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NationalEnquirer.com delivers a fresh audience, eager for stories and gossip
about their favorite celebrities. NationalEnquirer.com gives its users news
they won't get anywhere else, many of them online exclusives not found in
other magazines, websites, newspapers or on television.

With features like video, celebrity photos and breaking news, we give our

advertisers one of the most high profile and efficient media vehicles on

the Internet.

Contact: Kurt Carstensen, 646-521-2873
KCarstensen@amilink.com



We get America talking about pop culture
-

and your ads!
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National Enquirer offers an Engaged and Responsive Audience

National Enquirer participates in a VISTA Print Effectiveness Rating survey, first time was 7/16/07 issue, and the
results have been amazing!

The VISTA studies prove that the National Enquirer is among the most responsive print vehicle versus all Vista
measured publications for several DTC and packaged goods brands. In fact, based on the Recall and Actions Taken
percentages, National Enquirer offers the highest Actions Taken score against all VISTA measured magazines for
advertised brands!

Overall Demographics — Our Readers Are Younger and Wealthier vs.MRI

VISTA VISTA VISTA VISTA  AVERAGE MRI MRI

(1/26) (4/27) (7/27) (10/5) 09 Doublebase 09 Fall
Male 34% 31% 25% 29% 30% 36% 35%
Female 66% 69% 75% 71% 70% 64% 65%
Median Age 43 40 40 41 41 45 46
Married 67% 62% 58% 60% 62% 46% 46%
Household Income  $72,999  $70,454  $76,249  $72,221 $72,981 $49,056 $55,084
Employed 82% 75% 7% 79% 78% 62% 62%

Package Goods Advertising

National Enquirer scores best across six Package Goods categories

Tang - Beverages 4 Color Units Ragu - Packaged Foods 4 Color Units
Title Total Brand Actions Title Total Brand  Actions
Recall Association  Taken Recall Association Taken
National Enquirer 64% 100% 72% Better Homes and Gardens 46% 89% 74%
Family Circle 48% 96% 41% National Enquirer 62% 94% 71%
Essence 45% 98% 60% People Weekly 47% 98% 1%
Family Circle 48% 92% 65% Scholastic Parent & Child 54% 93% 71%
TV Guide 50% 91% 48% Family Circle 61% 95% 68%
Everyday Food 53% 93% 68%
409 - Household Products 4 Color Units Fresh Step - Pet Supplies 4 Color Units
Title Total Brand Actions Title Total Brand Actions
Recall Association  Taken Recall Association Taken
National Enquirer 65% 98% 71% National Enquirer 67% 87% 50%
Better Homes and Gardens 53% 96% 70% InStyle 67% 93% 45%
Woman’s Day 62% 97% 70% People Weekly 72% 92% 45%
Good Housekeeping 61% 98% 67% Good Housekeeping 82% 93% 44%
People Weekly 60% 98% 59% Woman’s Day 77% 94% 42%




Hormel Spam - Packaged Foods 4 Color Units Tilex - Household Products 4 Color Units
Title Total Brand  Actions Title Total Brand  Actions
Recall Association Taken Recall Association Taken

National Enquirer 60% 93% 53% National Enquirer 61% 81% 77%
Ebony 62% 95% 46% Woman'’s Day 42% 91% 77%
The Family Handyman 67% 96% 38% People Weekly 45% 83% 65%
Better Homes and Gardens 44% 100%  36% Better Homes and Gardens 61% 1% 54%

Entertainment Advertising

National Enquirer tops the chart once again

Lifetime - Pregnancy Pact 4 Color Units

Title Total Brand Actions Tune in

Recall Association Taken to watch

National Enquirer* 1% 94% 58% 36%

National Enquirer 80% 97% 58% 36%

Us Weekly 72% 95% 47% 24%

People 57% 95% 42% 25%

TV Guide 74% 86% 33% 17%

*1/3 page
DTC Advertising
Of the 34 Vista measured insertions Abilify ran between January and November 2008, National Enquirer led
most titles for both Recall and Actions Taken, even over endemic publications including Prevention.
Toviaz, a new Pfizer drug, ran 10 measured insertions during their launch period. National Enquirer beat all
magazines including O and Reader’s Digest.
Abilify 4 Color Units Toviaz 4 Color Units
Title Total Brand  Actions Title Total Brand  Actions

Recall Association Taken Recall Association Taken

Health 39% 85% 51% National Enquirer 48% 76% 45%
WebMD the Magazine 62% 83% 51% 0 - The Oprah Magazine 47% 94% 33%
National Enquirer 65% 78% 47% Redbook 38% 69% 31%
Redbhook 51% 85% 46% Ladies’ Home Journal 50% 78% 28%
Glamour 48% 79% 44% Redbook 44% 83% 26%
National Enquirer 63% 65% 44% Southern Living 50% 1% 24%
WebMD the Magazine 61% 82% 40% Woman’s Day 47% 71% 24%
Self 36% 89% 38% 0 - The Oprah Magazine 34% 77% 23%
Popular Mechanics 44% 78% 38% Cooking Light 51% 74% 21%
TV Guide 41% 82% 36% Reader’s Digest 41% 80% 18%
0 - The Oprah Magazine 46% 87% 36% Cooking Light 49% 65% 14%

Prevention

48% 78% 29%



Enquirer readers huy the brands they believe in.

140 — 140 —
121
120 — 120 — 115
101

100 — 100 — 98

80 — 80 —

60 — 60 —
0 0

Agree Mostly — “Brand name = quality” Agree Strongly — I prefer popular brand name

drugs, even if they cost more.”

[ National Enquirer
. Net Women’s Service (BHG, FC, GH, LHJ, Redbook, WD)

Net Celebrity (Ok, Life & Style, Us, InTouch)
Source: 2009 MRI Doublebase Base: Women

ENQUIRER

B For Information, contact Rita Schneider at 646-521-2814















