
Presenting the award-winning voice of 

NZ’s $2 billion LOHAS market

The main reason that 81 percent of readers buy Good is to learn about ethical and eco-friendly products. 

If your brand cares about nature, ethics or consumer trust then Good magazine is a must for your 2010 media plans.

To �nd out more about Good and LOHAS consumers contact Gavin Healy on 09 966 1076 or  
Member of MPA. ABC Audit Jan-June 2009: 10,012.  Estimated readership 37,500. Source: The Research Agency, Good Readership Survey November 2009.



Good is New Zealand�s �rst and only practical guide for Kiwis 

wanting to live a sustainable lifestyle.

It targetings the large, rapidly growing ethical consumer market 

variously called LOHAS, Solution Seekers or Consumers Who Care. 

The market is estimated to be worth $2 billion dollars and represents 

roughly 30 percent of the population.

Good provides these readers with inspiration, practical ideas 

and product advice to help them live a more ful�lling sustainable  

lifestyle.

LOHAS
LOHAS is an acronym for Lifestyles of Health and Sustainability, 

a market segment focused on health and �tness, the environment, 

personal development, sustainable living and social justice. They 

want to buy products and services from companies that reinforce 

their values and objectives. LOHAS companies practice �responsible 

capitalism� by providing goods and services using economic and 

environmentally sustainable business practices. Good magazine 

and good.net.nz reaches and engages with New Zealand�s lucrative 

LOHAS community.

Currently, the mainstream media has treated this group in a 

piecemeal fashion with supplements, segments and sideshows. For 

the �rst time New Zealand has a high quality, highly credible media 

brand dedicated to giving the LOHAS market a voice.

And providing good business with a channel to reach them.

Good opportunity

good good
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The Goodies
Our editorial team consists of some of New Zealand’s most respected and 
sought after writers and journalists. Looking at this impressive group of experts, 
it’s no wonder that Good magazine is so highly regarded by the LOHAS market
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• Print run of 15,000+ copies

• Bi-monthly

• 100+ pages per issue

• In�uential direct marketing 

component to businesses 

and government

• Accompanied by 

good.net.nz

• Readership 37,500 (The 

Research Agency Good 

Readership Survey 2009)

• ABC Circulation Audit (Jan-

Jun 2009) 10,012 per issue

• Winner of MPA Magazine 

Launch of the Year 2009

• Winner of MPA Sumpreme 

Designer of the Year 2009 

(Adrian Clapperton)

• New Zealand�s �rst 

carbon-neutral magazine

• Printed on Forestry 

Stewardship Council 

certi�ed paper using 

soy-based inks

BEaUTIFUl anD crEDIBlE 
Our award-winning design team has created a stunning and visually 

compelling environment. And we have employed some of the county�s 

foremost sustainability journalists and experts to write our regular 

columns and features.

WalkInG ThE Talk
We print on FSC-certi�ed paper using soy inks and Good is New 

Zealand�s �rst carbon-neutral magazine. To reinforce our commitment 

to the not-for-pro�t sector we launched Good Cause, a progamme 

that donates 20 percent of our subscription revenue from each issue 

to charity.

CIrcUlaTIon
Good’s total distribution is 15,000+ copies, split between newsstands, 

subscribers, promotional mailings to partner databases and our highly 

in�uential VIP list.

VIP DIsTrIBUTIon
The magazine is endorsed by and distributed to the members of 

the country�s leading sustainable business organisations, including 

the Green Building Council, the New Zealand Business Council for 

Sustainable Development and the Sustainable Business Network, plus 

all members of parliament, council sustainability managers and New 

Zealand�s mayors.

GooD ADVErTIsInG
Good magazine is the only genuine media vehicle in New Zealand 

truly dedicated to sustainability that reaches LOHAS consumers and 

companies. Therefore advertising in Good reinforces the credibility of 

your sustainability campaigns while in�uencing sustainable companies 

and conscious consumers.

GooD DEparTMEnTs 
To cater for the LOHAS market�s diverse range of interests, the 

magazine is divided into myriad editorial departments, and advertising 

environments ranging from health and beauty to business and 

technology. Please see examples on the following pages.

About Good

good good

94% of Good readers agree they 
are more likely to buy a product if it 
is eco-friendly and 86% will buy that 
product even if it is more expensive.
Good Readership Survey, November 2009

KEY FACTS



CoNsUMER gUiDE tEChNologY BEaUtY PRoDUCts

BUsiNEss StYlE StYlETRaVEl
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goodgood

GooD CaUsE
Every issue of Good contains a Good Cause supplement 

which promotes a charity and Good donates 20 percent of 

its subscription revenue form that issue to the charity. This 

supplement creates a media opportunity for companies to 

promote a charity they are aligned with. It costs $4,500 for a 

full page advert but includes a 1/3 page of editorial within the 

supplement and online media as added value.

 

 

 
ThE GooD GUIDE*
The Good Guide is a series of editorial based advertising 

supplements endorsing consumer accreditations, organisations 

and certi�cations. For $4,500 advertisers get a full page of 

advertorial and an online case study for 12 months. 

PR value: $16,500.

 

 

EDUcaTIonal ADVErTIsInG
A double page spread advertorial written and designed by Good 

magazine according to your clients brief. Costs $8,500 for media 

and includes all production costs.

* Subjects may change

Advertorial sections
GooD CaUsE

81% of New Zealanders say that eco-labels 
make them more likely to buy a product.
SHAPE NZ poll, September 2009 NZBCSD

ThE GooD GUiDE

EDUCatioNal aDVERtisiNg



goodgood

of Kiwis agreed that in the last six months they have stopped buying 
a business’s products or services because they lost trust in them*

agreed that they trust businesses more if they support their local 
community*

agree they trust businesses more if they have heard of their 
sustainability programmes* 

In 2010 communicating sustainability through trusted media 
channels will build trust, sales and brand loyalty

New Zealand needs a genuine and reliable guide to 
sustainable living  

Companies that are making a positive difference need an 
engaging media platform to advertise this fact

BUY AVOID BUYING BECAUSE OF CONCERNS OVER IMPACTBUY EVEN IF SLIGHTLY MORE EXPENSIVE

Purchasing of products and services from companies that 
support charities and worthy causes by people aged 10+
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*Source: Nielsen Media Research Panorama Q3 �06 � Q2 �07 / Nick Jones & Associates Ltd

Medium
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Banner

Skyscraper

Tile

Good website
According to Nielsen Media 
research good.net.nz has the 
second highest percentage 
of visitors posting comments 
on any New Zealand website 
(Aug 2009). This shows 
that Good’s LOHAS readers 
are truly engaged with 
the brand and want to be 
opinion leaders

Good’s website is also a cost-effective way 

to reach Good’s audience of consumers 

actively searching for ways to live a more 

sustainable lifestyle and position your brand 

around New Zealand�s only carbon neutral 

sustainability magazine. The site features a 

combination of original online-only content, 

in-depth features, podcasts, videocasts, blogs 

and regular updates from Good editors and 

other experts.

How To BUY 
The Good website is sold on an exclusive 

�xed tenancy model on a weekly or monthly 

term. This means an advertiser will receive 

100% share of traf�c on a particular ad 

position for the term that they book.

AccEpTED ForMaTs
HTML, Macromedia Flash (SWF), GIF / JPG

and animated GIF

RIch MEDIa
The Good website is rich media capable 

in most cases. Good reserves the right to 

refuse campaigns that detract from the users� 

experience of the site.

Online rates

*Source: Sustainable Advantage Sustainability Priorities Monitor March 2009 People 18+




