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National Geographic Magazine

The affluent have never been more accessible ...

National Geographic is the global brand most recognized throughout the world for its
commitment to quality and spirit of adventure. National Geographic Magazine presents

a very high li vertising environment with 124,819 circulation (92.5%
subscription) and 724,000 readers in Australia.

National Geographic attracts highly affluent, educated, influential, decision makers
in the consumer and business marketplace ... true ‘movers and shakers’ with money to
spend.

The power of the National Geographic brand adds impact and credibility to the brands
of advertisers who capitalize on the magazine’s unique trusted position in the minds of
its readers and their expectation that only high quality, premium brands will be
advertised in the magazine.
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National Geographic Magazine
Australian Reader Overview

Total Circulation 124,819
Total Readership 724,000

READER LOYALTY

84% of NGM subscribers read 4 out of 4 issues

The average time spent reading NGM is 2.5 hours

The average number of times the magazine is looked through is 3.53 times

74% of NGM subscribers read the magazine the same/next day it is received.

100% of NGM subscibers read their copy of NGM at home.
97% of subscribers save their copies of NGM for future reference.
Source: NGM Aust/NZ Member Survey 2000

DEMOGRAPHICS - all people

Sex No.
Men 428,000
Women 296,000
Age No.
14-24 97,000
25-34 108,000
35-49 192,000
50-64 182,000
65 and over 145,000
Socio-Economic Scale No.
AB Quintile 202000
Income No.
HHI $100,000+ 185,000
P1$50,000-99,999 177,000
P1$100,000 or more 51,000
Investments No.
Total value of investments

$100,000 - $499,999 133,000
$500,000 - $999,000 42,000
$1,000,000<2,000,000 25,000
Own Managed Investments 516,000
Credit Cards No.

Own Gold/Platinum Credit card 123,000
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Education No. % Index
Some/Now at University 88,000 12.2 136
Have a diploma or degree 319,000 44.0 141
Travel - Domestic No. % Index
Flew within Australia in past year 322,000 44.4 110
Flew within Australia in past year for business 73,000 101 105
Travel - Overseas No. % Index
Flew outside Australia in past year for business 26,000 3.7 130
Flew outside Australia in past year 196,000 27.0 135
Places overseas would like to stay on holiday of 3 or more nights
Americas 140,000 19.4 103
Europe 211,000 29.2 121
Asia 152,000 21.0 123
New Zealand 102,000 141 117
South Pacific (excl NZ) 33,000 4.5 7
Travel - Activities No. % Index
Activities done on last long trip of 3 or more nights
Visited an Arts Festival or Cultural Event 29,000 3.9 194
Visited a Museum 119,000 16.5 172
Visited an Art Gallery 83,000 11.4 170
Went to gardens or parks 142,000 19.6 161
Visited an Historical Place 153,000 211 161
Went to a Winery/Vineyard 59,000 8.1 162
Saw country/Wildlife/Scenery 132,000 18.2 138
Visited National Parks & Forests 142,000 19.6 154
Took a Cruise on A Ship 17,000 2.3 122
Had a Nature Holiday, eg Camping 40,000 5.6 201
Lived with or Experienced Local Culture 54,000 7.4 174
Had a Real Eco-tourism Experience 7,000 0.9 131
Beverages No. % Index
Beverages consumed in the past month
Premium/Imported Beer 184,000 25.4 131
Red Wine 324,000 44.8 131
White Wine 295,000 40.7 122
Fortified Wine 93,000 12.9 151
Whiskey/Scotch 109,000 15.0 145
Brandy 16,000 2.2 169

Source: ABC Audit June 2007/ Roy Morgan Single Source Full Year ending Dec 2007



