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EN CENT VINGT ANS D'EDUSTENCE, LA NATIONAL GEDGRAPHIC
SOCIETY A PARTICIPE A NOMBRE DES EXPEDITIONS

LES PLUS MARGQUANTES DE UHISTOIRE. DE CELLES QU ONT
CHANGE PROFONDEMENT NOTRE VISION DU MONDE. .,

LES GRANDES EXPEIHTIONS
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« NG's journalists can sometimes be foolhardy as they duesitate to put themselves in danger,...
They are convinced by what they do,..
They are crazy oithey have faithto do such extreme things».

Source Group Iconoclast readers PFHlEMNﬁL
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« Its a magazine of quality,done by people of quality,
for a public looking for qualityin all aspects ».

Source Groups Iconoclast readers PFHlEMﬁW
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« Reporters love the diversity of people, custocndtures, continents,...
They talk a lot abouthe human being... They present to us a concrete daily life »

Source Groups Iconoclast readers PFHlEM#ﬁ
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« If you read NG, it's because we truke information presented in the magazine, same thifog the ads,we
believe that promote real qualities on the products».

Source Groups Iconaclast readers PFHlEM#ﬂ
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« National Geographic has a prestigious history, dras previously prooved its savoir faire just like Vobmo

Mercedes »
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Source Groups Iconoclast readers

« It's solid, it's timeless, it lasts, you can pass
something on to your child, it stays relevant in
time,... There is a real life culture that lasts in
time »
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« Ad pictures are very aesthetic ,very nice to lookjut,
like coverage pictures.

« Ad pictures resemble to works of art,the scenery is
impeccable».

« | believe that NG contains ads that can’t be found
elsewhereit’'s more qualitative.

« You often find ads for high tech products, pour des
produits de haute technologie, which ahe latest
fashions.. ».

« As for cars, you find models that benefit from ktest
innovations ... ».

Source Groups Iconaclast readers PFHlEM#ﬂ
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Nouvel Obs

46% 46% 45%

L'Express

41%
N ational Geographic
Le P oint
Marianne
% of
structure Le Figaro M ag

National Lire NouvelObs M arianne L'Express Le Point Terre Le Figaro
Geographic Sauvage M ag

Terre Sauvage

Total readers (000

Source AEPM 2007-2008 (SENIOR EXECUTIVES : AB Household) PFHISMA’K‘
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Incomes

% % ind % ind

Often buy...

Products respectful of the environment
Products integrated in a programfor sustainable
development

Organic Products

Fairtrade products

Source Ipsos France of High Incomes 2007 (en % of structure and index)
News : L’Express, Le Nel Obs and/or Le Point’s readers

Brand image
Product quality
Innovative character
Originality
Savoir-faire, tradition
Aestheticism
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