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To The Board of Directors
Aviation Safety Council

We have examined the accompanying Reader Survey Results of
Aviation Safety Council's (the "Company") and its magazine Flying
Adventures (the "Magazine"). Our examination was made in
accordance with standards established by the American Institute of
Certified Public Accountants and, accordingly, included such
procedures which we considered necessary in the circumstances. We
believe that our examination provides a reasonable basis for our
opinion.

The survey was conducted by including a survey form in each
issue of the Magazine that was distributed through the Company's
normal distribution channels. Readers who elected to complete the
survey, completed the forms and mailed them directly to our Las Vegas
office where they were opened and tabulated in the presence of our
professional staff. We received 1,043 completed responses. The
compilation of these results is the responsibility of the Company's
management. The Company is also responsible for the dissemination
of the survey to its readers. Our responsibility is to express an opinion
on the survey results based on the survey forms received and our
examination of such results.

In our opinion, the Reader Survey Results referred to above,
present accurately, in all material respects, the compilation of the
results of the survey forms received by our firm for the above

mentioned survey.

Henson & Company, CPA’s
Las Vegas, Nevada
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EADERSHIP

It is smart business to choose publications based on
readership. Lots of magazines can legitimately purport readership.
The keen eye on readership sees how much of the publication is
actually read, how long it is kept and how often the magazine is
used repeatedly as a reference. These are the key components to

determining the effectiveness of advertising in a given magazine.

Flying Adventures has solid readership with long-term

reference effectiveness!

Qualified Circulation... 135,858

(CPA ¢ VERIFIED - Consumer Publication Audit)

Qualified Readership... 1,032,521

(7.6 passalong readership in their aircraft, homes and offices)

9 1 0/0 Read Every Issue They Receive!
720/0 Read It Cover-To-Cover!

61 0/0 Keep each Issue Over Two Years!
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REDIBILITY

Advertising works best in magazines which the readers
find credible. Integrity in editorial and reviews is top priority
for the editorial staff of Flying Adventures. Not one reader
responded that the magazine was not credible; 65% find the

content very credible!

Readers of Flying Adventures choose destinations and
what they do at these destinations from the reviews and ads
they read in the magazine. Here is the percentage of readers

who have chosen specific recommendations out of FA.

75% Choose Their Destinations from FA
819Y% Hotels/Resorts 73% Restaurants
68% FBOs/Fuel/Maintenance 78% Aircraft
57% Shopping 57 9% Travel Products
48% Sports 53% Gaming
359% Personal Pampering

620/0 Entertainment & Attractions 490/0 Theatre

970/0 Have Chosen Recommendations
from the Magazine
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ATRONAGE

It all boils down to whether or not a publication’s
readership consumes what you sell - and how much they
consume. It is obvious aircraft owners buy airplanes and
travel, and all the accouterments that go along with that.

So, the impact of their consumption is better understood by
their spending habits in their lifestyle. A recent study of jet
owners reveals that they spend frequently and extravagantly...

that they are huge consumers!
Jet Aircraft Owners
Average Annual Spending

Fine Art... $1,746,000
Home Improvement... $542,000
Yacht Rentals... $404,000
Jewelry... $248,000
Luxury Cars... $226,000
Events at Hotels... $224,000
Villa/Chalet Rentals... $168,000
Hotels/Resorts... $157,000
Woatches... $147,000
Cruises... $138,000
Fashion & Accessories... $117,000
Spas... $107,000
Experiential Travel... $ 98,000
Wine/Spirits... $ 29,000

Although the jet owner is a very difficult market to effectively reach,
Flying Adventures has the best distribution (delivered to their homes and
offices) and the largest reach (17,716 actual named owners) of all magazines.
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USTOMERS

Advertising works best in magazines in which the readers
plan to purchase the products or services you sell. The never-
ending problem of knowing whether a magazine works is
resolved by knowing that the readers you are reaching have
declared that they are planning on purchasing your type of
product or service. Readers of Flying Adventures will be
someone’s customer in the next twelve months. Here is what

they intend to buy:

Over 700/0 Plan To Buy: Commercial Airline Tickets,
Investments, Aircraft Accessories,
and Professional Clothing

Over 600/0 Plan To Buy: Real Estate, Avionics,
Home Remodeling, Accessories, & Decorating,
Adventure Travel, and Computer Software

Over 500/0 Plan To Buy: Instruments, Auto, Computers,
GPS, Travel Accessories, Watches, Jewelry, and
Personal/Professional Development

Over 400/0 Plan To Buy: Aircraft, Paint, Interiors,
Golf Clubs, Cameras, and Personal Services

Over 300/0 Plan To Buy: Headsets, Flight Training, Cruise,
Fishing Equipment, Motorcycle, Boat/Yacht, and Fine Art
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IGH NET WORTH

Simply, the wealthiest individuals and the most successful
companies in the United States own a private aircraft. Be it for
personal freedom, access to destinations, the tool to get business
done, or the ultimate lifestyle, the highest net worth comes from
the readers of Flying Adventures. Not any aviator, not pilots
without planes, not aviation enthusiasts, not even the owners of
the small, light-single engine aircraft, only the owners of the

larger, faster private and corporate aircraft conducive to travel.

Average Annual Income: $593,800 Total Circulation

$9.2 million Jet Aircraft Owners
$174,000 Piston Aircraft Owners

76% Own A Second Home
889% Own Additional Real Estate
19% Own More Than Ten Additional Properties

529% Have Investments Exceeding $5,000,000
959% Have Investments Exceeding $1,000,000

939% Are Business Decision Makers
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In advertising, the old saying “it is not what you have, A long-distance flight just for dinner and a show,
a midweek jaunt to handle a business deal

. with a little pleasure mixed in,
determines whether a reader will be a consumer. Flying and then a long weekend filled with adventure
Adventures readers DO! And, they do alot. Here are the and lavished with romance ...

all in the same week.

but what you do with it that counts” is the action which

sports for which they participate.

The lifestyle of a reader has everything to do with

() ()
69 Yo 72% of the Golfers . .. whether they are a prospect for your product or service.
Golf Golf more than 50 Rounds/Year

Readers of Flying Adventures have the ultimate of lifestyle.
72% 75% of the Fisherman . .. They own a private or corporate aircraft. And ownership

Fish Fish more than 20 Days/Year makes the difference — not renters, not enthusiasts... owners!

(79% Fly « 71% Lure » 66% Deep Sea) _ o ] o
Business Decision Makers. Aircraft Decision Makers. Travel and

710/0 of the Snow Skiers . .. Lifestyle Decision Makers.
Slci 55% ski more than 10 Days/Year

77% ski more than 6 Days/Year
(69% Snow Ski * 46% Water Ski) Much has been revealed about them throughout this

470/0 670/0 of the Scuba Divers . ..

Dive Dive more than 6 Trips/Year

680/0 690/0 of the Adventurers Go Over 6x/Year 970/0
Wilderness Adventure

study. Yet, to know an individual’s taste in food and wine, is

ever revealing of the refinement of their lifestyle.

Enjoy of the Fine Dining Connoisseurs ...

- ) .
420/0 730/0 720/0 210/0 Fl n e 590/0 D!ne Out more than 4x Per Week
Tennis Boating Sailing Kayaking Dining 77% Dine Out more than 2x Per Week
77% 19%  25% 58% 80%
Hiking Spelunking Safari Snorkeling Drink  of the Fine Wine Connoisseurs . ..

66% 31% Fine 38% Average more than $60 Per Bottle
Horseback Riding White Water Rafting Wine 80% Average more than $20 Per Bottle
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R AV E L

The question of magazine value boils down to whether
the reader needs the content of the magazine. Aircraft owners
purchase their airplanes to fly to places and Flying Adventures
is about such places. It is that simple. So, whether you sell
airplanes, avionics, or interiors, or you provide accommodations
at destinations or you serve the needs of this business and
luxury lifestyle, Flying Adventures has the interest and

attention of your customer.

50.2

Destinations Traveled Annually

The Most Frequent of Frequent Travelers
92% go to Big Cities 78% go to Small Towns
87% go to Beaches 73% go to Deserts
81% go to Wilderness 889% go to Mountains
72% go to Islands 94% go to Resorts

41% Rent Cars more than 40 days a Year
809% Rent Cars more than 10 days a Year

Percent of Trips for Business Only 2%
Percent of Trips for Leisure Only 430/0
Percent of Trips Business & Leisure 5 5 0/0
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LYINGADVENTURES.COM

Build a great site, and now you need customers. How
do you get qualified people to come to your site?! Qualified is
the operative word here. The answer is this simple. Find
another website that is receiving a good number of hits from
people who are selectively targeted to your business and then

link them to your site.

Flying Adventures is just that Portal to drive traffic to
your website. And, Flying Adventures goes way beyond what
most publication do - (the typical display of a table of contents
and a story or two, and not the ads), - FlyingAdventures.com, on
the other hand, displays the entire magazine, all the reviews, all
the valuable stories, all the beautiful photos, and ALL the ads.
And, after a viewer finishes reading your ad or review, now they

can go directly to your website.

1.8 Million

Qualified Viewers Annually

660/0 Readers Use The Magazine’s WebSite and
990/0 of them Link to Our Advertisers’ Sites!
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Data Inquiries: readerstudy@flyingadventures.com

626/ 618-4000 » www.FlyingAdventures.com ® Fax: 626/ 797-4337





