis was through conversations and 
Tyler feeling there was something that happening in the media market that we still 
feel today, which was a retreat from quality in print as people began to think that the 
world of the newspaper was doomed. And at that time I think many people thought 
the magazine was done for as well. So he said to me, “What do you think about 
that?” I was, “Well, it’s interesting.” I come from the Independent newspaper, an 
amazing brand, but every year we’re investing less than the paper, and there was a 
physical example for me of what was going wrong, that behind my desk as editor 
when I was there doing the Sunday Review magazine, every year since day one of 
the Independent, the editors had had the entire year’s magazines bound and put in a 
leather volume so you could have them for reference. And you looked behind you, 
and it was a downwards graph because every year the magazine got a bit shorter 
and a bit thinner, until by the time it was me it was rather thin volumes.  
 
So it was quite a visual metaphor for the decline. 
It was. It was painful to look at it every day. When you looked back at the early days 
of the Sunday Review, you realised how much had been lost. And he was the same. 
He said, “Why, when I look at many of the magazines I used to love, do I not love 
them any more?” Is it because they’re using so much digital photography and they 
don’t quite have the processes in place to make them look amazing, like in the old 
days when a photographer would bring in their prints and you knew exactly what 
colours things used to be. Is it because people are buying cheaper papers? So the 
genesis was, what if we’re the minnow that goes against all of this? Everyone’s 
coming down the river heading in one direction. Could we make it back upstream to 
deliver something that was a celebration of quality, that put the craft of print and it’s 
full remit, the craft of journalism too, at the heart of what we did? So I said to 
photographers, “Is there a chance actually, for these big commissions, we’d like you 
to get your film camera back out, and can you go and use film again?” And that just 
as other people were retreating from that around the world, we would do the 
opposite. We’d open bureau, we’d have physical spaces around the world. And for 
any journalist that was a dream commission. So I said yes. And I was determined to 
help him bring this thing to life, but we started with a small team, but that was the 
genesis, this idea that what if everyone isn’t wrong but what if there’s still space for 
somebody to do something that’s not going in the same direction as everyone else? 
 
And history is written by the victor of course, it’s now an incredible success, 
but at the time there must have been a sense of trepidation, it was quite a risk. 
I don’t know who Tyler had got to back it, but they could have lost their money, 
and you could have wasted your time, and you had the opportunity cost of 
having turned down that job offer. 
Yes, so for Tyler he was clever. He didn’t get any venture capital in. He got money 
from people who were going to stay a long time in the brand, and actually many early 
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investors are still with us now. And they put up the money to get us started, and they 
were families who were determined to stick around. So we weren’t pushed too much 
on that side, but our both our nightmare and our ultimate triumph was waiting for us 
around the corner, which was just 12 months after we started, there was the global 
crash. So all of that world of luxury suddenly seemed very challenged, and many of 
those brands who were advertising in our magazine, suddenly they were cutting their 
spend. People thought that all the additional spend on something pleasant like 
buying a magazine would go out the window. So we had a board meeting, where I 
remember one of the investors, someone who is not with us now, saying, “Look, I 
don’t know what’s going to happen over the next year, but in my company I’m 
slashing the staff, we’re going to retreat, and I think that you should really batten 
down the hatches, see if the storm passes, and then in a year’s time look what the 
situation is. And I remember, we were in the office that we’re just moving out in 
Zurich at the moment, and then Tyler was super calm. He said, “Look, I think you’re 
wrong. I’ve got a feeling this is going to be the making of us.” He said, “Because I 
was going to raise today the prospect of taking on a shop unit because I think we 
should have a physical store.” And everyone was like, “Are you crazy?” Because 
literally, one of the guys had his laptop open, it was after one of the big crashes and 
he was watching all the stocks go down. He was like, “Okay…”  
 
“Are you completely crackers?” 
And Tyler was like, “I bet it’s going to be cheap to do it now. Let’s take a store.” And 
we found a store for an eight-week run within a couple of weeks and we still have 
that shop today. And Tyler also said, “I’ve got a feeling that this is going to affect one 
part of the world badly, but there are always going to be places of opportunity.” So 
within weeks – this is the time when all the buoyant BRIC nations were taking off – 
and within weeks we were on a flight to Sam Paulo. We went and we found 
advertising there, we found commercial projects there. We went to Asia. We invested 
heavily in Korea, we did projects in Japan. We put a big foothold in Hong Kong. We 
went all throughout South East Asia, making sure that the brand was connecting with 
new readers who weren’t feeling the same story. So, that’s the benefit of working 
with someone is a bit maverick. So first of all he was determined to do something 
against the grain, and then us as a brand, we were very tiny, and we were very 
nimble. We didn’t have to stay put; we could be anywhere and we could do anything. 
So yes, there was a threat, a danger, but in the end what happened was, that year, 
we started saying, “Look, okay, don’t jump out the window just yet from your banking 
job, because it turns out there are other places in the world doing well.” And actually, 
if you had lost your job on a trading floor, isn’t this the moment to start that restaurant 
finally? So we did an entrepreneurship issue, and the magazine really found its 
voice. We were this positive, engaged, global voice at a moment of retreat for other 
brands. 
 
And when you started out, which way did you do it, insofar as did you have a 
reader in mind and you oriented the content around them, or was it like Field 
of Dreams where you would write the content as you wanted to see it and hope 
there was going to be an audience that would self-select and find you? 
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We definitely had an audience in mind. Not in that market research sense, there was 
no market research. There was never a scrap of research done before this brand 
began. It was a belief that there was someone out there who wasn’t being served. 
So we thought that actually there were… in the old days you’d have talked about a 
jet set, and this magazine definitely is not for that audience, or an international set, 
but who are the international set today? It’s the person who’s come to London to 
study from Germany. It’s the person whose mum happens to be Italian and their dad 
is Spanish. It’s the person who crossed the border and made a life for themselves. 
So all those people are international, and that happens to their mindset; it means 
that yes, you pick up your national newspaper and it tells you about your location 
and some of the stories you believe in, but actually you’ve got a hunger for seeing 
the world, and you understand that the world is full of opportunity. So we thought we 
could do something purely English language, because most people in education, 
travelling for work have learnt some English. We could deliver the same stories to 
everyone, so we wouldn’t, like Time and Newsweek, have an Asia edition and a 
Europe edition, we’d treat everyone as the same. 
 
Truly global. 
Truly global, and it would connect to an audience that cared about a wide range of 
things. So Monocle, I don't know why it was confusing for people at the beginning. 
So again, here’s another thing, you make slight changes in the world of media and 
you have to carry people along on the journey, so in Monocle you’ll find all the things 
you find in newspaper. You’ll find fashion, and you’ll find the business pages, you’ll 
find the occasional bit of sports reporting, and you’ll find designer architecture etc. 
Now, that’s not normally done in a magazine. Everyone’s used to it in their 
newspaper environment, but we decided to deliver all of these things that people 
care about in one magazine package, in English, and it would be your briefing about 
the world. 
 
Because there is a tendency now to serve niche vertical markets, whether it be 
film, whether it be business, whether it be orienteering. You know, there are 
very few general interest magazines off of the standard of yours that’s done 
well other than news magazines, like you say, Newsweek is very current affairs 
focus whereas yours isn’t, I would say, in that Newsweek mould. 
So the funny thing about Monocle is, I think you pick up one issue it seems to 
introduce you to some nice things and places to go, and it will tell you a few 
challenging stories, and it will introduce you to… 
 
I love it. I have been a subscriber for many years. 
I’m pleased to hear that.  
 
I’ve got my tote bag as well!  
Well, you’ll know then, that what’s interesting is yes, it is general interest, but actually 
over the years, and it’s not there in the first issue or the second issue, but it builds up 
as a foundation under the stories, that actually you get to the point where there is a 
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very Monocle story, and you think you understand as a team of writers what your 
perspective would be. But, for example, people often say to me, “You’re a luxury 
brand.” And we are in a way, but oddly we’ve never done a fashion shoot in back of 
a limo. We’re not all about private jets. I always think that if a Monocle reader had 
their ideal method of transport, it would be a bicycle because it probably means that 
they can do the short commute from home to office. So urban living, walking, cycling 
is probably more a more on brand than the notion of having the chauffeur waiting 
outside for our audience. And I think the audience is probably in their thirties, and 
they probably still like to go to a nightclub every now and then, but they’ve kind of 
done that stuff. And they want to buy clothes that are going to last more than a 
season, and they want to buy furniture that they can have around five years 10 years 
20 years. They’re comfortable with who they are, and that feeds into everything. So 
when they go travelling, yes they want to know whether the hippest cool bar is, but 
actually they also want to know about the good old-school places that everyone 
should go to, that does it with steak, and they can be relied upon. Yes, they may 
have gone to elBulli, and gone to some fancy molecular restaurant, but more likely 
they’re looking for the place that did the best spaghetti. That’s the brand. You’ll see it 
in the furniture in this office; it’s not all bright colours and disco. It’s about the nice old 
Danish sofa that’s been made for 30 years. People are comfortable with their 
perspective. And so, when we talk about who the audience is, I know that about 
them. And just one quick aside – again, early days – someone wrote a piece in 
which they were trying to insult us and have a go at us, and they said, “Monocle is 
the kind of magazine that imagines there’s somebody out there who cares about 
Somalia and Jil Sander.” And actually they’re right. We do.  
 
They care about both.  
Yes.  
 
It’s not a zero sum game.  
No! And also, why is it, when you think about it – again, this pops up in a really 
interesting way in the magazine – it’s like, “Okay, you’re a diplomatic power. You are 
America. Why don’t you use design? You need to design the literally the best 
embassies in the world. That is a representation of who you are.” And there are lots 
of countries that get that, you know, design, brand, how all those things come 
together, are powerful tools. So yes, I do think there are people – wise, intelligent 
people – who can have a conversation with you about what’s happening in the Horn 
of Africa, and at the same time they can be passionate about what is a beautiful 
piece of design, and why does entrepreneurship matter, and why should we care 
about craft, and all these things. I think generous is the word you use, and I think it 
will mean the more people who are interested in a lot of stuff the better for me.  
 
And generalist wasn’t meant in the pejorative, it was because your writing is 
done so well, I think a general magazine could try to be lowest common 
denominator, all things to all people, but you guys are the polar opposite of 
that. 
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I didn’t… I don’t know why I didn’t take it as an insult! I wasn’t going to wrestle you to 
the floor outside afterwards. But I think it’s just interesting that a good Monocle story 
has more than one layer as well. So yes, there’s a general appeal to it, but for 
example, I think that much of the food and drink coverage we’ve done, of course it 
will tell you where to go and get a good flat white almost too often maybe, but it will 
also tell you how to set up a restaurant yourself. So there’s always an 
entrepreneurial flair, there’s always a design flair. I often say, a good Monocle story 
to the editors here, you could manoeuvre it probably across almost any of the 
departments. So we could do a really good retail story, say about a department 
store. Is that a business story? Maybe. Is it a design story? Maybe. Is it a story that 
should sit in edits?  
 
It could be all of those.  
Yes. And so a good layered story should come to life on Monocle’s pages, and that’s 
even in the way that we do interviews and the way we talk to people and shoot 
things. I like to think, that even if you’re coming to the magazine more for one of the 
sections, you’ll be interested in all those things because we present them face value 
in a general way, but as you dig into them you could find more information that’s 
pertinent to you. 
 
One of the things that I enjoy about the magazine itself is, unlike a website 
where you literally just click on stuff that you want to read and you end up 
navigating your own experience, the magazine is a curated linear experience. I 
open it up on page one and I browse my way through it, and even that 
experience has been curated for me by you, which an interesting and 
enjoyable journey. 
Here’s a good debate, and a debate we’ve had in the magazine. What’s interesting 
is, it is curated or edited, and highly selected, so as you know, we have a business 
travel guide series, and we decided in there never to recommend more than 10 
hotels in any one city. Because you can go on to TripAdvisor, and I’ve done it myself, 
you can go on to one of these recommendation sites and type in a city and you’re 
like, “I literally don’t know where to begin and I don’t know if I trust any of these 
people making comments.”  
 
I’ve never gone on TripAdvisor anyway, because I don’t want to walk into such 
hatred and vitriol and bile. The whole thing just seems to be a cesspit of 
misery and people complaining. 
Well, I think I’m pretty confident you can put the tag line underneath the name 
Monocle, the cesspit of misery, because we’re certainly not that! So our shtick is, 
let’s come from the other side. Let’s just really pick the things we care about. And 
again, a quick footnote on the hotels. You are just as likely to find a good two star as 
a good five star recommended by us. That’s the world. 
 
So you mention what makes a good Monocle story, but what makes a good 
issue of Monocle? I’m not suggesting you have like a formula, but you must 
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have, when you start the editorial planning, in your mind’s eye, about the 
certain boxes that it will tick, the subjects it will cover, the kind of experience 
that you want to create. What are the levers, and in what order would they go? 
Well, first of all there’s a pitch process from the editors. Every story from Monocle 
needs to be something that can come to life visually as well as in text., and often 
people are pitching good ideas where I’m not so sure that we can shoot them in an 
interesting way or tell the story in interesting way. You were talking earlier about the 
Internet, for example. Now, there’s two little tests that are interesting. One, I try and 
say, “If you can just go online now and google this, and find all the answers to the 
things you are suggesting, let’s not do it.” Because we are this curated linear 
experience, and I don’t want to get into the world of a mass of information.  
 
A kind of Me Too brand, It just cheapens everything. 
Yes. 
 
Your distinctiveness is the fact you don’t do that. 
And the other thing I say to people is, does it pass the Sydney beach test? Now, the 
Sydney beach test is the person who is on their own on a sunny day and they’ve 
gone to the beach, and they put the headphones on and they’ve got a copy of 
Monocle, and they crack it open, and do they care about what you’ve written about? 
Now, often, the thing that they will care about… it doesn’t mean it is a big global 
theme, and I’m not saying, “Okay, let’s just cover these giant topics.” Often, the thing 
they care about is, okay, we’ll be telling the story about somebody who decided, for 
example, to take over their neighbourhood store because they didn’t want to see it 
closed, and they were scared that people would have to travel miles after that to get 
fresh food. So they’ve taken it over. Now, that story is being repeated in every place 
around the world. We’ll tell the story of the person who has a clever idea to make 
you a little bit more cautious about your use of plastics when you go to the 
supermarket. To be honest, we don’t bang on too much about that, and we’ve never 
done a green issue, but subtly we want to kind of bring up those stories. Now, that’s 
a story that will cover everyone’s interests, so often it’s the hyper local, it’s the 
detailed, it’s the reference that will get people’s attention. But sometimes people say 
to me, “Okay, I’ve got this really interesting story.” Okay, if you’re interested in British 
politics maybe that’s interesting, but I don’t see how that will have legs to travel. So 
those are the tests. And then we try to pull something together that covers the world, 
that covers the places we know we have deep readers, and people who are 
passionate about the brand, and then, you know, which has always been the case in 
all my entire career in journalism, there’s the awful bit when you send it to print, 
because off it goes – we normally send on a Friday, or it’s meant to be a Friday, but 
it always drifts over the weekend – and then 10 days later it comes back in. And that 
10 days… 
 
Agony.  
Well, it’s kind of agony, but something happens that is out of your control, and you 
send it and you think, “Oh, my God – I’m not sure all that really came together.” And 
it comes back in and you’re like, “Oh, my God, this is pretty good. This worked.” It’s 
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got it’s got the right juxtaposition of stories, it’s got short and long, it’s got shade and 
light, it’s entertaining in places, there’s stuff that people don’t know. And other times 
you are really confident about the issue, and you send it off, and it comes back, and 
you’re like, “Something’s missing. I just don’t know what it is.”  
 
And it’s too late.  
It’s in your hand! But there is still something, you know, me, Tyler, the art director will 
often go up and look at the wall of all the covers we’ve ever done, and we’re trying to 
think what the file cover image should be, and again there’s a really good example. 
Sometimes you choose an image and you’re like, “That is not going to work.” And 
then it comes back and it goes on the newsstand, and it’s one of the best sellers of 
the year. Maybe that’s why you enjoy your job in the end, because it’s not a boring, 
predictable world any more, and you’re surprised sometimes by what really engages 
people, and then other times it doesn’t. Although I’ve found that a dog, a pair of 
glasses, and a gent with a beard on the cover work reasonably well most of the time, 
but again it doesn’t work all the time. 
 
That actually begs quite an interesting question, really. I subscribe so I get my 
copy regularly, but you mentioned then about certain issues doing very well 
and others not. To what extent do sales vary? Is it like the front page of the 
Daily Mirror where sales can go up or down 10 percent on the day depending 
on how interesting the splash is? Are there certain things that you know will 
do well or is it a fairly consistent, fairly loyal audience that would buy on the 
newsstand regularly anyway? 
No. If any of the editors who you see have ever told you that they have a consistent 
sale that is exactly the same every month, I don’t believe them. I’ll try to explain a 
little a bit more. So we did a transport cover. Transportability, how we get around our 
cities, the future of the car, our relationship… they are all great things to engage 
with. And we’d shot a couple of covers, and no one was very confident about the 
images we had, but we wanted to stick with the theme. We had another story that 
we’d done that happened to have a reasonably good out picture, which is purely the 
front of a train. Now, we decided to go with it and it was a really great selling 
magazine for us. Now, it’s just a picture of the front of a train. The cover lines were 
good, but do people really have time to read all those couple lines? And we’ve tried 
to analyse it. Is it because the train kind of had a face, because it’s got two big 
headlights and grille at the front? Is it because it was bright, sparkling red? Did just a 
lot of train spotters by the magazine that month? I don’t quite know. But somehow it 
caught people’s imagination. Maybe it was public transport, maybe it was about 
modernity. It just caught people’s attention. Most people would tell you that to shift a 
magazine, well, 20 years ago the law was you needed to have someone looking at 
you in the eye. You couldn’t have someone looking sideways. The more red on the 
cover, the more likely it would be to picked up. None of that stuff seems to work for 
us. And every time you think you’ve worked out what people are after, I mean, in a 
really precise sense, you’re thrown off course by something being randomly 
successful. 
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How does digital fit into this? Do you have people that only subscribe to the 
website and would never even think of buying a paper copy, or is it that you try 
to migrate most people who are print readers onto the digital experience as 
well? You’ve branched out into video and podcasting, Monocle 24… 
So there’s an interesting dichotomy here. Lots of people think of us as a kind of 
Luddite brand who’s opposed to anything that’s modernity, which is so not true. We 
have a radio station which is purely digital radio, purely an internet radio station, so 
every single show gets made into podcast. We offer that on all the platforms that you 
can think of. We have a good and active website, which is the place where you have 
to subscribe, important for our business. There’s an e-commerce site where we sell 
product and we raise money for the journalism by doing that. It’s a place where you 
can see, I think, 550 films at the last count, for free. We like all that. That’s nice 
engagement. But on the other side, we don’t do any Instagram. We don’t have a 
Facebook page. We don’t do Twitter. And we’re very quiet in that world of digital. 
And as to where I want you to read the magazine, I want you to read it on paper. 
Now, if you’re a subscriber, as you say, you can subscribe and read it potentially 
online, but we don’t make it into a magazine experience online, it’s there as a 
reference point. So you’re going to Copenhagen and you log in as a subscriber, you 
can find everything we’ve ever written. But, boy, I’m not wasting too much time on 
that. It is a useful asset for our subscribers and I want to make it an enjoyable 
experience for them to use. But as a reader, I want to direct you to the magazine 
because that’s where the stories look best. We’re champions of print. We believe 
that if you read stuff on paper it just means more to you. You take it in in a different 
way. And we’re not a charity. And also because that’s where the amazing brands 
advertise in Monocle month after month are most present, and we are still a 
business that is driven by print advertising. 
 
Good journalism has to be paid for, and I think it’s sustainable, isn’t it, if you 
just stick all of your content available online and just hope for clicks, and hope 
that you can get some advertising revenue. It only works in, say, the BBC 
which is state funded, the Guardian is going into a supported model; no one’s 
managed to make a website work commercially where they just give 
everything away online because it devalues it.  
So we’re not a big brand and we have to make money. So we have to make sure 
that, at the end of every year, we’ve had the cash to pay people’s salaries and to 
expand and do all the things we want to do. So you have these conversations that 
come up again and again, you know, a few years ago it was like, should you be 
doing an iPad version, and then it was get more people subscribing on the iPad, then 
let’s see what other people do, let’s see how it goes for them. Nobody talks about the 
importance of an iPad version of their magazine any more because actually people 
jumped from the iPad and they went to the mobile experience. We were told quite 
clearly within three or four years all magazines will only be experienced on the iPad, 
and that just didn’t happen. So if we’d invested in that that, that would have been a 
mistake. So we sat back from that. With the world of Facebook, we’re like, okay, this 
is nice that they are offering connections and they put your information up and you 
make some noise for you. But surely, they’re going to get all the advertising revenue.  
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They do. And you end up just populating your own Facebook page with your 
content, they get all the dwell time and the online clicks and all the advertising 
goes straight to them. You’re literally creating content for them for free.  
Exactly. And there’s a there’s a nice guy called Thomas Lindner, who is the guy who 
runs a German newspaper the Frankfurt Allgemeine, and he very amusingly said to 
me, “Look, this is this is how you have to imagine it. That Google, Facebook, all of 
our rivals,” and let’s point out, in the UK they’re getting like 70% of that kind of online 
advertising, “What they are is mustard. They’re like a strip of mustard. And do you 
know what? Mustard needs to sit on the top of a sausage. And we’re the sausage. 
And we’re giving them the sausage for free every day.” He said, “Without us, they’ve 
got nowhere to go. A strip of mustard is of no interest.” So I’ve followed his edict. 
 
Good analogy.  
Good analogy. We’re not giving away our bratwurst to anyone. We re keeping it, 
because it is our revenue. So we need to make money. And so we’ve been happy to 
be slow. We’ve been happy to sit back and see what other people do. I’m not saying 
it’s wrong for other brands, if you’re a pure newspaper brand probably you’d have to 
get engaged in the world of Twitter, but for us, in the end, they are rivals, and we 
don’t see the point of going out of our way to promote brands which are already 
sucking up so much of the ad revenue. 
 
But you are growing the brand and the platforms on which you operate. As 
you said, there are dozens of films on your website. You have your 24-hour 
Internet radio station. These are quite innovative entrepreneurial leaps. 
Yes, but there… so the radio was an interesting conversation. Okay, when you went 
around to talk to brands and to talk to readers and what they did… so lots of people 
we met six or even years ago, they were kind of making their own radio stations. 
They were curating a series of podcasts that they would get onto a train or a plane 
and they would listen back to back. They were downloading things from all sorts of 
places, and curating their own mini radio stations. So it’s interesting how everyone’s 
seen the film when you get on the plane these days, and people when they’re home 
don’t want to listen to pure pop music channels, to is there something we can do in 
this world. And then we noticed that actually, for speech radio, the best quality 
speech radio, tended to be state owned, so it was the BBC or it was not something 
that advertisers could go on. And the other elements of commercial radio carried so 
much advertising that bigger brands didn’t want to be associated with them. So you 
couldn’t have a good watch brand advertising after a car insurance company. So 
they didn’t want to be in the same environment. So we started talking to people and 
said, “Look, if you made a world of audio that was in that great podcast world, that 
matched what was going out on Deutsche Welle or the BBC, and also had some 
spaces for pure commercial support, we’d be interested in that.” So we have UBS for 
example, who do some amazing work with Monocle 24, and they support the news 
shows but they have no influence over any of the content. But we don’t put them 
next to any other brands, and we’ve been good about that over the years; finding 
places in all the products we do to make sure that those relationships with people 
who are commercial supporters are well defined and pure and valuable for both 
parties. 



 
 

 11 

 
Because a 24 hour radio station, there’s obviously a lot of content that you 
need to create on a daily basis.  
Tell me about it! I think it’s probably the only time when I was nearly broken by this 
place. There have been a few close moments, but when we started the radio 
station… I had been nudging him in a conversation, you know, because we had a 
podcast, so should we go to a series of podcasts and things, but he’s like, “Let’s just 
leave to do the whole thing.” You know, like, let’s build a studio and go to 24 hours. 
So you have to remember we went from doing one hour to doing full round the clock 
radio.  
 
And why not?  
And why not! And again, like with the magazine, there were quite a few things to 
learn. But I remember the first week we went live and we started with the breakfast 
show, and there was me and Tyler and Rob on that first show, and it was like a bit of 
an event, like, “We’ve done the show!” And you come off and you think, “That is 
going to happen every single day for eternity.” So this is a really different discipline. 
And I remember sitting out at the front desk after I hadn’t been home again for like 
19 hours, and there’s a photo of me kind of almost lying on the floor trying to take a 
phone call from, I think, Tyler somewhere around the world, saying, “What’s going 
on?” But we got there, and we learned that craft, but again, the amazing thing about 
that is, this was a magazine that had the routine of every magazine. It started at the 
beginning the month a little bit quiet and you’d build up to press day. Once the radio 
started we became a newsroom. And that has allowed us to do so many other 
things, you know, the debate, so there’s a morning conference every single day 
about the news topics we want to cover, what are our angles, what do we think. So 
just as that is… it’s like going to the gym every day. It’s like physical fitness for the 
brand. It made it taut and lean and focused and awake all of the time, and you never 
have that moment now where there’s people pondering what they should do next. 
We’re doing it every day. 
 
What’s the audience then, for the station? Are they magazine readers, or is it 
beyond? Presumably you’re trying to attract as wide an audience as possible. 
I’m very happy for the whole world to tune into the shows. So people are coming via 
subscription, so for example they might be coming via iTunes and subscribing to one 
strand. So what’s interesting for us is you try and create this ecosystem that brings 
people around the house. So someone may be, for example, interested in cities, 
urbanism, the world of how you make nicer places to live, and I present the show 
called The Urbanist. Now, you could come into that stream by finding it on iTunes, 
and then you realise that it’s part of a magazine world, and then you come into the 
magazine, and when you come to the magazine we nudge you out to the world of 
events or books. So I think that’s one of the benefits, but I think all the people who I 
meet via radio, they seem to be very similar people to the readers for the magazine. 
There’s obviously a crossover, but the audience for radio/audio, because it’s free 
and it’s broad, is big and there are many people who are just radio listeners, which of 
course again is free. 
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So there is, in a sense, a consumer journey, if I can call it. Whatever the 
original touch point is with the brand – radio, print - you’re then looking to 
move them to become also purchasers of books, attendees of events etc.. 
The idea is, you get people into the brand world, which is which is a common story. 
But for us, we’ve learned that keeping your brand sticky and people part of it is 
actually gritty, hard work. So, for example, those events, some of them are paid for. 
We do one thing, which is a weekend about quality of life, but there are a lot of 
events that are free. There are lots of moments when you can come and meet 
editors, or if you’re a subscriber I hope at some point we have invited you to 
something, and you can come along and have a glass of wine. Now, that’s proper 
social media. And once people come into that world… 
 
That’s actual social media. 
Yes, I know! And if you’re on a good run you could get invited to quite a few things 
and make your money back in champagne, I think.  
 
I never get invited to anything, I can assure you. But that’s on account of my 
unpleasantness. And my intemperate disposition.  
You’re the one I’ve got the red cross next to their name for next time! But if you come 
into our world and we get a time to talk to you and we get to hear your views, and 
then you feel part of this… club is a much abused and overused word, but you 
certainly feel there’s a relationship with the brand that’s a little bit more intimate than 
maybe some of the big players could afford to do. 
 
What’s a typical week like for you as editor? What is your role now? And I 
know you yourself have reported from, say, the Azores for Monocle. Do you 
like to get out and about yourself? 
What is my role? I often ask myself that, on a Monday, certainly, and most definitely 
on a Friday after a glass of wine! It’s interesting, because as you say we’ve got all 
these moving parts. My job is to look after anything that is editorial.  
 
Because you’ve got the agony of choice really. There’s so many things that 
you can focus on that you have to choose. 
Yes. And a bit like a beacon on a lighthouse, your attention falls on different things at 
different points of the week, and across the month and across the year. So at the 
moment we’re looking at a couple of parts of the business we want to change up a 
little bit for this year. That’s where my attention would get pulled in. So some days, 
it’s very much a business head, an entrepreneurial head, alongside the team here. 
Other days it’s purely journalism. I like to get out and do stuff, but I have to be aware 
that is it realistic for me to be away for a few days? I like to go and see our offices 
around the world and seen the teams there and work with them.  
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What’s the headcount of the organisation at the moment? 
I think it’s about 105-110, but that is literally counting everyone from CFO to front 
desk. 
 
That’s an incredibly large number. 
It’s not. I’ll tell you why.  
 
That’s not a large number at all! Hopefully they can edit out the earlier mention 
of it! 
No, you’re right! It’s a big number.  
 
I suppose come payday it is.  
Come payday it’s a big number but I look at, for example, the design team. There’s 
our art director, and then he has two people who work with him on production of the 
magazine, and then a product design guy who designs stores and all the packaging 
and anything we do like that. Now, when we started on day one when we were just 
doing the magazine, there were three of them. Now there’s four of them. Now, that is 
kind of nuts. He doesn’t do the books – they have their own designer – but that is a 
huge amount of work, and I think most people here have got… you know, you’ll 
speak to an editor here and there, editing a book, they’re making a film, they’re 
hosting a radio show, they’re doing their section, they’re going out reporting, they’re 
ambassadors for the brand.  
 
Sounds great.  
It is great. And my God, when you when you interview people for jobs and say, 
“What do you do in your current position?” and you realise that they’re aggregating… 
why are all the words associated with journalism now so ugly? Aggregating content. 
It’s like, who got into this business to aggregate content?  
 
I’m all about content aggregation; it gets me out of bed in the morning. 
It sounds like you’re laying a road, doesn’t it? “Where’s the aggregate?” But again, 
like the music thing, is often people in that first, when they’re getting the job, they’re 
like, “Can I just check, will I get to travel?” And after six months they’re like, “Any 
chance I could stay just in London this week? I’ve got so much to do!” I don’t know… 
if you’re a journalist, so for me too, I do stuff on the radio every week and I get to 
write some small things in the magazine, even on busy months. But you get to the 
end of the week and you think, “Okay, I’ve met x who’s a philosopher, I’ve met so-
and-so who is a prime minister, all coming through the front door here in a week.”  
 
And me.  
And you!  
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I’ll tell our listeners we’re recording out of Monocle this here.  
Yes, we’re actually in the offices of Monocle. This is this is going to be one of the 
bigger experiences of my career.  
 
And rightly so! Well, in terms of what the typical week is, let me ask the 
question in a slightly different way. What’s a good day and what’s a bad day? 
What are the bits about it that you enjoy and which are the days where you are 
on your way home thinking, “You know, if I signed on, I’d get £53 a week, 
housing benefit, free dental and eye care and half price bus travel.”  
And I need the eye care, that’s for sure! A good week is perhaps not being in London 
for the entire week, so in the coming weeks I’m hosting a part of a conference in 
Lisbon in the next couple of weeks I’m doing a story in Poland in a couple of weeks. 
So being out and about one or two days every week. I love the team here, and the 
people I work with, so if I have a good project that comes to fruition, I like working 
fast and with energy, and getting stuff done, and if there’s a week where I get to the 
end of the week where I think, “Okay, we really nailed it.” I am not fearful of late 
nights and early mornings. I like that adrenaline. What is a bad week? A bad week is 
where there’s a sense that stories didn’t come to fruition, that people have not 
delivered own guarantees, and that goes across the houses. But on the whole, how 
amazing for me? I’ve been in journalism many years now, and I get to come to work 
with people who are much younger than me who are energetic, excited, passionate 
about what they do. 
 
I hate those people. That stage of optimism. How dare they!  
I hate their over-full bushy hair, but apart from that I mostly quite like them! And also 
for me, I’m a kid from the home counties. I was the first person in my family to go to 
university. There has never been anyone who had been in the world of journalism. I 
didn’t have any entry card. I got in here through the way that many people here do, 
through working for nothing, doing internships. 
 
Graft.  
Yes. Graft and one or two nice people. We all need that. We all need somebody who 
spots a little bit of potential, and even when you don’t probably deliver it, the quality, 
realises there’s a bit of a journey there. So I’m not saying that I’m mentoring tons of 
people here, but that part of the job is super nice as well. Here’s a group of people 
who you can help along in their careers, and that is probably the most rich 
experience that you get at the end of the week if you feel that you’ve moved the 
business on and the team as well. 
 
What’s your relationship with Tyler like? And I am hoping you’re not going to 
give me the Hollywood answer where you say he’s great. I’m hoping you are 
going to say, “Well, I’ve got nothing but sneering contempt for him, and we 
barely tolerate one another.” 
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So we we’ve known each other for well over 20 years, so I was working at Time Out 
magazine, he came in to try and sell a story, and my boss wasn’t there, and he came 
back a few times over the next couple of weeks and by fluke she was never there. 
And then one night he said, “Do you fancy going for a drink?” He was working up in 
Manchester, working for the BBC, and we went for a drink, and we’ve been friends 
ever since. So I’ve known him very well, but this was the first time of working with 
him. When I came on board, I was like, “We should be cautious about this, us being 
friends, how this is going to work.” He’s like, “It’s fine, it’s fine. It’s going to be fine.”  
 
He seems quite constructively cavalier about these things, like quite relaxed in 
a positive way, like, “Oh, let’s just do it.”  
Yes. Anybody who’s as driven is he is, and as all of us are, you tend to be looking 
forwards always. You can’t be worrying about the things that didn’t go right and the 
things that fall by the wayside. You’re determined and you go ahead. So he’s 
certainly not all pussycat, but he’s certainly not all grumpy, growly tiger as well. He’s 
just a determined character. So I get on with him very well. But I also get on very well 
with him because while we have an exact shared vision, and the same things tend to 
be riling points, and the points we laugh, and all sorts of things, is actually we have a 
different relationship to the brand as well. So he’s certainly the best person at having 
a commercial aspect. He has a life that means he’s not really in London too much, 
which is good because it means he comes back for a few days every month and he 
has a clearer vision about what’s on page than somebody who’s been here going 
through the daily compromises of putting the business together. And we get on; we 
travel quite a lot together. We certainly would have a laugh if we’re having dinner 
together. We have a good relationship, but I certainly am aware of the demands of 
the business every day, and I make sure that together we deliver, for financial 
reasons, for editorial reasons, all the things that we need to do. 
 
You publish the winter weekly and you’ve done the summer weekly, so you 
clearly believe in print, and not just beyond the 10 issues of Monocle that 
come out each year. 
Yes. So we did a summer series of newspapers. We’ve done a winter series of 
newspapers for each run, and now we’re looking at how we might do some special 
issues over the coming months, and we will definitely be coming back with two or 
three more series of newspapers this year. So, for example, the winter newspaper 
we focused on distributing it in places where our audience would be on holiday in the 
winter, or in the snowier world, and in the summer we distributed it around resorts 
and around sunnier countries. So it was a way of us trying to stay in touch with our 
audience when they went away, but especially the summer newspaper was quite a 
more traditional newspaper at the front; there was proper news reporting. But it’s a 
weekly, so it is not a daily newspaper with those rigours, and we did it for several 
reasons. One, we’ve been intrigued about what the future of the newspaper is, and it 
feels that lots people are beginning to find good answers to that. And if you started 
from here, what would be the starting point? You wouldn’t start these days with 800 
people; how could you do something that was lean in the world of comment that 
came out every week? And also, here’s the funny thing: so many people have 
neglected the newspapers. We went out to market and said, again to commercial 
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partners, “Look, are you interested in this?” and people loved it. So we had amazing 
advertising. We also did an interesting thing we said, “You can have sector 
exclusivity.” So if you are the one watch brand in the summer newspaper, we won’t 
take any other watch advertising but just come in across all four issues. If you want 
to be the one fashion brand or the one car brand, and it appeals to people. So it’s 
funny, I think that there’s been so much focus on digital and mobile, which is all cool, 
but actually when a brand sees they’ve got that outside back cover on a piece of 
newsprint, very high quality white newsprint, they’re lying there on the sun lounger in 
the summer and they see someone 200 metres down the beach reading it, there’s 
brand positioning. Now, you could have all of 199 people looking at your gif online 
and no one else on the beach would know that you were looking at that brand. So 
we’re very clear that print still does some amazing things that digital can’t do, and 
one of those is display and size and capturing people’s imaginations and making you 
feel part of something again. 
 
What’s next for Monocle? Where are you going to take it? And also what’s next 
for you? Is this job so good that they’re going to have to basically prise you 
out of the building in about 30 years, or will you leave in a coffin? Or do you 
have a plan to say, “I want to give it another five years and I’m going to 
become a horticulturalist.”  
The horticulturalist thing is quite appealing actually! I like my roof terrace. Do you 
know, in all of my career, in all honesty, and I know I’m dodging the question, but in 
all of my career I’ve never been somebody who said, “In a year’s time/in two years’ 
time/in five years’ time, I will be doing this.” And all of the twists and nice journey that 
I’ve had in my career have all been accidents. A conversation with someone. 
Discovering something that was about to happen. Even with this, I just happened to 
be at a dinner, happened to mention there was a bit of a timescale to my move. 
 
Serendipity, but your hard work put you there. 
Of course! But for the brand, I think that we hold this idea of being a trusted and 
niche is probably not the right word, but we want to be a luxury brand, or a high 
quality brand, for news and comment in the English language, and we still feel we 
have a lot of work to do about that. But I think certainly remaining loyal to all our 
principles, and all the formats we like. So we will we will be using paper in a way that 
we feel delivers content in a really fascinating and interesting way, and challenges a 
market which I think too often has believed in the latest shiny toy and hasn’t stepped 
back to think, “Okay, what does this genuinely mean for our business and our ability 
to make money and sustain the staff that we have within our walls?” 
 
Next question, then. Who do you think the next editor of Monocle will be, and 
what advice would you give to them? And I don’t mean name names of course, 
but do you tend to promote from within or do you think it will be someone 
external? Jeremy Vine, I asked him that many years ago and he said, “The 
person who will replace me on the show will be in 15 to 20 years from now, 
and they will have just graduated now from a northern university, in media 
studies or broadcast studies or something.” I thought that was quite insightful, 
actually. You must see at some point, whenever the time to move on comes, 
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who do you think will be the type of person that will replace you? What will 
their background be? 
I’ve got a horrible feeling their name is Paul at this moment.  
 
I’ve no discernible talent! It won’t be me.  
Here’s an interesting thing. I think that if I step out of here tonight and get run over by 
36 bus – and I’m sure that all of the drivers of number 36 buses are very careful – 
but if that happened, that actually we have created something within Monocle that 
could sustain itself without my presence. I’m pretty sure of that. I look around at a 
generation of young editors here, many of whom have been here now five, six, 
seven years, and they have a skill set which is unbelievable, and also I look at them 
and I could I could not have done what they do at their age. And the technology and 
the demands weren’t there in many senses. But I sit next to an editor who currently 
at the moment is editing a book, editing a specialist magazine, doing a section in the 
magazine, doing a radio show. I don’t think I could have sustained things at that 
quality, and I am pretty confident there are people within this building who would 
quite effortlessly take my role in the coming years. And that doesn’t make me 
nervous, it makes me delighted to think that people, often who came into this 
building as interns, and who I’ve had a relationship and encouraged and been part of 
their lives, will one day take this over, yes. 
 
Andrew, it’s been an absolutely fascinating discussion. Thank you ever so 
much for your time.  
Thank you. 


