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Good inspires women to create a wholesome, healthy  
life for themselves, their children and future 
generations. The Good world is luscious, warm, 
nurturing and authentic.

Good targets ‘conscious consumers’: intelligent, 
motivated women who want to live lighter and live 
well. They actively seek information to help them 
make smarter, healthier and more ethical choices for 
themselves and their families. They may not consider 
themselves to be ‘green’; they’ve simply realised they 
can change the world by changing what they consume.

Good is aimed at the LOHAS (Lifestyles of Health 
and Sustainability) demographic, constituting 31% 
of the population. LOHAS are well-educated, with an 
average to high income. They are interested in personal 
development, health, sustainable living and social 
justice. Over half of Good readers have children, a major 
driver of health-focused, eco-friendly living.

It’s simple: if you want to reach wealthy, ethical female 
consumers in an award-winning credible magazine, 
Good should be part of your future  media plan.

Simple �oices  
for a better life

The stats
Circulation 9,341* 
Subscribers 3670
Frequency Bi-monthly
Cover price $7.90

E-newsletter 4,000
Unique users per month 15,900 
Monthly page impressions 33,000
Facebook 2057 active monthly users

* (ABC Jan-July 2011)

Winner – Best Magazine Design, Canon Media Awards 2011

Judges comments: “It lives up to its name. In fact, it’s better than 
good. Design-wise it is excellent. The magazine oozes quality. 
Great styling. Sumptuous photography. Massive attention to 
detail. All the ingredients – text, headlines, images in perfect 
balance. Good is like a bright, warm, sweet smelling curiosity  
shop for happy customers to browse the quality merchandise  
and pretty trinkets on attractive display.”

Winner – Best Magazine Relaunch, The Magazine Awards 2011
Winner – Best Cover (special interest), The Magazine Awards 2011
Winner – Sarah Heeringa, Journalist of the Year  
(special interest), The Magazine Awards 2011



Conta� details
Sandy Fraser

Advertising Sales Manager

tel: 09 966 1076 mob: 021 288 4088

email: sandy@tangiblemedia.co.nz

Sarah Heeringa

Editor

tel: 09 361 2833 mob: 021 939 450

email: sarah@good.net.nz

www: good.net.nz

facebook: www.facebook.com/goodmag   

twitter: www.twitter.com/goodmag

 

Good rate card
Size	C asual	

Double page	 $8,530

Full page	 $4,490

1/2 page	 $2,470	

1/3 page	 $1,800

Simple �oices  
for a better life

Good readers
78% are  

female

59% have  
children

71% are in their  
30s or 40s

36% earn $100,000  
or more per annum

94% agree Good is 
a credible and 

reliable source of information

88% have talked about 
what they read in 

Good with friends or family

96% agree they are 
more likely to buy 

a product if it is eco-friendly, 
and 87% will buy even if it’s 
more expensive

81% read Good to 
discover ethical  

or eco-friendly products
Source: The Research Agency, Good readers 

panel, Nov 09. Sample size 831.

• All ads are four colour	
• The above rates are exclusive of GST
• �10% premium applies to the following positions: opposite contents page, inside back cover,  

opposite editor’s page, second DPS, first right-hand page, other nominated (guaranteed) positions

Booking deadlines
Issue	 Booking deadline	 Material deadline	O n sale	

Issue 23, March/April 2012	 2 February	 8 February	 27 February

Issue 24, May/June 2012	 29 March	 3 April	 23 April

Issue 25, July/August 2012	 31 May	 6 June	 25 June

Issue 26, Sept/Oct 2012	 02 August	 8 August	 27 August

Issue 27, Nov/Dec 2012	 04 October	 10 October	 29 October

Issue 28, Jan/Feb 2013	 29 November	 5 December	 24 December

Online rate card good.net.nz
Run of site	 Monthly costs	S pecs	 File size 

Big banner	 $1250	 728 x 90	 25kb

Island	 $1250	 300 x 250	 25kb

Skyscraper	 $1100	 160 x 600	 25kb

Tile	 $400	 120 x 90	 20kb

Good newsletter	 Fixed rate	S ubscribers

Monthly Big Banner (two newsletters)	 480	 4000

• ��Newsletter sponsorships are exclusive to one advertiser. Please contact us for  
an example of the newsletter.

Cosy nights
Plant now to protect your garden from winter 

chills, says gardening guru Paul Thompson
Notes for now
Older rhubarb plants can go a bit ‘woody’ in the 

centre, resulting in smaller leaves and skinnier 

stems. Now is the time to carefully dig up your 

dormant crown with a fork and split it in half or 

quarters, depending on its size. Use a spade to split 

the plants and then cut away the old centre. You 

should end up with a few pieces that are a good 

handful in size, with healthy-looking roots and 

firm flesh. Replant these immediately, keeping the 

soil level as it was previously. Alternatively, donate 

plants to friends who you know would like to 

indulge in some fruity crumbles. –Paul Thompson

We’re once more approaching that 

time of year when we reach for 

the extra-thick duvet before 

slumping into our beds to dream of giant 

carrots, perfect parsnips and flawless artichokes 

(although I can only speak for myself here). 

A duvet is simple and effective, keeping warmth 

in and, just as importantly, the cold out. And you 

can slip into an even deeper repose knowing 

your dark, cold garden is being well-looked after 

with the horticultural equivalent of your cosy duvet. 

Protect soil not intended for cultivation during winter with a ‘cover 

crop’ – a fast-growing swathe of vegetation that can be mass-sown in soil that 

has been dug over and raked level. Crops such as rye, clover, mustard, vetches, broad 

beans and oats will provide a layer of living insulation, reducing erosion during extreme 

winter weather and effectively maintaining soil structure with their root systems. Cover 

crops also reduce the effects of excess rainfall by partly absorbing surplus water and 

improving drainage. 

The result: weeds are squeezed out, soil microbiology is kept active, and by spring – 

when gardens need a boost of nutrients – the soil will be well-nourished. All you’ll need 

to do is cut the crop and then either incorporate it into the soil as green manure or lay 

it mulch-like on the surface. Three weeks later, the ground will be ready to plant. Get in 

some cover crops now and you’ll be able to sleep sweetly during the coming months. 

The Woolgro mat is Kiwi ingenuity in a square. The 1m x 70cm mat is made with 

leftover wool from sheeps’ dags and embedded with seeds. The wool warms the soil, 

while the dags provide nourishment. Here’s what happened when Good’s Sally Fullam 

gave the mat a spin:

“The garden bed was very easy to prepare,” says Sally. “I cleared an area in my 

veggie garden, turned the soil and removed larger debris. I laid potting mix over the top 

of the mat to a depth of 10mm and watered well. The mat was amazing – it acted like an 

incubator for the new seedlings, providing moisture and preventing them from drying 

out in the hot sun. Seeds germinated and started springing up within a couple of days. 

“I didn’t know what ‘Summer herbs and edible flowers’ would include, so it was a 

mystery as to what would appear. I was happy to discover fennel, dill, calendula flowers, 

basil, lots of hardy rocket and a mustard plant in the mix. The growth of the different 

varieties was staggered so I’ve had a constant supply of herbs, salad leaves and edible 

flowers to pick fresh each day. Now it’s the end of summer, I’ve been collecting mustard, 

rocket and fennel seeds. It was amazing how much salad I’ve gathered from less than 

one square metre and I will definitely be laying another mat next summer.” 

The Cook’s Salad Garden 
Revisited: a New Zealand guide to 

growing and preparing salads

Mary Browne, Helen Leach and 

Nancy Tichborne 
Craig Potton 2010, $45 

There’s nothing like dashing out 

to the garden for a handful of 

fresh greens – and not just in 

summer. The Cook’s Salad 
Garden Revisited takes you 

beyond the usual lettuce 
varieties and shows how  
to grow a year-round 

supply of lettuce, 
cabbage, beet leaves, 
cress and more. Salad 
and dressing recipes 
add to the all-round 
usefulness of this 
book. –SH 

“Gardening is a 
way of showing 
you believe in 
tomorrow.” anon

QWe’re about to redo our veggie garden and I’m mindful of how  

New Zealand soils lack important minerals like selenium. Is it a good 

idea to buy these minerals and dig them into the soil? –Catherine

A New Zealand is said to be a mineral-poor landscape, lacking iodine, 

boron and selenium in particular. Although vegetables grow adequately 

without these minerals, we need them for good health and miss out 

when we eat produce grown in mineral-deficient soils. Fertiliser manufacturers 

are aware of this and various chemical-based products are in the pipeline. 

Alternatively, there’s a natural product called Nature’s Garden Fertiliser that 

contains selenium and some 60 other trace elements. It can be purchased in 

20kg bags direct from the source at www.environmental-fertilisers.co.nz or 

in 5kg bags from certain farmers’ markets, branches of Kings Plant Barn and 

Palmers Garden Centre. If you’re worried about a potential selenium deficiency, 

you can achieve the required daily intake by eating just two Brazil nuts a day.

Good queSTion

Pears
Why plant them? A pear tree provides a delicate show of white blossom 

in your spring garden and deliciously sculptural fruit for arranging in bowls 

during the cooler months. Pears can generally tolerate a wide range of soil 

types and wetter conditions than apples. In their dormant period, they’re 

also reasonably resistant to New Zealand’s cold temperatures.  

Why eat them? Pears are an excellent source of dietary fibre. They are 

also a useful source of copper, iron and selenium, as well as vitamins K  

and C. Oh and they’re delicious. Enjoy them sliced with blue cheese,  

or poached with orange juice and spices   

Did you know? Pear trees are native to Europe and many of the popular 

modern varieties were propagated by Belgian and French gardeners 

during the 1700s. Source: Superfoods from the Garden, Southern Publishers 2011

Magical mystery mat 

Parsnips 
… are easy to grow and can 
be harvested from about 
four months after planting. 

Generally they like sun or 
light shade and prefer soil that 

contains some well-rotted, 
rather than fresh, manure. 
Deep, sandy, fertile and stone-

free soil is best, though some 

stubby varieties of parsnip will 

grow in deep pots on the patio. 

gardening
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Spicy pickled tomatoes and seared fish medallions, finished off with a delectably light 
panna cotta and the fruity tang of poached plums. Enjoy the simple, rich flavours of late summer with Angus Allan’s easy and tasty meal for four  photography amanda reelick food angus allan styling sally fullam

In the Good kitchenAngus Allan is Good’s contributing food editor.  He’s a champion of fresh, local food and seasonal food.

Late summer bounty

Pickled tomatoes
Step one: 
21/2 kgs tomatoes, blanched and peeled6 tbsp sea salt 
2 bunches spring onions, finely chopped  

You can keep the tomatoes whole or chop into quarters.Put tomatoes and other ingredients into a large, non-metal bowl. Set aside. 

Step two: 
11/2 cups red wine vinegar 
1 cup cane sugar 

Combine in a saucepan and bring to the boil. Cook until the sugar dissolves – approximately 1 minute. Set aside. 

Step three: 
1/2 cup olive oil
11/2 tbsp black mustard seeds
4 tbsp coarsely ground black peppercorns11/2 tbsp turmeric 
4 tbsp ground cumin
3/4 cup fresh garlic purée
3/4 cup finely chopped ginger
4 fresh, whole green chillies

Heat the olive oil in a sauce pot. Add the garlic and ginger and cook until aromatic. Add the remaining Step 3 ingredients, being careful not to burn the mixture. Add the hot vinegar mixture from Step 2. Bring to the boil, simmering for 2 minutes. Pour over the tomatoes, salt and spring onions from Step 1. Mix well. Season to taste with salt and pepper. Store the tomato mixture in the fridge in a large, sterile screw-top jar, leaving for at least a day.

Angus’s tuna, cheese and  pickled tomato salad 
2 fillets of skipjack tuna (see “A fishy dish”, page 89)Butter for cooking 
Salt and pepper to season 
Fresh basil leaves
Cucumber, sliced
200g ball of mozzarella or bocconcini, sliced 

Using a sharp knife, ensure you cut the blood line from the fillet (this is a vein running down the length of the fish) and peel off the skin. Cut the fillet into medallions, each one approximately 1cm thick. Cover and set aside. 
Immediately before serving, fry the fish medallions in a little butter. Season to taste. 
Assemble the salad by placing the fish medallions on a large platter and interspersing them with the croutons, slices of cucumber, pickled tomato and cheese. Drizzle a teaspoonful  of aioli onto each medallion and scatter with roughly torn  basil leaves.     
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Simply Good Food

For best results, make the aioli, pickled tomatoes and panna cotta the day before you need them. That way there’s time for the aioli to thicken, the tomatoes to reach their full flavour and your wobbly puddings to properly set.

Lounging about  
How to eco-renovate your lounge
There’s a reason we call it the living room. Whether to gather with family, 

entertain friends or enjoy some down time, you probably spend more waking 

hours in the lounge than any other part of the house. Rebekah White 

discovers how to maximise this space for greater comfort and health

Invest in quality natural fabrics and classic 

furniture for a look that will last. Using neutral 

colours for walls and floors means you can 

switch the mood with accessories – like these  

bright cushions, cuddly throws and recycled 

silk rugs from Citta Design

eco-makeover
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Mechanical
Size: 	 213 x 275 (deep)

Binding: 	 Perfect bound

Colour: 	 CMYK

Sizes
Full page

Trim:	 213 x 275 (deep) 

Bleed:	 219 x 281 (deep) 

Double page spread

Trim:	 426 x 275 (deep)

Bleed:	 432 x 281 (deep)

Inside front cover (IFC), inside 
back cover (IBC) and opposing 
pages

Image area is reduced due to 
binding (see diagram). Double 
page spreads should be supplied 
as single page PDFs with 3mm 
bleed all round. 

Single page image area:	 
210 x 275 (deep)

Bleed:	 216 x 281 (deep)

Back cover

Full page portrait

Material format
Files should be supplied as PDFs 
using one of the following 
methods (for Mac or PC):

Using Acrobat Distiller
1	� Print document to file by 

selecting PostScript® File 
printer option in the print 
dialogue window

2	� Select Adobe PDF or Acrobat 
Distiller PPD

3	� Select an output paper size 
that accommodates the page 
trim size, including crop marks 
and 3mm bleed all round

4 	 Select crop marks

5	� Select composite CMYK 
output

6	 Include all fonts
7	� Set transparency flattening 

options to high resolution

8	� Save to create the  
PostScript® file

9	� Launch Adobe Acrobat 
Distiller

10	� Select PDF/X1a as the default  
job options

11	� Drag and drop the PostScript® 
file into Adobe Acrobat 
Distiller to create the PDF

Exporting from InDesign
1	� From the export options, 

select preset PDF/X1a

2	� Select crop marks and 3mm  
bleed all round

3	� Ensure font subsetting is  
set to 100%

4	� Set transparency flattener 
options to high resolution

Screen 
175 lpi (screen ruling)

Proofs
A colour digital proof is to be 
supplied with all advertising 
material.

The Publisher accepts no 
responsibility for reproduction  
of advertising artwork where  
a colour digital proof has not 
been supplied.

Ad sizes, shapes and technical data

Third page vertical 
69 x 275 (deep)  + 3mm bleed

*�Note: please supply all advertisements with a 3mm bleed all 
round to allow for the edge of the page or gutter.

12mm non-image area

Inside covers 
210 x 275 (deep)*  
The IFC and IBC are a different size due to binding. This also 
applies to the pages opposite the IFC and IBC (i.e. the first 
and last pages).

210mm210mm

Full page  
213 x 275 (deep)*  
+ 3mm bleed 
173 x 255 text-safe area

Half page vertical 
99 x 275 (deep) + 3mm bleed

Half page horizontal 
213 x 130 (deep) + 3mm bleed

text safe area

Double page spread 
426 x 275 (deep)* – no allowance for gutters 
386 x 255 text safe area

text safe area

gutter – do not run 
text through here

text safe area

Tangible Media prefers that advertising material be 
supplied via Adstream’s Quickcut validation and 
delivery system. If you are not already set up with 
Quickcut, you can immediately submit your advert via 
the quicksend web service: http://www.quicksend.co.
nz  By using Quickcut you are assured that your ads 
will meet our exact specifications and arrive right first 
time. For further information on other Adstream 
products, please visit http://www.adstream.co.nz or 
call +64 9 9131479. The reproduction of advertising 
supplied by other methods, such as on disk or via 
email, cannot be guaranteed. 

Conditions of acceptance of advertising
These conditions are deemed part of the contract issued by  

Tangible Media Ltd.

Contract advertising 
Series bookings apply to a specific volume of space which is contracted 

by the Advertiser for a specific period. In cases where the actual space 

taken for the period falls below the contract volume, the Publisher will 

surcharge all space taken to the rate appropriate to the volume of 

space used.

Postponement or cancellation of space 
This cannot be effected after 5pm on the last day of the month, two 

months prior to the publication date.

Material

a)�	� All advertising material shall be delivered to the Publisher without 

expense to the Publisher 

b)	� Any expenses incurred following copy deadline date in trying to 

secure material (e.g. toll calls, freight, couriers etc) shall be 

recoverable from the Advertiser or Advertising Agency and shall be 

charged out as a disbursement (non-commission bearing) 

c)	� Where new copy or instructions to repeat have not been received 

from a contract Advertiser by copy deadline date the Publisher 

reserves the right to repeat any previously run copy, or to compose 

or enter substitute copy at the Publisher’s absolute discretion and 

charge full rates plus production 

d)	� Advertisement material is held at the Advertiser’s risk and is not 

insured by the Publisher. Material will only be returned on request 

and any material unused for 36 months will be destroyed.

Rate protection
Should advertising rates change, Advertisers on a current contract with 

Tangible Media Ltd will be given rate protection (i.e. charged at “old” rates)

– 	� for only two consecutive issues in the case of monthly titles, and for 

one issue in the case of all less-frequently published titles 

– 	� from and including the issue at which any new rate increase takes 

effect.

Terms
Accounts for advertising space and production are due for payment 

within 20 days following the end of the month of publication. 

Advertisers and their Advertising Agencies are jointly and severally 

liable for payments due under any contract. For the purposes of this 

clause the month of publication is the cover date or mast-head date of 

the publication. In the case of bi-monthly publications the month of 

publication is the first month of the two months shown as the cover 

date or mast-head. In the case of quarterly, bi-annual and annual 

publications the month of publication shall be deemed to be the month 

of the invoice date. Any costs, fees, legal expenses or commissions 

incurred in obtaining payment are to be charged to the client’s account.

Tax and levies
Any Government or industry taxes and/or levies are additional to the 

current rates structure shown on the rate card. GST (currently 15%) is 

payable on all payments from a New Zealand source and on such 

overseas advertising as may from time to time be deemed liable by  

the Inland Revenue Department.

General 
a)� 	� The Publisher reserves the right to decline the insertion of any 

advertisement 

b)� 	� The placement of an advertisement is at the Publisher’s discretion 

– except where a preferred position loading has been paid 

c)� 	� Casual displacement, rejection or omission of an advertisement 

does not invalidate a space order 

d)� 	� While every care is exercised, the Publisher will not accept liability 

for any loss whatsoever incurred through error either in the content 

of an advertisement, or the incorrect appearance of an 

advertisement.

Terms of acceptance of advertising copy 
The Advertiser warrants and undertakes to the Publisher that no 

statement, representation or information contained in the supplied 

advertisement: 

a)	� is or is likely to be misleading or deceptive or to otherwise infringe 

the Fair Trading Act, 1987; or 

b)	� is at all defamatory, in breach of copyright, trademark or other 

intellectual or industrial property right; or 

c)	� is otherwise in breach of any provision of any Statute Regulation or 

rule of law.

The Advertiser acknowledges that Tangible Media Ltd relies on the 

provisions of this Clause in accepting the advertisement for production. 

The Advertiser hereby agrees to indemnify the Publisher against all 

losses or costs, legal or otherwise, arising as a result of the publication 

of the advertisement.

Terms and conditions




