
INVESTIGATE 

IN BRIEF:  

INVESTIGATE has been this country’s most talked-about news 
& lifestyle magazine for ten years since its inception in 2000.

We’ve broken more stories than any other title in that time, and 
that committment to cutting edge journalism is reflected in a 
much higher pick-up rate for Investigate than other similar titles*.

WHO READS US?

We’re the only current affairs monthly with a male skew,  54% to 
46% female**.

In Nielsen’s occupation demographic, Investigate runs 2nd only 
to Air New Zealand’s Kia Ora with the highest ratio of profes-
sional and executive readers, but in other sections Investigate is 
almost identical to North & South.**

WHY ADVERTISE IN INVESTIGATE?

Because we can deliver you a national premium readership, at a 
much more campaign-efficient price than our competitors can., 
and we put in the extra mile for clients who work with us.

We’re not just ‘selling’ space; we want our clients to succeed.

And they do.       Cont’d >

*Nielsen 2009 NRS “Magazine Pick-Ups”
**Nielsen NRS Q308 to Q209m
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January  2010: 

  Clim
ategate: The Full Story • O

bam
a’s M

issing M
ojo • Banning Piglet, and other stories                   Issue 108

NO ONE GETS CLOSER HAPPY NEW YEAR: FREE BOOK WITH SUB

$8.30 January 2010

 Obama’s 
Missing Mojo
Are we witnessing the breakdown 
of a presidency?

Climategate
What the mainstream media 
failed to tell you – the full  
story

Confessions 
of a Biology 
Teacher
The retirement speech that  
gave ‘em hell!

The Banning 
of Piglet
And other stories from Olde England

NZ’s leading news magazine

INVESTIGATE’s rates deliver more readers 
per dollar than other major magazines. Call 

Ian Wishart today on 09 420 5075 to book or 
email ian@investigatemagazine.com (more 

overleaf>)

This media kit is interactive. Click on 
any cover to view digital versions of the 
magazines, their stories and advertisers.

The Investigate brand includes our fort-
nightly digital newspaper TGIF Edition, 
which offers all the advantage of print 

display ads, but with the immediate con-
nectivity of online (ads are hyperlinked).

TGIF goes out to up to 40,000 house-
holds at a time

Rates for TGIF ads are extremely com-
petitive, and available here

INVESTIG
ATE

       
June  2009: 

   
KEY-O

TO
 Entreaty • Rew

riting H
istory • The N

ew
 N

azis                                Issue 101

NO ONE GETS CLOSER GET ‘AIR CON’ – IAN WISHART’S NEW BOOK – DETAILS INSIDE

$8.30 June 2009

Re-writing History
Erasing the past, to appease migrants 

Europe’s New Nazis
Mark Steyn profiles a dangerous 

turn of events 

Can Hackers Hijack Elections?
CIA warns electronic voting ‘insecure’

KEY-OTO?
WILL THE NATS 
SIGN US UP TO 
EXPENSIVE 
NEW TREATY?

http://www.investigatemagazine.com/investigateoccupation.pdf
http://www.investigatemagazine.com/investigatereach.pdf
http://issuu.com/iwishart/docs/investigate_jan10_100dpi?viewMode=magazine
http://issuu.com/iwishart/docs/octinv09
http://www.investigatemagazine.com/australia/latestissue.pdf
http://www.investigatemagazine.com/tgifratecard.pdf
http://issuu.com/iwishart/docs/investigatejune09
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Average Readership  64,000 people*

Magazine pick-up rate 2.4 times overall average
    2.8 Household shoppers
    2.6 Women
    2.4 Men

Essentially, one ad in Investigate is seen up to 153,000 times 
(r’ship x pick-up rate). Women, and shoppers, pick up Investigate 
more frequently. By way of comparison, Metro’s pick-up is only 
1.9 times.

Readership segments**

22% are in AB quintile as measure by Roy Morgan,

41% are classified as ‘big spenders’

22% have personal incomes exceeding 60K (we have three 
times as many people in the 90 to 100K personal income 
bracket as the average of a number of magazines, and our 
share of people with personal incomes exceeding $130,000 is 
50% higher than the average) 

25% are in the “Visible Achievement” values segment, which 
Roy Morgan says, “consists of people who are visible success 
stories. These are people who have ‘made it’ in whatever field 
they are involved in and who are confident in their own abilities 
and positions. They work for financial rewards and job stimula-
tion. Yet despite being successful, they retain traditional values 
regarding home, work and society. Their family is very important 
to them and they place great emphasis on providing them with a 
high quality environment. This segment enjoys golf and fishing, 
and love attending professional sporting events. They also enjoy 
the culture of the live theatre and love entertaining friends and 
family”

“Psychographic elements driving change and choice in this segment:

“Confidence, competence and productivity, visible success sto-
ries A desire for recognition of personal achievement and the 
value of hard work A belief that family life is important with high 
expectations for children and the family Working for financial 
reward, job stimulation and power of the position Maintaining tra-
ditional values about home, work and society Finding the ‘win/
win’ or else it’s ‘I win, you lose’ “

Nielsen NRS Q308 to Q209
**Roy Morgan Readership analysis for Investigate 2008

(More detailed breakdowns from Morgan and Nielsen can be 
provided on request, including direct comparisons with other 
titles in key performance indicators)  VIEW RATES>
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February  2010: 

  Pushing M
arijuana • A

n Inconvenient Scientist • H
aiti’s Black M

oney H
ole 

Issue 109

NO ONE GETS CLOSER HAPPY NEW YEAR: FREE BOOK WITH SUB

$8.30 February 2010

Pushing 
Marijuana
The billionaire trying to 
manipulate NZ’s new drug policy

Some Inconvenient Truths

A top climate scientist explains the con

Where Does Aid Go?
Haiti’s missing billions

Denzel Washington
Talks about his apocalyptic thriller The Book of Eli

N
Z’s G

am
es H

opes

W
ill w

e be ready for Delhi? 

Saving W
haleoil

Cam
eron Slater risks the clink

our readers

http://issuu.com/iwishart/docs/investigate_feb10_100dpi?viewMode=magazine
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  CASUAL 3 ISSUES 6 ISSUES  12 ISSUES
DPS  $4,100  $3,900  $3,750 $3,600
FULL PAGE $2,190  $1,950  $1,890  $1,800
HALF PAGE $1,290  $1,250  $1,190   $1,050
1/3 PAGE $790  $750  $690  $630

IFC DPS $5,100  $4,950 $4,850 $4,600
OBC  $2,690 $2,490 $2,390 $2,290
Other FIXED or PREMIUM positions: plus 10%

THE CONCEPT:  A breakthrough magazine reaching both men 
and women in a unique way, requiring no environment sacrifices 
for advertisers but instead delivering twice the demographic for 
the price

THE SPECS: 
DPS 285mm tall by 434mm wide, plus 4mm bleed 
Full  285mm tall by 217mm wide, plus 4mm bleed

ON SALE DATES:

FEB 25 Jan MAR 22 Feb APR 22 Mar MAY 19 April 
JUN 24 May  JULY 21 Jun AUG 19 July SEP 23 Aug 
OCT 20 Sep NOV 18 Oct DEC 22 Nov JAN 20 Dec

Files can be supplied as high-res pdfs to 
design@investigatemagazine.com
cc ian@investigatemagazine.com

ART DEADLINE: end of 1st week of month m
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February 2008: 

   Vitam
in D

 bom
bshell  •  M

ike M
oore  •  Trevor M

allard  •  A
 Soldier’s W

ar                               Issue 85

The Vitamin D
Bombshell!
Sunlight key to 
reducing heart
disease, cancer
Two new studies turn  
medicine upside down

Mike Moore
The Jiminy Cricket  
of NZ politics sounds  
a summer warning  
for the year ahead

A Soldier’s War
He’s a major in the US  
Army, a blogger for a  
US newspaper, and  
it’s the biggest  
story of his life

PRISON LABOUR
It’s duck season for Trevor 
Mallard over a favour

GRUDGE MATCH
Deans vs Henry – the 
ultimate local derby

SPANISH EYES
Lazy afternoon siestas, 
olive groves, vineyards...fresh 

new look
>>>>

$7.99 February 2008

FIRST INTERVIEW
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August  2009: 

   
Phone Tapping • A

ir Bust • The Chinese M
igrant                                                              Issue 103

NO ONE GETS CLOSER    

$8.30 August 2009

Air Bust
Is the European airliner 
still safe to fly in?

The Strange Case 
of Yongming Yan
The migrant who knew the Ministers 
is arrested after our stories 

The New Plague
Are bugs about to inherit the Earth?

Police 
Planting 
Evidence
The MEN IN BLACK who bug 
phones and alter your phone 
records to put you in the wrong 
place at the right time...

EXCLUSIVE: CAUGHT ON VIDEO

ratecard 2010

http://issuu.com/iwishart/docs/investigate_feb08_100dpi?viewMode=magazine
http://issuu.com/iwishart/docs/aug09investigate

