
You’ve read more-than-enough year-end/New Year pieces lament-
ing a difficult 2020. “Unprecedented times…blah, blah, blah.” It’s 
tempting to succumb to the pull of the trite and breeze through a fill-
in-the-blanks column. But it’s lazy. So, I’ll avoid the retrospective and 
offer only one COVID-adjacent observation as a parent of kids who 
live in New York City and Washington, D.C. (and a friend to many 
in our nation’s biggest coastal cities). Sickness and death are tragic, 
and we have not avoided these things here. But, in relative terms, our 
quality of life locally has been exponentially better than much of the 
rest of the country, while the impact of the virus on public health has 
not been exponentially worse for us. For anecdotal evidence, just ask 
your realtor friends about the flows of people moving to the area. It’s 
residential real estate boom-time. 

Our readership, by the nature of our community’s demographics, 
continuously evolves. Initially positioned as a retirement community, 
The Landings has long attracted refugees from colder climes, drawn to 
recreational amenities and plenty of like-minded folks eager to make 
new friends. Over the decades, the community has diversified to in-
clude young families and locals relocating from other parts of town. 
Other residential enclaves have thrived on Skidaway Island, too, as 
have businesses and an educational and research institution. Although 
the island is mostly built out after half a century of growth, each year, 
a good number of new neighbors assimilate into the local rhythms of 
life, happy to be starting over, in a sense.

Because people are always moving here, this magazine should, from 
time to time, reintroduce itself. 

January of 2021 marks the 19th calendar year for us at The Skinnie. 
Since our inception, we have published our main print product every 
two weeks, or 26 times a year, which brings us near 500 issues in circu-
lation, today. We distribute directly through the U.S. mail to every ad-
dress in the 31411 zip code. As a result, we are the most widely circu-
lated and read publication in our target market. Our business model is 
simple – probably too much so – as we produce and deliver a high-qual-
ity product free of charge to our readers. We have one revenue stream: 
advertising sales. We depend upon the connection between our loyal 
readers and the sponsors of our work. As we endeavor to maintain a 
virtual dialogue with our readers, we view our advertisers as the third 
partner in the collaboration. Please, patronize the businesses that fund 
our efforts, and introduce us to those who might benefit from get-

ting to know 
your neigh-
bors better. 

W e 
don’t get 
rich doing 
this work. 
But we 
are able 
to em-
ploy a 
few people, 
purchase goods and services from vendors, 
raise awareness about topics and entities of potential public interest, 
satisfy our creative energy, and entertain you, if we do our jobs well. 
From time to time, we’ve toyed with potential strategies to monetize 
the brand value we’ve built. Should we convert to a subscription mod-
el? How do we build a more robust digital platform and make sure 
it pays for itself, and then some? Should we do an annual voluntary 
fundraising appeal, asking readers who value us to kick in a little to 
keep us chugging along? Do we scale beyond our core constituency? 
Do we sell complementary merchandise or try to stage some kind of 
ticketed event? But we keep returning to the same answer: We’re a 
full-size, full-color printed magazine, generated every two weeks with 
thudding regularly, giving voice to our readers and exposing interest-
ing people, places and things in our little corner of the world. 

We’ve made this appeal before, and we will make it again. Write 
us letters about topics that concern you. We (usually) print them, if 
you avoid ad hominem attacks. Share story ideas. Submit something 
you’ve created, be it a photograph or a story or recipe or a piece of art. 
Participate in our contests. Share our online content – if you think 
we’ve done some compelling writing – with out-of-market friends 
(www.theskinnie.com).

Nineteen years doing a thing is kind of a long time. But we’re not 
finished yet. With your help, we’ll be making this same pitch at the 
beginning of 2022.   
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To contact The Skinnie with your ideas, responses, letters and more, email us at mail@theskinnie.com
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