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WELCOME
Living Well is the “owned media” channel for 
Green Cross Health pharmacies. Green Cross 
Health supports 46 medical centres and over 
340 pharmacies under the Unichem and  
Life Pharmacy banners and is passionate about 
the role that pharmacy plays in providing 
professional health care and advice, products 
and services to communities throughout 
New Zealand.

Living Well magazine delivers quality content 
to position Unichem and Life Pharmacies as the 
first port of call for health and beauty needs 
throughout New Zealand.

With more than $220 million of sales across 
Unichem and Life Pharmacies each year, Living 
Well provides an unparalleled opportunity to 
drive awareness and sales while delivering 
genuine value to our shared consumer base.  

EDITOR’S BIO
Karyn Henger began her career in journalism in 
the late 1990s, working in daily newspapers and 
then moving into the magazine industry. She 
was a staff writer for the iconic New Zealand 
Woman’s Weekly and has written for many 
of New Zealand’s favourite women’s lifestyle 
titles. She was the deputy editor and then editor 
of Little Treasures parenting magazine for a 
number of years before taking up her position 
as editor of Living Well. A mother of three, 
Karyn has a special interest in family health 
and wellness and strives to delve into the 
issues that matter to Kiwi women most.

Karyn Henger
Editor 
karyn@tangiblemedia.co.nz

Grant Bai
Chief Executive Officer
GREEN CROSS HEALTH

Karyn Henger
Editor
LIVING WELL

CONTACT DETAILS
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ANTI-AGEING 
EXTRAS
We love multi-
tasking face creams 
that deliver multiple 
benefits. St Tropez 
Gradual Tan Plus 
Anti-Ageing Multi-
Face Action gives a 
light glow and helps 
boost collagen too. 

LIP OILS
First came hair oils, then 
versions for face and 
body. The next big trend 
is lip oils, for maximum 
hydration with a pop of 
colour. L’Oreal Colour 
Riche Extraordinaire is 
one of our favourites. 

CLEVER CONTOURING
Not just for Kardashians, contouring 

has gone mainstream. It’s super easy 
to define cheekbones with Clinique 

Sculptionary Cheek Contouring 
Palette (available in Defining Nectars, 
Defining Berries, Defining Nudes and 

Defining Roses).  

Check out the cooler seasons’ 
top beauty buys

CLINIQUE 
SCULPTIONARY 
CHEEK 
CONTOURING 
PALETTE

ST TROPEZ 
GRADUAL 
TAN

L’OREAL 
COLOUR RICHE 
EXTRAORDINAIRE
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While they’ve 
changed 
the name, they 
haven’t changed its 
incredible ingredients. 
GO Healthy GO Stress 
Remedy (formerly  
GO Healthy GO 
Mood Support) 
works to target and 
relieve stress. 

short &

MINDFULNESS  
IN SCHOOLS

We all know being mindful 
is good for us, and now our kids 
are being taught how to practice 

mindfulness in school. The Pause, Breathe, 
Smile programme has been rolled out at 
more than 50 primary and intermediate 

schools across New Zealand. The Mindful 
Aotearoa initiative provides kids with weekly 

mindfulness sessions that teach them 
how to slow down, breathe and be in 

the moment. The Mental Health 
Foundation is trialling an adapted 

version for secondary schools. 
mindfulaotearoa.nz

1
We’re three times more likely to 
eat the first food we see in the 
fridge – hide the treats at the 
back of the fridge. 

2
40% of men and 30% of women 
in New Zealand don't eat their 
recommended minimum of 
three serves of veggies a day – 

you know what to do. 

3
Many of us load our smoothies 
with too much sugar. The ideal 
smoothie contains:

One serve of fruit
Two serves of veggies 
Fluid
Squeeze of lemon

ANTS IN YOUR PANTS
If you’ve ever been accused of having 
‘ants in your pants’, it may not be such 
a bad thing. Researchers have found 
that people who fidget may live a little 
longer than those who don’t because 
the small but constant movements 
offset the damage caused by inactivity, 
and could decrease the risk of 
mortality in those who sit for much of 
the day. The research was conducted 
at Leeds University and the University 
College London in the UK.

Love red lipstick, but 
loathe that “you’ve 
got lipstick on your 

teeth” moment? 
Solution: post lippy 
application, close 

your lips around the 
tip of your index 

finger, then pull your 
finger from your 

mouth quickly. The 
action removes the 
colour from the lip-
teeth danger zone.

Slick beauty tips, how to stay  
on the wagon with healthy 

eating and why having ants in 
your pants is a good thing 

SWEET
We love O.P.I Nail 

Lacquer in Lost  

in LombardWALK ON IN
Cholesterol is needed to make our body work properly 
but if we have too much in our blood it can build 
up, causing narrowing of the arteries which can 
lead to a heart attack or stroke. When did you last 
have your cholesterol checked?  A cholesterol 
test is now available from your Pharmacist, 
no appointment needed. Just walk on in 
and see if it’s right for you. * Turn the page for 
more heart health facts.

PERFECT MATCH
A common beauty faux pas 
is to mismatch your primer 

and foundation. Silicone-
based primers create a 

silicone barrier atop your 
skin – fine when you’re 
using a silicone-based 

foundation, but not so much 
if you apply a water-based 

alternative. The silicone will 
repel the water, meaning 

the foundation won’t absorb 
properly into your skin, 

resulting in uneven,  
pilled coverage.  

CREATE HEALTHIER EATING 
HABITS FOR 2016
Follow these simple rules 
from Kiwi nutritionist 
Claire Turnbull.
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STRUGGLING TO SLEEP?
Re-set your body clock and support 
natural sleep patterns with SleepDrops, 
NZ’s top-selling mix and match range 
of natural sleep remedies combining 
herbs, homeopathy, flower essences 
and nutritionals. With a family-friendly 
range of remedies for all ages. Always 
read the label and use only as directed. 
Available from pharmacies and   
sleepdrops.co.nz.



THE AUDIENCE 
Focusing on the core values of care 
+ advice and creating content that 
will reflect this and seasonal issues, 
Living Well is a magazine for the busy 
New Zealand woman who strives to look 
after herself and her family, and for whom 
healthy living and looking good are an important part of life. 

She enjoys trying new health, nutrition and beauty 
products (particularly anti-ageing and products derived 
from nature) and will often purchase after trying a sample. 

She is also a keen magazine reader and is much more likely 
than the average female to: 
•   seriously consider or actually buy something she  

has seen in a magazine (+13%)
•   go online or phone an 0800 number to find out  

more about a product or service (+23%) 

We can deliver you this valuable audience of New Zealand 
women through Living Well, which is a combination of great 
content creation and intelligent marketing solutions.
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Nielsen’s CMI database REF: Q2 2013 – Q1 2014

Living Well Target Audience: Women 25-54 years, socio 
economic groups one or two, with children under 17 in the home.

Launched in January 2015 and printed three 
times a year. Living Well is mailed directly 
to high value consumers identified through 
our Living Rewards database. Further 
copies are distributed through Unichem 
and Life Pharmacies.

In New Zealand, there are 216,000 women aged  
25–54 who sit in the Living Well target audience. 

These women are 17 times more likely than the 
average person to have shopped at a Life or 
Unichem Pharmacy in the last month; 89,000  
of them in the last month (41%)

The average age of the Living Well reader is 40 and 
her average household and personal incomes  are 
significantly higher than the national female average 
at $125,770 (55% higher) and $46,300 (59% higher) 
respectively. 

SECTIONS:
Living Well is divided into four sections:

Upfront 
Newsy bites of information about new health and wellness 
products, the latest in health trends and tips and advice. 

Lifestyle 
Lengthier features about lifestyle health and wellness issues 
and trends at the forefront of New Zealanders’ minds. Includes 
a focus on family, relationships and fitness.

Health 
Seasonal health stories, Q&As, solution-based features and 
columns from health experts.

Beauty
The latest in make-up and skincare products and trends. 

Regular features:
• Short and sweet
• Fitness trends
• Family
• Seasonal health
• Story on pregnancy/ 

fertility/new motherhood 

• Ask the expert
• How to... 
• Giveaways page
• Health/nutrition trend



PROMOTIONS
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WHAT MAKES OUR OLIVE LEAF 
EXTRACT SO GOOD? 
We grow, harvest and extract fresh at 
the source. Our fresh-Picked™ Olive 
Leaf Extract comes from our own 
specialist olive leaf plantations in South 
East Queensland, which are amongst 
the largest in the world. We have over 
560,000 olive trees. 

WE ONLY USE FRESH LEAVES –  
FRESH-PICKED™  
We use the best grove management 
practices to grow our olive trees, then we 
harvest the leaves at sunrise and extract 
before noon to retain maximum leaf 
freshness before bottling. 

SCIENTIFIC RESEARCH  
Our Olive leaf Extract is often used in 
scientific research. With the Comvita 
brand you can trust you are getting a 
high-grade olive leaf extract – the same 
extract used by researchers worldwide. 

Comvita® Fresh-Picked™ Olive Leaf 
Extract is five times more powerful in 
antioxidant activity than the equivalent 

Secrets from the olive grove

amount of Vitamin C (as ascorbic acid) 
based upon the ORAC test method. 

WINTER ILLS AND CHILLS
Traditionally used to support a healthy 
immune system, Comvita® Fresh-
picked Olive Leaf Extract may support 
your body’s defences against winter ills 
and chills and support recovery.

IMMUNE SUPPORT 
Taking 15mLs of Comvita® Fresh-
Picked™ Olive Leaf Extract daily may 
support your immune system to guard 
against winter ills and chills

BLOOD SUGAR SUPPORT  
Comvita® Fresh-Picked™ Olive Leaf 
Extract is scientifically researched to 
support the maintenance of normal 
blood sugar balance in healthy 
individuals.

Always read the label and use as directed. 
If symptoms persist see your healthcare 
professional. Incorrect use can be harmful. 
Comvita, Te Puke 

Get a fresh-picked daily boost with Olive Leaf Extract

SERVING 
SUGGESTION  

Blend 15mLs of Comvita® 
Fresh-Picked™ Olive Leaf 
Extract in your morning 

juice or smoothie for a daily 
antioxidant boost that will 

help maintain your 
general wellbeing.

There are exclusive advertorial opportunities in each issue of Living Well.Tell us what you'd like to 
promote and we'll compose the feature. The spots will be sold on a first in, first serve basis.

EXAMPLE ONE: HOW TO...
Each issue, a different topic. E.g. How to 
take your supplements. eg. support iron 
absorption with Vit C. Info from your expert. 

EXAMPLE THREE: MEET THE BRAND
Profile the brainbox behind your brand. In most cases this example requires two 
pages. Everyone has an interesting life or brand story. 

There are 
interesting stories 

behind every 
product. Whether 

we profile the 
brainbox behind 
your brand or tell 
the story behind 
your product – 
where it comes 
from, why it’s 
been created  

and the purpose 
it serves  

– let us tell your 
story. Crafting 
captivation is 
what we do. 
Storytelling  
that sells.

EXAMPLE TWO: BEHIND THE SCENES
We tell the story behind your product –  
its point of difference, efficacy, where its 
ingredients come from, how it's created. 

WWW.LINDENLEAVES.COM

BRIGIT, WHAT INSPIRED YOU 
TO LAUNCH LINDEN LEAVES?
Two of my three children had 
infantile eczema, as many do, 
but it just continued to get worse 
along with the allergies and is still 
a challenge, although both are 
adults now. We had to use soap 
substitutes that were unpleasant 
in texture and pungent-smelling 
creams that they didn’t want 
to use, as other children teased 
them. When the eczema was at 
its worst there were steroids and 
antibiotics as the broken skin 
became infected and many trips 
to hospital with severe asthma 
and allergic reactions.

I decided this regime was not 
a long-term option and began 
an interest in gentle, natural, 
healing, restorative, soothing 
ingredients. I cannot say I found 
a cure for eczema and sensitive 
skin but daily use of gentle 
ingredients seemed a better 
option. I also found nurturing 
the soul helped to make things 
seem less of a challenge so a 
great emphasis on the beautiful 
presentation of our products 
became as important as the 
effective ingredients.

My daughter Juliet was the 
only one of our children who 
did not have eczema but she 
had a great understanding and 
empathy for what I was trying to 
achieve and joined the company. 
She is now our global marketing 
manager.

HOW WILL YOU CELEBRATE 
YOUR 20TH ANNIVERSARY?
We are really looking forward 
to celebrating all year long in 
2015. We have lots of fabulous 
events and customer offers 
planned, as well as some exciting 
new products in the pipeline. 
It is our opportunity to say a 
huge, heartfelt thank you to 
our wonderful customers and 
retailers, and make sure anyone 
who hasn’t discovered Linden 
Leaves yet gets the opportunity!

WHAT MAKES LINDEN LEAVES 
PRODUCTS SPECIAL?
Our products are all a labour of 
love, made with care and attention 
to detail in New Zealand. With 
our body oils, for example, the 
roses, lavender and various fruits 
and flowers are locally grown, 
hand-picked and freeze dried. 
Each oil takes up to 14 days to 
make and every bottle is carefully 
hand-filled by the talented team 

at the Linden Leaves atelier in 
Christchurch. Formulated from a 
blend of nutritious sweet almond 
oil, apricot kernel oil, organic 
rosehip oil and organic avocado 
oil, each bottle is not only a little 
work of art and slice of heaven, 
but also an antioxidant and 
an omega-rich nurturing and 
protective treat for the skin. The 
Linden Leaves team has been 
advocating body oil as a skin 
product for nearly 20 years and 
we’re happy that the trend for oils 
has really caught on recently.

AND WHERE TO NEXT?
In 2011 we launched our skincare 
range in New Zealand and last 
year we obtained NATRUE 
certification for our skincare. 
While we are fortunate to have 
a loyal following of customers 
who trust our products, we 
also feel it is important to have 
an internationally respected 
independent certification. Our 
next focus is the extension of 
our skincare range. We have been 
delighted with the customer 
response and retailer support of 
our initial 12 NATRUE-approved 
products and we are now well 
into the development phase of 
new skincare products that will 
be released in 2015. For me, the 
face shows the health, happiness 
and balance of the person and 
if Linden Leaves products help 
people to feel confident, indulged, 
nurtured and truly cared for, it is 
the most fulfilling reward I could 
ask for. 

Many a fledgling Kiwi business begins at home around the kitchen 
table, but few go on to become highly successful international 
companies. This year marks 20 years since the inception of 

natural skin care company Linden Leaves and its founder and 
executive chairwoman Brigit Blair could not be prouder.

LABOUR OF LOVE

LIVINGWELL PROMOTION
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KEY DATES

INTEGRATED CONTENT
Product feature (photo + approx. 60 words)                         
$1,040  

SPECIAL POSITIONS
Inside front cover       $5,720
Inside back cover       $5,720
Outside back cover       $5,970

*Rates are not commission bearing and exclusive of GST

(Price includes design / editing. Writing, photography, styling, talent is quoted 
per promotion)

 Casual rate 2x rate  3x rate
  (per issue)  (per issue)

DISPLAY  
ADVERTISING

Double page spread  $ 9,300 $ 8,600 $ 8,370 
Full page $ 5,200  $ 4,810 $ 4,680 
Third page   $ 2,545 $ 2,350 $ 2,290 

RATES*

LIVING WELL  
PROMOTIONS 

Double page spread $ 10,080 $ 9,320 $ 9,070 
Full page $ 5,720 $ 5,290 $ 5,140

Issue Booking deadline Material deadline Issue date

Autumn #7 BRAND AD  
20 January 17
ADVERTORIALS
15 January 17

BRAND AD  
2 February 17
ADVERTORIALS
15 January 17

7 March

Winter #8 BRAND AD  
25 May 17
ADVERTORIALS
18 May 17

BRAND AD  
1 June 17
ADVERTORIALS
18 May 17

8 July

Spring #9 BRAND AD  
1 September 17
ADVERTORIALS
28 August 17

BRAND AD  
11 September 17
ADVERTORIALS
28 August 17

9 October

6

7 3
2
4

DOUBLE DUTY
Try a cheek and lip 
tint, and cut down on 
make-up bag clutter. 
We love Australis Lip 
& Cheek Combo, 
which has a smooth, 
blendable texture that 
leaves a healthy flush. 

FEEL-GOOD FRAGRANCE
Get a mood boost just by spraying 
on scent with the Valeur Absolue 
range of perfumes. Ingredients 
(essential oils, semi-precious stones 
and active minerals) are chosen for 
their soothing properties as much as 
their scent. Their latest, Sérénitude, 
contains Amazonite stones, believed 
to help to dispel negative energy.  

TWICE AS NICE
Buying a premium foundation is a 
splurge, but often the superior textures 
and seamless coverage are worth it. 
Lancôme Teint Visionnaire foundation 
is our favourite luxury buy because it 
also contains a matching concealer in 
the lid, giving you double the bang for 
your buck. Applied with a teardrop 
make-up sponge, the concealer is 
great for blotchy eyelids and the 
foundation gives flawless coverage. 

EASY EYE MAKE-UP
Get swim-proof lashes this 

summer with a trusty waterproof 
mascara. Clarins Truly Waterproof 
Mascara gives lashes a protective 

shield thanks to bitter orange tree 
wax, which forms a natural film. It 
promises to last 12 hours despite 

humidity, sweat and swimming. 
Available in black and limited-

edition Curacao (royal blue). 

FAST FAKE TAN 
Forgot to self-tan the 
night before a special 
event? To the rescue 
comes St Tropez 
Self Tan Express. It 
works fast, so even if 
you wash if off after 
just one hour, you’ll 
still get a light tan. 
Three hours – the 
recommended max – 
gives a deep tint. 

QUICK LIFT
You already love dry shampoo as a 
substitute for a full wash and blow 
dry, but did you know they are also 
ideal for adding volume in a hurry? 
Those with fine hair will love Batiste 
Mamba Dry Shampoo, which 
plumps up roots as it cleanses. 

SIMPLE SUNSCREEN 
Reapplying SPF can be a hassle, especially when 
you’re out and about. Our trusted method is to cover 
the body with a high SPF lotion such as Nivea 
Sun Ultra Beach Protect SPF50+ when you’re at 
home to create a base then top up with an aerosol 
sunscreen throughout the day.  

Need fast fixes, 
multi-tasking 

products and time-
saving technology? 
Sign here please,  

quick smart.

BUSY-
WOMAN 
BEAUTY
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FOR ALL ADVERTISING ENQUIRIES, PLEASE CONTACT SANDY FRASER: 
E: sandy.fraser@tangiblemedia.co.nz       P: +64 (0)9 966 1076   M: +64 (0)21 288 4088
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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. 

MECHANICAL
Size: 	 210mm wide x 275mm high	
Binding:	 Perfect bound 
Colour: 	 CMYK
 
SIZES
Double page spread (DPS)
Trim:	 420mm wide x 275mm high
Bleed:	 3mm all sides
Single page 
Trim:  210mm wide x 275mm high 
Bleed:  3mm all sides
 
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/X-1a
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
The Publisher accepts no responsibility 
for reproduction of advertising artwork 
where a colour digital proof has not 
been supplied.

ADVERTISEMENT SIZES, SHAPES AND TECHNICAL DATA

Full page advert 
Trim: 210mm wide x 275mm high
Bleed: 3mm all sides

Third page advert 
Trim: 62mm wide x 260mm high
Bleed: 3mm all sides

Double page spread advert 
Trim: 420mm wide x 275mm high 
Bleed: 3mm all sides

Print run: 75,000

CONDITIONS OF ACCEPTANCE OF ADVERTISING
Contract	conditions	per	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 cannot	be	effected	
after	5pm	on	last	day	/	month,	2	months	prior	to	
publication.
Material
a)		 	Advertising	material	shall	be	delivered	to	Publisher	

without	expense	
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.		“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	ad	
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,	omission	of	an	ad	does	
not	invalidate	an	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	advertise-
ment,	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	law.
The	Advertiser	acknowledges	that	Tangible	Media	Ltd	relies	
on	the	provisions	of	this	clause	in	accepting		the	ad	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.


