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O: The Oprah Magazine began with a vision and a responsibility Oprah Winfrey felt she had to share with and provide to her viewers. In the May 2000 premiere issue, Winfrey wrote that her “hope is that this magazine will help you lead a more productive life, one in which you feel a sense of vitality, cooperation, harmony, balance, and reverence within yourself and all in your encounters. That doesn’t mean living a life without frustrations, anxieties, and disappointments. It means understanding that your choices move you forward or hold you back... I believe you’re here to become more of yourself, to live your best life. The magazine will present articles and stories of other people to help women look at their lives differently” ("Premiere Issue of ``O, The Oprah Magazine,'' the Women's Personal Growth Guide for the 21st Century"). 
Each issue advocates her message and enlightens readers and supports their needs. The magazine’s success, Hearst Corporation’s second most profitable publication, is highly due to the consistency of her brand and her loyal dedication to providing her readers with information and ways to improve their selves and their lives (Kelly, “Gross to Go From O – She Made Oprah Mag a Success for Hearst”). Like many publications in recent years, O has suffered dips in newsstand sales and subscriptions, specifically 6.3 percent in the first half of 2008 and low ad pages (“Magazine Sales Fall 6.3% at Newsstands”). In order to combat declining sales, the decision was made to modernize the magazine with a redesign without alienating O’s 2.4 million circulation to coincide with its tenth anniversary in September 2010 through making cosmetic and editorial changes (Kelly, “Hearst planning makeover of slumping Oprah Magazine”). 
So as to adhere to Winfrey’s vision and larger than life brand, she hired Robert Priest and Grace Lee of Priest + Grace as O’s design directors (Priest) after collaborating with them on O at Home, O’s quarterly spin off, which ceased publication in winter 2008 due to low circulation (Moses, “Hearst to Fold ‘O at Home’”). Priest and Grace conjured up ideas for O’s redesign by keeping in mind Winfrey’s wish for readers to live their best lives along with the magazine’s history. After appearing on the covers of In Style and Vogue in 1998, Winfrey’s issues went on to sell an average of 855,000 copies on newsstands for both publications (Kuczynski, “Winfrey Breaks New Ground with Magazine”). It made perfect sense to expand her brand to magazines with the help of Hearst Corporation’s magazine division allowing her to gain a new audience for her message, one more affluent than the one that watches her talk show. 
O made its debut as a “personal growth guide” for women 25 to 49 on newsstands with its May/June 2000 issue (Kuczynski, “Winfrey Breaks New Ground with Magazine”). Many editorial highlights of the premiere issue featured an exclusive interview with Camille Cosby, wife of Bill Cosby, about the sudden tragic death of their son, Ennis, Tina Turner’s secret love of horror movies, singer Jewel’s journal entries, and advice columns from Winfrey’s protégés, Dr. Phil McGraw and Suze Orman ("Premiere Issue of ``O, The Oprah Magazine,'' the Women's Personal Growth Guide for the 21st Century"). All of these had universal appeal to O’s demographic and the distribution of the first issue was 850,000 copies (“‘O’ is For Oprah – And Her Magazine”). 
“This magazine is the book I never wrote. It’s an opportunity every month to use my voice, but also to share what I have learned from other people’s wisdom. It’s about challenging readers, inspiring them and getting them to figure out what’s important,” said Winfrey (Kuczynski, “Winfrey Breaks New Ground with Magazine”). She was and continues to be highly involved with the development of the magazine and has final say on decisions regarding advertising and editorial content. The premiere issue saw a hefty 166 pages of advertising bringing the issue to 324 pages with editorial content (Kuczynski, “Winfrey Breaks New Ground with Magazine”). Winfrey also does not allow certain types of advertisers in the magazine, such as tobacco companies. 
One aspect of O that is not typically seen in women’s magazines is that the table of contents are located on the second page of every issue. She did not want her readers to have to sift through 20 or so pages of advertising before getting to the table of contents (Kuczynski, “Winfrey Breaks New Ground with Magazine”). After starting as a bimonthly publication, O quickly became a monthly in September 2000 due to successfully selling 1.6 million copies on newsstands and enlisting 525,000 subscribers (“After One Issue, Oprah Editor Resigns”). O also increased its rate base from 500,000 to 900,000 (“New Editor Named at Oprah Magazine”). 
Since its inception, O has been managed by a prestigious editorial team selected by Winfrey that includes her best friend, Gayle King, as editor at large and Adam Glassman as creative director. O has also seen its fair share of editor-in-chiefs throughout its history, including Ellen Kunes, Amy Gross, Susan Reed, and currently Susan Casey. Much of O’s success can be attributed to the leadership of Amy Gross, who began editing the magazine 2 ½ issues in from 2000 to 2008 when she took over for Ellen Kunes (Kelly, “Gross to Go From O – She Made Oprah Mag a Success for Hearst”). Throughout her tenure at O, Gross and her team were able to raise total circulation to 2,405,177 (Kelly, “Gross to Go From O – She Made Oprah Mag a Success for Hearst”). In 2007, O was named no. 1 on Adweek’s “Hot List” for raising 10 percent in ad pages and subscribers despite a nine percent decline in newsstand circulation, bringing them to a total circulation of 2,382,917, above their rate base (Kelly, “Adweek Crowns Oprah Mag Queen”).
Many U.S. magazines in the first half of 2008 were hit hard as newsstand sales fell 6.3 percent attributable to consumers cutting back on nonessential spending (“Magazines Take A Hit From Newsstand Sales Dip”). Along with O’s newsstand numbers weakening, circulation underwent a more than 10 percent loss from its best readership of 2.7 million in 2004 (Wyatt, “A Few Tremors in Oprahland”). Circulation also fell flat compared with O’s competitive peers Martha Stewart Living and Real Simple (Peters, “Editor’s Impact Begins with a Capital O”).  Single copy sales were down 25.2 percent to 625,961 (Moses, “Susan Casey Named Editor of O, the Oprah Magazine”). More challenges came for O in April 2008 with the announcement that Amy Gross was leaving the magazine and retiring from the industry (Kelly, “Gross to Go From O – She Made Oprah Mag a Success for Hearst”).  After enjoying five consecutive years of growth in advertising pages, 2008 correspondingly brought new problems for O in retaining advertisers (Wyatt, “A Few Tremors in Oprahland”). Pages were down 30.7 percent to 694 from January to July 2009 and O missed its rate base twice by 5.1 percent and 4.1 percent (Moses, “Susan Casey Named Editor of O, the Oprah Magazine”). 
Less than a year after replacing Gross with Susan Reed as editor-in-chief, O began a new era in its history by procuring longtime Time Inc. editor, Susan Casey in July 2009. With regards to her hiring decision, Winfrey stated that she “recognized her talent as superior to my own, in the magazine world. I have never met a person more open to saying yes to life on an everyday basis than Susan Casey” (Peters, “Editor’s Impact Begins With a Capital O”). So as to contest diminishing sales, Casey inaugurated changes in collaboration with Winfrey to replace the design director and many of the publication’s editors (Kelly, “Oprah’s O in Overhaul”). With the aim of breathing new life into the magazine, she worked with a number of outside designers to revitalize and bring a new perspective to O. A new monthly column by Dr. Mehmet Oz was added in a bid to closely align aspects of the magazine with ‘The Oprah Winfrey Show’. “Every time there is a direct link with the show, it’s good for 100,000 in circulation” (Kelly, “Casey’s At The Bat At O, The Oprah Mag”). More changes were coming for O with the announcement in November 2009 that it would undergo an extensive redesign to coincide with the magazine’s 10th anniversary issue. “It will be virtually every page of the magazine” (Kelly, “Hearst planning makeover of slumping Oprah Magazine”).
Despite news that readers would experience the restructure in the May 2010, Casey’s yearlong refurbishment of the publication was not realized until the September 2010 issue, which fittingly overlapped O’s makeover themed issue. Transformations to a magazine can be problematic for readers to accept, especially once they have become accustomed to having articles and photos presented to them in a familiar way. “But tinkering with O poses even greater risks because it is one of the most widely read women’s magazines, with a circulation surpassed by just a handful of giants like Cosmopolitan and Woman’s Day” (Peters, “Editor’s Impact Begins with a Capital O”). 

O readers have high expectations with every issue and in order to create and execute an effective redesign, Casey and Winfrey collaborated with Priest and Lee once again after establishing a working relationship at O at Home to ensure that the new design compliment the magazine’s mission, stories and advertising (Priest). Priest and Lee wanted to make certain that O’s motto of “Live Your Best Life!” continued to inspire all sections of the magazine with the redesign. Priest and Lee wanted the magazine to be more abundant, delightful, and aspirational for readers as “with Oprah, everything is larger than life. Lively and upbeat” (Priest). 

It took about three months for Priest and Lee to incorporate major changes into the redesign. They changed the way photography was set up, typefaces, and colors in the magazine in order to accomplish the larger than life sensibility of Winfrey’s brand (Priest). Since O is a very visual magazine, it was important for Priest and Lee to work with creative director¸ Adam Glassman, and photo editor, Katy Shard, to improve the ways photographs were set up in the magazine, especially when placed next to stories (Lee). An example that Priest gave to describe the new way photographs would play a role in the new O was that instead of shooting a stem in a glass vase, they would now shoot 50 beautiful roses instead. They were looking to be more over the top without being too aggressive as to not offend readers.
“The idea is to be strong when we are doing a story that is quite serious and more playful when doing a fashion or food feature” (Priest). By being straight forward in O’s photography, an enormous difference was made to compliment the stories they go with.  To compliment this idea, O began using jewel-toned colors on their cover and throughout the magazine, specifically in the section headers, small and large headlines, and pull quotes (Lee). 
Sustaining O’s playfulness and infusing more of Winfrey’s personal style into the magazine were key reasons for typeface changes to the publication. Priest and Lee approached Paul Barnes of Commercial Type, a New York City firm, to design a typeface that would accurately reflect Oprah’s grandiose taste. In an interview with blog “The Case and Point”, Priest and Lee stated that the typeface “had to be strong enough to carry the weight of Oprah’s reputation as an entertainer, teacher and thinker, but it also had to be feminine enough to feel delightful” (Milne, “Wyatt for O Magazine”). O uses Wyatt in optical variants with five different weights ranging from very light to bold and usually at a size of 18pt through an issue. As a serif typeface, Wyatt is used in italics to bring a delicate flourish to headlines and more energy to features (Milne, “Wyatt for O Magazine”). Priest affirmed that O rarely uses a sans serif typeface in its new design (Priest). Priest and Lee also incorporated a circle motif in the background of all the magazine’s section headers to go along with O’s namesake. Examples can be seen in “Live Your Best Life” (O: The Oprah Magazine Sept. 2010, 43) and “Feeling Good” (O: The Oprah Magazine Sept. 2010, 135). “It is the world’s most perfect design. Why not just run with it?” (Priest). 

Along with this redesign, O has been able to survive and thrive in publishing by adapting its print edition to up and coming digital formats like Apple’s iPad. Priest and Lee were an integral part in O’s December 2010 debut on the iPad format. Working with Slow Motion programmers at Hearst and using Adobe InDesign files, a code was written for the magazine application in less than three weeks’ time. Slow Motion’s programming also allowed for functionality that O’s digital readers have enjoyed since its introduction (Lee). 
O’s digital editions expose readers to many interactive features, such as drop down menus, animations, and links that can bring readers to outside pages. One page of the print edition of O is equivalent to four pages on the iPad and is only available in a vertical version. The application also allows readers to view exclusive content or photographs that had to be eliminated from the print edition. An attribute of O that is well known is that Winfrey is featured on every cover since the magazine got its start. Now with the iPad edition, she is able to record a video at her cover shoots introducing digital readers to what the respective issue has to offer for the month (Priest). 
Hearst Corporation expanded O’s issues in 2011 to sell through the Barnes and Noble Nook and Zinio platforms (Peters, “For Magazines, a Bitter Pill in iPad”). Furthermore, O has used innovative ways to draw in digital readership to the iPad by introducing reader incentives, such as a coloring contest. In their February 2011 issue, O included a link to a free custom drawing app called “SketchBook O” where readers could “create multi-layer brush and pen drawings in order to encourage their readers to tap into their inner artists” (“Oprah Magazine Launches iPad Coloring Contest”). A new deal Hearst made with Apple in June 2011 allowed Hearst to sell subscriptions to O for $1.99 per issue or $19.99 per year giving readers more access to the magazine and its brand (Bazilian, “Hearst and Apple Strike a Deal”). Digital subscriptions rose to 18,393 by June 30, 2011 ("ABC Statement - O Media Kit"). 
Due to the success of the redesign, Priest and Lee continue in their capacity at O as design directors. Many of their responsibilities include supervising the magazine’s development in print and in the iPad edition. They work closely with seven designers, who they allocate stories and explain the needs to make the design of every issue a victory. Working closely with Jaspal Riyalt, O’s art director, they have been able to retain the magazine’s new clean and energetic identity. Consistency is key and a very high priority for Priest and Lee every month so that readers will continue to be attracted to O’s gleaming and colorful design. “For the first time, O has been very nicely designed. For all the constraints that were given, I feel that people appreciate it for its ability to translate Oprah’s message. Readers have been very open to it in a way that they can feel like they can snuggle up with it and enjoy it. It just looks good and I find that readers and designers alike appreciate its new design” (Priest).  
With the redesign and the end of Winfrey’s show, O’s publisher, Jill D. Seelig, hopes that circulation will increase for the magazine as Winfrey’s daytime viewers, missing her message, will turn to it. She also plans to improve O’s survival in the industry by escalating newsstand promotions. Although advertising pages have not fared better, only being up 4 percent in the first half of 2011 (Moses, “The Big O Brand Shifts to Print”), what is on O’s side is, that it is not the only magazine suffering. In its competitive set, Martha Stewart Living also saw declining ad pages to 66 pages. “O’s ad page performance is pretty consistent with what’s going on in the women’s lifestyle category” (Kelly, “Oprah’s New Weight Issue: A Skinnier Magazine”). O’s redesign and chances for survival are evident in the rise of subscriptions to 1.9 million from 1.5 million.
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