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WHAT'S GOING ON HERE

BOOKS

Anatomy of a
Trade Book: Part 1

FROM CONCEPTION TO COMPLETION, A RODALE
BEOOK DEMONSTRATES A TRUE TEAM EFFORT.

It all begins with a pitch—a proposal from an agent who thinks he has a
great author with a grear idea for a book. For one of Rodale’s newes tides,
that agent was Martthew Guma of Richard Pine Associares, who approached
various publishers with a proposal for a title about horses. Bur as the pitch
soon revealed, the title had a unique cwist—ir would be a coffee tble book
with lush photographs of celebrities and their beloved horses, cowritten by
an NBC entertainment correspondent and an equine publicist. To the exec-
utives in Rodale Trade Books, that combination of celebrity, imagery, and a
subject martter on target with Rodale’s mission made for a winning idea.

After meeting with the authors to ensure that the book was viable,
Rodale’s team submitted a bid for the title. The bid outlined an advance
(the amount of money that the author could expect to earn in rovalues,
to be paid up front as a guarantee of Rodale’s interest in the book), roy-
alty rates, an editorial and marketing strategy, and the promise of a spe-
cial donarion from Rodale to an equine charity. As a result, Rodale bear
out other prominent publishing houses to win the acquisition. And so
begins the life of a trade book at Rodale.

WELL-EDUCATED GUESSES

Rodale Trade Books is an aggressive segment of Rodale’s business that
continues to expand its reach into new genres while producing bestsellers
like The South Beach Diet and The Abs Dier. Rodale publishes around 120
new books each year, ranging from self-help tides to cookbooks to sports
titles and beyond. Behind each book is a group of highly skilled employ-
ees who know what it takes to make books that fly off shelves.

“Selecting a book to publish is a lot of guesswork, bur you have to know
the marketr well. It’s an advanced form of educared guess,” says Stephanie
Tade, executive editor of Rodale Books and the acquiring editor for the
horse book. “Sometimes you have to evaluare your own book-buying
practices as a consumer and carry that over to an acquisition.”

After an acquisition, the proposal comes to life in the hands of Rodale
editors, designers, marketers, and publicists. The team sets an aggressive
production schedule, accounting for
every step it will take to turn a simple
idea into an aesthetically pleasing,
worthwhile read.

A BOOK GETS A NAME
AND CELEBRITY FACES

Afrer countless meetings berween
Rodale and the book’s authors to hash
out a title, the horse book was given the
name People We Know, Horses They Love
rather than the authors’ questionable
pick, Mane Attraction. Eatly in the
process, details like the price and size

of the book were determined, and a
design concept gor under way.

INSIDE
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The pitch for People We Knows, Horses They Love stated thar the book
would be comprised of photographs by Linda Solomon along with
exclusive celebrity interviews woven into first-person narratives by Jill
Rappaport, an entertainment correspondent for NBC's Taday show,
and Wendy Wilkinson, an equine publicist. The ream at Rodale felc
confident thar the two well-connected authors could make their con-
cept a reality. According to Stephanie, “Not only should we teel that the
proposal promises a selling book; a publisher has to feel secure that the
authors can deliver the book they promised.” Brainstorming meetings
provided a list of ideal celebrities for the book, and soon after, the
authors signed on actors Robert Redford, Morgan Freeman, and Hilary
Duff, among others. Rodale Books Editor Chris Potash began working
closely with Jill and Wendy o perfect their essays, bringing each celebri-
ty'’s personality and passion to life while meeting their rigorous standards.

CREATING THE PERFECT PACKAGE

Words and images work in andem throughour all of Rodale’s books.

As the text works its way through the edirorial side, the design team is
paralleling that effort by creating a high-quality design thar will appeal o
readers and stay true to the original work. *Our goal is to provide a book
that will generate great sales and, along with that, make the trade and
edirorial groups, the author, and the reader happy,” says Darlene Schneck,
managing art director for Corporate Book Design.

Initially, Peaple We Know, Horses They
Love was sent to a freelance designer ar
the request of the agent. When the
team was somewhat underwhelmed
with the freelancer’s design, the work
was brought in-house, where Andy
Carpenter, vice president of art and
design for Rodale Books, knocked out
an early cover and Art Director Patricia
Field crafted the interior, melding just
the right combination of rext and
imagery to capture the classic look and
feel that everyone was seeking.

“Trish Field did a wondertul job work-
ing hand in hand with photographer
(continued on page 2)
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Assistant Crew Leader

Dog Owner

Olympic Volunteer

ﬁg RODALE

LIVE YOUR WHOLE LIFE”™

By Caroline M. Brown

Every minute seemed to creep by as Jean-Pierre Caravan tried to
remain focused on his closing duties at Rodale’s Iron Run Distribu-
tion Center on Friday, July 30. Then finally, as he shur down the
computers in the DC’s Returns Department, the 3:30 buzzer rang
out, announcing the finishing streech. After a year and a half of plan-
ning, Jean-Pierre would soon board a plane bound for the 2004
Summer Olympics in Athens.

An assistant crew leader and 18-year Rodale employee, Jean-Tierre is

also a four-time volunteer for the International Olympic Committee
(I0C), the nongovernmental, nonprofit association that supervises and
organizes the Olympics. This summer, he worked for the 10C’s Athletes’
Commission (IOCAC)—a position that gave him the chance w work
alongside such Olympic luminaries as Prince Albert of Monaco and
Sergey Bubka, the world record holder in the pole vaule and chairman
of the IOCAC.

Jean-Pierre’s role with the IOC began in 1996 when he was planning
to attend the Olympics in Atlanta as a specrator. Through a chance
phone conversation, he was given the opportunity of a liferime.

“I happened to call a friend to see if he had any word on Ingrid
(Neil, a murual contact, as [ heard that she had been named to head
the Olympic Museum display in the downtown Atlanta Merchandise
Mart,” recalls Jean-Pierre. “He told me Ingrid had put him in charge
of finding people who wanted to volunteer there.” Jean-Pierre—whose

(I. to r.): Jean-Pierre Caravan, a Rodale assistant crew leader and Olympic
volunteer, poses with Prince Albert of Monaco, a member of the
International Olympic Committee’s Athletes” Commission (IOCAC), in the
IDCALC Office in Athens.

" shooter to a swimmer from Peru. [ was surrounded by such incredible

passion for the Olympics even extends to his dog, Couzo, whom he
named after the Baron Pierre de Coubertin, founder of the modern
Olympics—jumped ar the chance.

Once in Atlanta, he immediately started networking with well-
connected people to work his way up the Olympic-volunteer

ladder. After serving as one of 40 Cultural Olympiad Museum
volunteers in Atlanta, he progressed to be one of only a dozen
American volunteers in Sydney’s Olympic Village in 2000. Two years
later, he assisted in Salt Lake City's Olympic Village, and finally, chis
past summer, he was named one of 16 elite [OCAC volunteers who
would help run the Athletes’ Commission clections.

“The chance I was afforded in Athens was ideal,” says Jean-Pierre,
wha is bilingual in English and French. *I had the opportunity to see
a lot of the country of Greece, but it was in the Village working for
the IQC’s Athletes’ Commission that [ really found myself in par-
adise. On any given day, I was talking with athletes, from an Iraqi
football (soccer) player to an Iranian weight lifter to an Australian

people—from just-glad-to-be-there first-time Olympians to those cur-
rent and former stars with more than five gold medals to their credic.”

A year and a half ago, knowing that in Athens he would again be
around the healthiest people in the world, Jean-Pierre, who weighed
228 pounds and had elevated blood pressure, decided it was time to
get himself in shape. He altered his eating habits and became more
active, resulting in a 45-pound weight loss and lowered blood pres-
sure. Jean-Pierre partially credits Rodale for his transformation.
“Working for a company like Rodale shows me the importance of
leading a healthy life,” he says. “Having this knowledge along with
my willpower made my weight loss possible. I now feel refreshed both
mentally and physically and plan to stay this way.”

Back in Emmaus, Jean-Pierre looks forward to returning to his
IQOCAC duties during both the 2006 Winter Olympics in Turin, Italy,
and the 2008 Summer Olympics in Beijing. “I keep volunteering for
the IOC because I like having the chance to play my small part in the
Olympic movement,” he says. Jean-Pierre adds that through volunteer-
ing for the Olympics and traveling the world, he has learned that
nothing is out of the question. “Nobody can ever tell me that some-
thing is impossible,” he says. “Many of the things I have accomplished
in my life have been difficult and unbelievable, bur not impossible.”

Caroline M. Brown is an intern in Corporare Communications.

Anatomy of a Trade Book: Part 1

" {continued from page 1)

Linda Solomen,” says Darlene. According to Schneck, People We Know,
Haries They Love started with two to three times as many photos as
appear in the final book. “With a book this photo-intense, ic's a big job
to pick out the best photos and then play with the layour.”

The design team then worked closely with the Content Prep Group. In
this case, Frank Moninghoff, manager of Content Preparation, scanned
and color-corrected each photo, assuring accurate reproduction of Linda's
prints and slides. “It’s very important that we're faithful to the original
work,” says Darlene. Finally, throughout each of the three passes, Donna
Bellis, senior layour designer, and Kelly Schmidt, copy editor, expertly
finessed the layour and rex.
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A SLOW BOAT FROM CHINA

From start to finish, a Rodale book takes about 9 months o

complete. At the end of that eycle, the text and design files are shipped
to a printer—in this case, in China. As the finished copies make their
way back to the United States on a boat from China, the marketing
and publicity teams’ plans are well under way, generating early atten-
tion for what they hope will be another winning title from Rodale.
Read the December issue of WGOH to see how Peaple We Know,
Harses They Love completes its life C}"(.Ilt:.'*
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NBC's TODAY

By Jonathan Dorn

Katie Couric really is cute—but she’s tiny, too, much shorter
than she appears on screen. That was my first impression
when she flashed her megawatt smile and stepped over o
welcome me to Rockefeller Plaza. It was June 30, a bit past 8
a.m., and I was gerting miked for what would be a 7-minute
appearance on NBC's Taday to ralk abour family camping
and promote Backpacker's August issue—one of my many
duries as execurive editor.

7:16 a.m. Green Room
My kids, Abby (6) and Hadley (8), will be part of the segment, but
they're more interested in the buffet table. Bagels, strawberries,

cookies, Pop-Tarts—they'll talk about it for weeks. | use the time
to memorize prices of the products we brought.

8:01 a.m.
Rockefeller Plaza
While Al Roker chitchats
with the setup crew and
a trampoline team
warms up for its seg-
ment, we check out our
first product, a family
tent from The North
Face. We have only 60
second bursts during
commercials to scan our
props and prep details

with producers

8:38 a.m. The Segment

Invisible to TV viewers, the crew works trenetically to capture

every angle and stay one step ahead of Matt. From the corner
of my eye, | see the set director gesturing—maove this way, keep
talking, 10 seconds lefi.

Nexr up is Matr Lauer, who in the space of 45 seconds walks
me through our segment, chats up a church group from Ohio,
scans his notes for another interview, adjusts his tie, and waves
to some cheerleaders from Wisconsin—all while listening to a
preducer run through camera positions in his earpiece. And
then—-brighr lights, cheers from the crowd, five-four-three-
two-one (yes, they really do that), and we're live. Here's a peek
at whar it rakes o ger here.

~ _ f 7=

7:47 a.m.
Hair and Makeup

Ain‘t nothing like this on local TV,
where you may be asked to do your
own touch-ups. Atter a quick style
and blow-dry—oops, there goes
actor Willem Dafoe (he's tiny, too)
we walk next door for makeup
without it, our cheeks and foreheads
will shine in the camera lights.

8:29 a.m.

Gear Check
Rodale public-relations
consultant Alissa Neil,
who landed the Today
spot for Backpacker,
adjusts the mini-
microphone clipped to
Hadley's pack strap. The
kids have done live TV,
but never in front of a
crowd of hundreds andg
a crew of 30. They're

excited and nervous.

9:06 a.m.
Basking in the
Glow

Ruby takes a breather
after her network TV
debut. Among many
other last-minute
requests, the producers
insisted an including a
dog in our segment, so
Liz Reap, Backpacker
photo editor, brought
her chocolate Lab. By
now, the crowd—once
five deep—has thinned

cansiderably.

Photos by Liz Reap
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GOOD SHEPHERD WORK SERVICES EMPOWERS
CLIENTS, EXECUTES TASKS FOR RODALE

By Michele Horon

“We're in the dignity business. We help people realize their usefulness
and fulfill their potential,” says Gregory Cunningham of Good Shepherd
Work Services (GSWS), a Rodale business partner of more than 40 years.

Cunningham is director of production operations for Good Shepherd, an
organization in Allentown, Pennsylvania, thar provides services for people
with or at risk for disabilities. Since 1958, GSWS has been a place where
the local business community’s needs and the needs of area citizens with
disabilities come together in a productive partnership. For disabled clients,
GSWS provides training and placement services to assist them in finding
and maintaining gainful employment. At the same time, it offers business-
es flexible, reliable, and cost-competitive manufacturing services as well as
the referral of qualified candidates to meet labor and employment needs.

RODALE RESPONSIBILITIES

The day I toured the GSWS facility, approximately 100 people were
performing tasks for several Allentown-area companies, including Binney
& Smith, Allen Organ Company, and Rodale—just a few of the more
than 700 business customers that contract with GSWS.
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“We always find a way to get the job done,
and Rodale has supported our efforts from
the beginning.”"—Gregory Cunningham of
Good Shepherd Work Services

Tllr-r_mghnut irs ]{Jrlg-xtanding rt:|:_a|:in:|‘|.'il'|ip with Rodale, GSWS has
completed tasks for Rodale Books (shrink-wrapping, dust jacketing,
packaging, UPC labeling, and collaring and assembling book sets); for
magazines and direct marketing (collating, assembling, and envelope-
stuffing magazine surveys and direct-marketing mailings—ar an average
of 4.5 million pieces per year for Rodale and other businesses); and for
special promotional or sport-sponsorship events (stuffing and shipping
30,000 goodie bags for Backpacker's “Ger Our More” program last year).

Don Shanton, Rodale’s corporate purchasing agent, has served as the
company’s main liaison to GSWS for many years. “It’s always a pleasure
to work with Good Shepherd,” he says. “They do excellent work, they're
efficient, and they're always ready to take on any task we give them.”

HOW WORK SERVICES WORKS

County or state agencies refer clients with disabilities—permanent or
temporary—ito GSWS, where they are evaluared on individual needs and
goals, trained and employed based on those unique criteria, and assigned

SERVICE AWARDS
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a regular work routine. Simultaneously, GSWS assesses the production
and cost-savings needs of its business customers and assigns each job a
“picce rate” based on the local community’s average wage and the average
time to complete a given amount of work. GSWS warkers are then paid
that rate for each piece they complete—the most equitable way o com-
pensate for differences in clients” ability levels.

“We create a win-win situation in the communities we serve,” says
Cunningham, “and we're always doing something new. The challenge is
to match the job with the client’s abiliries.”

Cunningham tells a story abour a contract from Mack Trucks Inc., whose
world headquarters is in Allentown. Mack gives each visitor to its offices
a lapel pin in the shape of its emblem bulldog. GSWS sought the
packaging contract for the pins but had o devise a way to assure thar
clients could count exaetly 100 pins for each package. Cunningham and
other GSWS staff brainstormed a solution: a “butterfly wing” board,
hinged in the middle and marked with 100 small circles. Clients would
place a pin on each circle, and when all the circles were filled, they folded
the “wings” up and funneled the pins into a bag on their laps—a perfect
package every time.

“We always find a way to get the job done,” Cunningham says with
satisfaction. “And Rodale has supported our efforts from the beginning.
Bob and Ardie Rodale and Dr. Conrad Raker [late Administrator
Emeritus and son of a founder of Good Shepherd] were good friends.”

Pride and joy is evident in every worker's face ar G5WS. Concentration
on the task at hand and camaraderie with coworkers seems equally
important to everyone employed at Work Services. GSWS client Tyrone
was busy running the shrink-wrapping machine on the paperback version
of the Rodale book Pilates for Every Body, by Denise Austin, when |
complimented him on his work. He gave me a big grin, shrugged, and
said, “That's my job!”

At Good Shepherd Work Services, its a job well done.

Whart's Going On Here
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we Andy Carpenter

It's hard to miss the red 1952 Schwinn bicycle leaning against the wall in
Andy Carpenter’s Emmaus office. Shortly after arriving at Rodale two years
ago, Andy, vice president of art and design for Rodale Books, bought the
bike at a tiny shop on Main Street in Emmaus—the perfect specimen to
photograph for the cover of the forthcoming Rodale title The Noblest
Invention: An lllustrated History of the Bicycle. It's that kind of devotion to
detail that led Rodale President and Chief Executive Officer Steve Murphy
to call Andy “the ideal choice to ensure the perfect marriage of words and
music for all of our titles.”

An award-winning art director, Andy is responsible for the overall art and
design of Rodale’s trade and direct-response books, including their jackets,
covers, interior design, photography, and illustration, as well as Rodale’s
book catalogs, counter and floor book displays, and more. He and his team
of 11 employees plus freelancers design more than 120 titles annually,
working closely with the editorial and marketing staffs of the Women's
Group and the Men's Health & Sports Group to ensure that Rodale Books
put their best face forward. WGOH caught up with Andy in late September.

S0, how does someone with degrees in painting and English
literature get into book designi

In college, my paintings hung in my dorm room. A friend’s sister
who was an art director saw them, was interested, and told me if

I ever wanted a job in New York to give her a call. After graduation
[ did, and a six-week assignment ar 5t. Marrins turned into 14 years.

Prior to joining Rodale, you were art director of Random
House’s Trade Division for nearly a decade. What brought you
to Rodale?

It was a good lifestyle change. [ have two young kids, and family was
becoming important. The Rodale job was a timely and perfect one
for me—and one that's encouraged me to take up gardening.

How has Rodale book design evolved in the two years since you
arrived here?

When [ came to Rodale, Steve fi"'.-lurpl‘::.', President & CEQ)] told me
my job was to create “best-in-class” book design, so Rodale could
compete with—or be better than—any other trade publisher in the
world. When I got here, | found that I had a good staff. Bur they
were second-guessing their instincts to try to please everybody and
their mother-in-law. So 1 said, “Stop designing for what #hey want.
Factor it in, bur you are the new #hey. What do you want?” [ think

their answers to thar question are beginning to speak for themselves.

Rodale is known for books on health, gardening, and fitness, but
we're now offering titles in categories like biography, such as
Pete Rose, My Prison Without Bars, and current affairs, such as
Taking Back Islam. Tell us about designing for different genres.

With diet or gardening books, it can be difficult to do them service
or present what makes them better than the next. We have to hght
to remain fresh. So rather than make them generic and cast a wide
net, we 5pu.:r1r.|, maore rime with them to l.'Il'I.li_!'L'T.‘il:it'll'.{ ‘[l"l-L'i.T [One ;1[1!’.E
who they will appeal to. Then we try our best to create a design that
appeals to that group of readers and hope the rest will come. With
Rodale’s newer genres, that gives us a whole other view of design.
Right now we're working on books on NASCAR and travel. We're

getting much more diverse. It's exciting,

We're seeing more Rodale book covers designed with words only.
How do you choose whether a cover will incorporate art or just
copy?

"'l."-'r"i[h SOMme ln:u:lL;:i— }'r.'ll'[i1_'1:||'.i|l'|_‘.' i|:1 :Iln‘ .‘-il.'l"'.'i-l_'li.‘*l.'rriL'f'I["..'l'.l i-:il'ld -::d-
publishing we do—the promise is right there in the title, such as with
The Abs Diet, so you dont necessarily need images. In that case, our
job is to make it look fun and give it that “Wow! What is that?" feel.
In the case of Win Her with Dinner [another words-only cover], there
wasn't any image we came up with thar didn't offend someone; the
tone of that book serves better than any image. 50 we went with a
phrase from the book for the cover. As far as covers with images, some
books just lend themselves to art, such as the soon-to-be-released

PFhoto by 'I'.'.i'1rli.ta Heu

Andy Carpenter, vice president of art and design :
for Rodale Books

—

Unattended Sorrow, with an image of an empty park bench, or the
upcoming 10 Promises to My Baby, with an image of a too-much-
loved bunny.

What's hot in book design, and how is Rodale
running with today’s trends?

Book covers that ask a question of the reader, thar do
maore [|:'|_.,'|_|_'|_ '|'|_:|"".1_ 'I"'IT;."‘E.L'l'I[ I;I.;'I.l.hI |_|.1,.II,,' ."'i'l.l'l'L:l CONVETS 1.]':I'-'|.'[ 5-['.-|F-" [I.-I.L'
reader in the bookstore, where there’s so much compen-
tion. I think Men Fake Foreplay does a good job of thar
with its somewhar old-fashioned tde designed as a
ticket leading to a picture of a bashful author present-
ing roses. Bright color is also definitely key for us.

We're also seeing a livelier display of books with differ-
ent trim sizes—small, square, horizontal. There’s playful-
ness in those, which we apped for the Tales for Dogs

series, which are smaller board books with literally a bire
out of the corner. 1 think books are more tactile now, too.

Chris Rhoads [senior book designer] just designed Foorball |}
Pirysics, which could easily have been presented in a generic |}

way. But he gave it a blackboard-looking cover with a raised
::.Fim: that looks and feels like football skin.

A Rodale book often has different covers
for trade and direct sales. Why?

Historically, it was thoughr thar direct
book covers needed to be different—ro
carry their message on their sleeve so there
were no surprises when ordering them.
They were usually very copy-heavy. We're
trying to get away from that. We like to : :
think that people are smarter than that— | = .
that when they order a book they know whar it’s
going to be about. And trade sales benehr from

??:Ir'.a:]]nuk-&
7 1 I‘ a i _"-l"l"r]“'#
the direct mailings that go our, so it pays o

1% hage s

% Sif Pt the
have the same, recognizable cover tor trade and P truth ghey
direct. The botrom line is, when a book in
someone’s house says “Rodale,” I wanr it to

look good no matter how they boughe it.
What's next for Rodale book design? —_—

| think it's within our capability to continue to make

P s s .+ We have a better-focused idea of L el
rh'“r’-’“ look cooler, We have a better-toa FobTRALL

who we're trying to reach than many publishers, and
we're more willing to take chances. I ultimately want
people to go from picking up a book and saying, "It
looks good. Oh, and it’s from Rodale,” o, "It looks

good. It must be from Rodale.”

What's Going On Here



It Takes a Village

The Village Green, Rodale’s intraner, is named to reflect the site’s role as
a gathering place for employees from around the company to get the
news and informartion they need for working at Rodale. It's the fastest
and easiest way to find out what’s going on inside the company and
industry and to manage all aspects of employee life at Rodale.

When you log on to your computer, the Village Green will automarically
appear as your home page. From there, you can easily navigate the site using
the Find Everything drop-down menu located on the left side of the page.
Links to information on employee policies, benefits, and programs; business
and benehrs forms; Rodale Café menus: and information on almost every
facer of working ar Rodale reside permanently under Find Everything.

The Village Green home page also features internal announcements
from across the company, found under Rodale Business News (RBN)

and Working at Rodale News (WRN), as well as current news clips
on Rodale and the industry, found under Today’s News. While the
home page displays teasers for just one RBN and one WRN
announcement at a time, by clicking on those sections’ oval header
buttons, you can access an entire page of links ro other announce-
ments hidden behind the home page. Likewise, click on the home
pages Today’s News header to reach an entire page of links to industry
news clips.

Finally, the Village Green home page offers access to Community
Corner, or announcements on Rodale employees and community
events; Classifieds, containing Swap-N-Shop and news on employee
discounts; and the Sieves, summaries of articles compiled by the Rodale
Library staff on new trends in categories relevant ro Rodale’s business.
Updated daily, all of these home page news items can be viewed by
clicking on the links sent directly to you through the Village Green
Headlines & Sieves e-mail.

Using the guide below, take a stroll through the Village Green and discover
the wealth of information available to you. If you have any questions, click
on “Contact Webmaster” at the bottom of the home page. &

RODALE BUSINESS NEwWs — RODALESTORE.COM TODAY'S NEWS FROM ORGANICGARDENING.COM PREVENTION.COM
Corporate news THE MARKETPLACE ORGANICSTYLE.COM
Media alerts RODALE.COM Daily news dips on
Messages from executives Rodale and the industry BACKPACKER.COM EMPLOYEE
New books/acquisitions Links to popular publications BICYCLING.COM DIRECTORY
Press releases BESTLIFEONLINE.COM MOUNTAINBIKE.COM

MENSHEALTH.COM RUNNERSWORLD.COM
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From the Marketplace

BICYCLING TOPS PAID
CIRCULATION GROWTH IN
AD AGE REPORT

an Rodale's Bicycling

¥ magazinie, the world's
leading bike magazine,

it ranked No. | overall in

:ﬁ" j- e the new Ad Age 300

|:|]:| report for total paid 0 More Headlines,

0244 am

© The Funning Mate Runs Alone

0O Time for a Gut Check

0 Denms Cuts 15 Executives, Editors
0 Eodale to Publish Sherr's Memoirs
0 Mew Lad Mag Tries MNew Route

RELAX WITH THE BASICS
OF TAI CHI AT THE ENERGY
CENTER!

A new session at the e
Energy Center, packed - !
with exciting classes, B4
is underway. Try the
new Basics of Tai Chi class to help
with relaxation. Check here for

BACKPACKER'S L1Z REAP WINS CYCLING
WORLD CHAMPIONSHIP
Last week, Backpacker Photo Editor and cyclist Liz Reap
ceptured the World Masters Track Championship in the
women's 500-meter time trial in Manchester, England.

IOTE,,

. circulation growth MY TIMES | WASHINGTON POST details|
B : FINAMCIAL TIMES | ADVERTISING AGE are, .
[ T o e
|:__ SlEves :]-
I[ Community Corner ._}_ {: Classifieds - }

SEPTEMBER 15 ISSUE OF SWAP-N-SHOP
Need to buy a car or find a new apartment? Looking for a
special item or service? Check out the latest issue of
Swap-N-Shop, Rodale's employes classifieds.

Mare,,,

_ FIND EVERYTHING L COMMUNITY L SIEVES WORKING AT
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MESSAGE FROM ARDIE

Save Our Planet

Whar a tremendous, sacred gift we have been given to live in this beauti-
ful world! Do we hold it dear to our hearts, or do we take it for granted?

Aristotle said, “In all things of nature there is something marvelous.”

What has happened in our world? I am dismayed when I read in the
newspapers that, for many, ethics have been pur aside in favor of greed
and financial gain.

The Very Reverend Dean James Morton, retired head of St. John the Divine
Cathedral in New York City, has said that our earth was formed as a sacred
space, a cloak that protects us with a life-giving atmosphere, a cloak that pro-
tects a vast myriad of plants and animals thar depend on each other for sur-
vival. He believes that we have abused its sacredness and are ruining our soil
and water with chemicals, garbage, and pollutants. Forests have been razed
around the world, and cities have been built too close to the Aoodplains. If
we don't mend our environmental cloak around the world, Rev. Morton
asks, how will we live? How will we survive? What do we hold dear? How
can we change our consciousness to become better stewards for the furure?
Can we envision our earth without boundaries that divide us? How can we
love our neighbors who have different cultures from ours? He says each one
of us needs to take up our needle to mend those deepened holes!

Experience reaches us that if we try to dominate our environment, we
will never win. We need positive changes in human atritudes, and each
of us needs 1o speak our. We have to turn a battle against nature into
appreciation and partnership with nature. We need to let our lawmakers
know how we feel.

Hope is a new magazine (Hope Publishing; 800-273-7447;
www.hopemag.com) thar tells personal stories about people who are
changing the world. You can make a difference, too, by raising your
voice against the practices thar cause envirenmental damage, needless
wars, and large-scale suffering throughour the world.

1EN'S HEALTH AND SPORTS
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Recently, I looked our to see our magnificent red beech tree. I saw the
trunk as the body with a sad face. The branches were like arms—some
weak, some strong—reaching out in all directions. It reminded me of the
plight of our earth. My heart breaks when 1 see suffering here and
abroad. Peace is cheaper than war

Never forget that in preserving the environment and fostering peace and
love in the world, we protect our most precious resource—our children,
grandchildren, and all generarions to come. As we make efforts o heal
the earth, let's remember also to reach our to heal each other, one by
one, forming a strong chain for peace.

Take a stand! Speak out with love and understanding to your families,
communities, and the world. Get involved! &
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“THE BEST SHAPE OF MY LIFE"

- Dear Mens Health,
Recently, I found myself matched to a local woman who needed
a kidney transplant. I decided to make the donation and, because
it’s major surgery, to be in the best shape of my life going in. I dug
through 5 years of old Men’s Health issues and figured our a pro-
gram that would include every aspect of fitness. The surgery and
my recovery were accelerated by my good presurgical condition.
When I woke up, | knew beyond any doubrt thar I'd done at least
one thing of value in my life,

' —Rodale Customer (Name withbeld tpon request)

“YOU SAVED MY RIDE"

Dear Bicyeling,

I just wanted to thank you for your commitment to the sporr of
cycling. Today I had my first flac tire on the road. I'm a 46-year-
old female and was cycling alone more than 10 miles from any-
thing. The temperature was in the 90s. Thanks to the things I've
learned from Bicyeling magazine, 1 had everything with me thar
I needed to fix my flat, and I knew exactly what wo do. | was on
the road spinning again in no time. [ appreciate you providing
much-needed information. You saved my ride, and could have
saved my lifte as well!

| —Reba, Rodale Customer
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