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National Geographic Traveler is the world " s most
widely read travel magazine, with 7.6 million readers
and 15 editions worldwide.Only National Geographic
Traveler (China) combines the powerful
experience, knowledge, and heritage of the National

Geographic Society and Trends Magazines, with a

new world of insights for 21st century travelers.
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We cover destinations rich in distinction and character, while actively supporting efforts to keep them that way.
Today more than ever, we believe that enhancing an authentic “sense of place” benefits both travelers and the
locations they explore.

Special reporting brings the core ideas of the magazine to life, inspiring readers to travel—looking at the world
through stunning travel photography and understanding the importance of preserving our world through
sustainable travel.

National Geographic Traveler aspires to live up to its tagline: “Where the Journey Begins” and strive to be the

ultimate guide for the active, curious traveler.
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PFARIMIEER Mechanical Requirement

&R Advertising Size

£ ! 275x214 (HXW)mm Full Page 275x214(HXW)mm
B 275x428 (HxW)mm Double Page Spread 275x428(HxW)mm
B HR 138x214 (HXW)mm 1/2 Page (horizontal) 138x214(HxW)mm
[ 275x107 (HXW)mm 1/2 Page (vertical) 275x107(HXW)mm
H#1/35R 92x214 (HXW)mm 1/3 Page (horizontal) 92x214(HXW)mm
B1/35R 275x72 (HXW)mm 1/3 Page (vertical) 275x72(HXW)mm
H i R f . T & AE3mm Blood 3mm per each side.
ETR ) 2 175%/3~F Printing Screen Line 175 lines/inch.
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