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ABOUT TRAVELER'S INDIA

TRAVELER’S INDIA is the first and only lifestyle/travel magazine in North America

devoted to India. Launched in 1997, TRAVELER’S INDIA has expanded from the

shores of North America to several countries. Each quarter, TRAVELER’S INDIA

provides pithy, succinct features on the wonders of India. It reaches readers who

know about India and need to know more: Non Resident Indians, Indophiles,

heads of companies doing business with India and all those who simply love

India and visit the country several times a year.

TRAVELER’S INDIA is published, printed and distributed throughout the United

States and Canada and reaches a wealthy and educated audience. It is both

entertaining and educational, with a growing subscriber base. Travel companies,

airlines and associations use the magazine as a powerful marketing tool.

TRAVELER'S INDIA is the official voice of India's cultural heritage.



READERSHIP:

TRAVELER'S INDIA is the only publication in North America designed to inform and educate
Americans, South Asians and Non Resident Indians to the beauty and majesty of India. In
the pages of the magazine, we feature travel destinations, art, fashion, films, music, jewelry,

literature and a wide-range of issues of interest to the educated, professional reader.

In July 2002, TRAVELER’S INDIA was launched in England, Europe, Southeast Asia,

and Australia.

WITH VISAE:

TRAVELER'S INDIA is distributed to all those seeking visas for travel to India from...

 Consulates in New York, Houston, San Francisco and Chicago;

e Indian Embassy in Washington D.C.

The India Tourist Office in New York, Los Angeles and Toronto distribute 10,000 copies

of the journal each quarter to all those who request information on India.

TARGETED AUDIENCE:

The distribution breakdown is as follows:

e Physicians and Surgeons of Indian origin;

» executives of corporations doing business in India;

o select members of the Indo-US Business Council;

o commercial contacts of the India Tourist Office;

o commercial contacts of Air India;

¢ distinguished members of the India Chair at Columbia University, New York;
e members of the Indo-American Arts Council;

e commercial contacts of the Indian Ambassador to the US in Washington D.C,;
e on board Air-India aircraft on the US-London sector;

e qualified and named travel agents and tour operators, with programs to India;
» museums and nonprofits in travel with alumni programs to India;

e museum directors and members of the American Federation of the Arts.



Zeno Communications Incorporated

conducted this readership survey to ascertain the profile of the

readers of TRAVELER’S INDIA in the usa and Canada through a

structured questionnaire inserted in the Fall 2001 issue. The

responses received were analyzed by an independent agency.

The profile that emerges, as is evident from the results depicted,

is one of an extremely well-educated, mature and affluent reader

who not only enjoys being informed about travel and cultural

aspects of the country, but also travels to India to experience

its culture and traditions.
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READERS” PERIOD of DoOMICILE in the USA

96% have been residents of the usa for more than 10 years. While comfortable with
the culture of the country of domicile, the fact that they read TRAVELER’S INDIA shows
their interest in India.

More than 40 Years

3%

Less than 10 Years

1%

Undisclosed

3%



READERS” TRAVEL FREQUENCY fo INDIA

67% of our readers travel to India at least once a year. Thus their interest in their country
of origin is more than academic and implies that some of their disposable income

More than
Once a Year

Once a year

Less than
Once a Year

Undisclosed

(see graph) channels into tourism spending.

’ 32%

’ 67%

’ 20%

1%

DURATION of READERS” TRIPS to INDIA

Almost 75% of TRAVELER’S INDIA readers visiting India stay for two weeks or more, per visit.

More than 30 Days

15-30 Days

Less than 15 Days

Undisclosed

23%

I 50%
I 23%

4%




READERS” HOTEL StAY by CLAss of HOTEL

The fact that about half of our respondents stay in premium hotels and resorts
(5-Star or equivalent) suggests top-end business for the hospitality industry.

Other Hotels
8%

READERS” HOTEL STAY by DURATION

92% of our readers stay in hotels for some part of their visit, and 77% stay for two nights
or more, reflective of substantial business and leisure travel, resulting in tourism spending.

More than 8 Nights
5 to 8 Nights
35%

2 1o 4 Nights

Less than 2 Nights

Undisclosed




READERS” ANNUAL HOUSEHOLD INCOME

The figures speak for themselves — an extremely affluent readership with high
disposable income.

Over $100,000 I 58%

$76-$100,000 I 20%
$50-$75,000 l 15%
Under $50,000 I 4%

Undisclosed ? 3%

READERS’ EDUCATION LEVELS

Perhaps the most telling statement on the top quality of our readers. A whopping 96%
hold college degrees or more. Of these, close to 50% have gone on to acquire higher
qualifications. Almost one out of every four readers hold a doctorate.

High School Graduate
or Less

4%



READERS VisiT: METROS & CITIES

In order of most visited, the metro list reads: Mumbai, Delhi, Bangalore, Chennai,
and Kolkata, respectively. Amongst the non-metros, Jaipur receives the highest number
of visitors, with Agra, Goa, and Thiruvananthapuram following, respectively, indicating

high leisure traffic. Also reflected from this is the tourist attraction to Jaipur, Agra, and
Goa, as well as the emergence of Kerala as a popular destination. It is worth mentioning
that, together, traffic to these four non-metros accounted for 52% of total non-metro traffic.

Non Metros:
Other Cities and Towns

48%

// Non Metros:
// Agra, Jaipur, Goa,

1

S & Trivandrum

;o 92%

Non Metros

43%



READERS VIsSIT: STATES

Maharashtra is most visited, mainly because Mumbai, is India’s “commercial capital”
and one of the two main gateway cities. Delhi, for being India’s capital, the other
gateway city, for its own charm as well as a convenient base to explore North India.
Not surprisingly, Rajasthan comes third for its strong tourist appeal. Kerala is emerging
as a popular tourist destination.

20.7%

17.5%

8.9%
B.4% 8.5%  81%

% 6.8%

4.5% 4.4%

2.9%




READERS by AGE

Again, evident from the high percentages over 50 and between 41-50 years of age, is
the fact that the bulk of TRAVELER’S INDIA readership is stable, mature and well-settled.

31-40

6% Under30  yndisclosed
3% 3%

READERS’” AIRLINE PREFERENCES

Air India, the national carrier, remains the most preferred airline into India, being the
choice of almost a quarter of the respondents. British Airways and Lufthansa take a
joint second, garnering between them 22% of the vote.
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READERS WouLD LIKE
TRAVELER’Ss INDIA fo FEATURE...

General travel information, destinations, and art and culture continue to be favorites.
The magazine continues to feature tourist information, seldom visited destinations,
and an added focus on adventure travel.
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ADVERTISEMENT CATEGORIES & SIZEs

COVERS (BLEED) FULL PAGE (NON-BLEED)
8.75" x 11.25" 7.167" X 9.642"
(includes .125" bleed) Live matter needs
to be kept within .125" from trim edge.

1/2 PAGE (NON-BLEED) 1/4 PAGE (NON-BLEED)
7" X4.5" 3.375" X 4.625"

12



ABOUT ZENO COMMUNICATIONS, INC.
Zeno Marketing Communications, Inc., publishers of TRAVELER’S INDIA,
is a full service communications firm, offering professional expertise in public
relations, advertising, direct mail, design, printing and Internet management.
With an emphasis on creativity, one-on-one service and excellence, the firm

provides a wide range of services in the field of marketing communications.

Our goal is to provide services that consistently meet or exceed our
customers' expectations. We provide customized, personalized and friendly
service to all our customers. Any project, no matter what size or complexity,

can be handled from conception to execution by a team of Zeno specialists.

In a dynamic, entrepreneurial corporate culture, we provide highly
specialized communications services to suit every need and every budget.
We hire the best, brightest and most experienced specialists to accomplish

each job with complete satisfaction — and on time. Indeed, we are

trendsetters in marketing communications management solutions.

Please call toll free 800.880.1894 for a presentation.
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7 WHITNEY PLACE, PRINCETON JCT., NJ 08550-2302
TEL: (609) 716-1296 + FAX: (609) 716-1297 « EMAIL: travelersindia@aol.com

www.travelersindia.com



