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Campaign Description: “As an 
unconditional All Blacks supporter, 
Steinlager has been through the 
same highs and lows as the fans for 
the past 25 years. This spot tells the 
story of a man and his can, and the 
journey we’ve all been on to get to 
this moment.”

Tim Huse, creative director, Sugar: 
“Bringing back the white can is smart 
and the TV is a nice tale well told that 
has connected with a lot of Kiwis I 
reckon. Made me buy a Steinlager for 
the first time in a long time. Points for 
the HQ, AbFlex and dead spider.” 

Denise Goodwin, national 
marketing manager, Volkswagen: 
“Great overall campaign. Nice 
integration and nostalgia moment in 
bringing back the white can. Definitely 
would evoke pride and passion for the 
unconditional supporter.”

Kate Humphries, Media Design 
School’s AdSchool course leader: 
“Cleverly kicks off the game between 
the local and the global beer by 
performing an audacious little haka 
right under the nose of Heineken’s 
official sponsorship of the RWC.”

CLIENT CONTACT DANNY PHILLIPS, TODD 
GORDON, KATE FISKEN, BRENT ROBINSON 
ECD TOBY TALBOT ACCOUNT TEAM SCOTT 
WALLACE, JONATHAN REA WRITERS RORY 
MCKECHNIE, PAUL HANKINSON ART 
DIRECTORS DAMIAN GALVIN, REGAN 
GRAFTON AGENCY PRODUCERS JUDY 
THOMPSON, TANIA JERAM PRODUCTION 
ROBBER’S DOG PRODUCER MARK FOSTER 
DIRECTOR ADAM STEVENS POST STEFAN 
COORY/BLOCKHEAD EDITOR: PAUL 
MAxWELL SOUNDTRACK: THE COOPERS 
ON FRANKLIN RD MUSIC: PETER VAN DER 
FLUIT/LIQUID STUDIOS DOP: GINNY LOANE

first

STEINLAGER
“BELIEVE”

A multi-media campaign 
from DDB NZ that 
successfully positions the 
kitsch white Steinlager can 
right alongside the hoary, 
staunch All Black fans.

marketingmag.co.nz

Campaign Description: “It’s the 
middle of winter in New Zealand 
so to keep Fiji top of mind, Barnes 
Catmur & Friends cruelly installed a 
number of Adshels and a billboard 
in key locations in the main cities. 
The ads featured a Fiji ‘temperature’, 

second

third

FIJI

KIWI BACON

‘TOURISM FIJI’

Politics be damned! And stuff 
the winter too! This outdoor 
campaign from Barnes, 
Catmur & Friends made all 
manner of commuters dream 
of a tropical holiday in Fiji 
as they trudged through the 
damp and dank.

“100% NEW ZEALAND 
FARMED”

An ad linking sizzling bacon, 
mail-order brides and 
mullets? Yes, it can work.  
An amusing riff from Buffalo 
Creative on the theme of what 
to import – and what’s best 
made locally. 

Campaign description: “Kiwi Bacon 
is 100% NZ farmed, unlike many of 
the competitors who import product. 
Buffalo wanted to highlight this in a 
way that avoided the clutter of brands 
‘celebrating NZ’. We love imported 
things but draw the line at bacon.”

Huse: “A few Kiwi truths in there, but 
I was still left wondering why I should 
eat locally made bacon.”

Goodwin: “Engaging humour. 
Very Kiwi.”

Humphries: “Charming enough, 
but the logic fails to convince me 
of its deliciousness in the way that 
Colenso’s classic vegetarian take on  
it did so gloriously a while back.”

CLIENT CONTACT NATALIE INNES, 
MICHAELA DUMPER & CAROLINE 
GAISFORD CREATIVE DIRECTOR JASON 
ANDERSON ACCOUNT DIRECTOR TIM 
BARRY WRITERS JASON ANDERSON & TIM 
BARRY PRODUCTION CURIOUS FILMS 
PRODUCER ANDY MAUGER DIRECTOR 
ROBIN WALTERS POST PRODUCTION:  
PUCK MURPHY & NIGEL MORTIMER  
EDITOR/OffLINE POST: LUKE HAIGH 
SOUNDTRACK: LIQUID STUDIOS  

campaign review

A close-run competition 
again this edition, 
especially for first and 
second place, but in 
the end it was a crafty 
attempt to tie Steinlager 
to the national game 
(consult the RWC’s 
sponsor handbook! Clear 
the clean zone!) that took 
out top honours, followed 
closely by an annoyingly 
effective ad for those who 
needed no reminding of 
how loathsome winter in 
New Zealand can be.

A MAN 
AND HIS 
CAN

Agency

Barnes, catmur  
& friends

Client

tourism fiji
Brand

tourism fiji
Media

outdoor

which was changed daily to taunt 
chilly Kiwis.”

Huse: “Just what a good billboard 
should be: a simple truth that engages 
everyone who passes it. Driving down 
Ponsonby Road is a lot less depressing 
now it’s gone.” 

Goodwin: “Clever idea with excellent 
use of the outdoor channel. Timing, as 
they say, is everything, and this would 
definitely have had cut through over 
the winter months.”

Humphries: “Simple, effective, much 
talked about and cruelly trotted out in 
our coldest winter for 16 years.”

CLIENT CONTACT: SALA TOGANIVALU 
LESUMA EXECUTIVE CREATIVE DIRECTORS: 
PAUL CATMUR & DANIEL BARNES ACCOUNT 
DIRECTOR: JO CHEYNE MEDIA STRATEGIST: 
CAMILLE TURTON WRITER: MATT WEAVERS, 
JESSE STEVENS ART DIRECTOR: CRISPIN 
SCHUBERTH 

Agency

Buffalo creative  
& design

Client

goodman fielder
Brand

Kiwi Bacon
Media

tv

Agency

ddB group nZ
Client

lion Breweries
Brand

steinlager
Media

tv, newspaper, 
outdoor, digital
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 When it comes to the quintessential entre-

preneurial narrative, where a small idea eventually 

morphs into a multimillion-dollar enterprise, stefan 

Lepionka's story has all the required attributes: 

humble beginnings, years of hard graft, suppos-

edly friendly corporate overtures, hostile corporate 

paymasters, PR disasters, PR masterstrokes, savvy 

low-budget marketing and, more recently, a few big 

breaks that have led to some rip-roaring financial 

success. 

Amid the economic carnage of the past few years, 

Charlie's has tripled its stock price since listing in 

2005 and has recently nailed a couple of big break-

through deals in Australia that put its products on 

the shelves of 750 Coles and 850 Woolworths stores. 

As a result, it predicts record profits for this year 

and has high hopes for similar success in lucrative 

Asian markets. 

The trajectory of the business—and the approach 

to brand building—in New Zealand has been a “long, 

slow ten-or-11-year grind”, Lepionka says. Not so in 

Australia, however. Charlie's launched there in 2008 

and spent a lot of money investing in the business, 

the manufacturing and the people, so it wasn't 

exactly an overnight success, but he says everyone 

was shocked by the speed of it all. 

“Essentially our whole strategy is to go into a 

market and build the brand in the high-end markets 

[like cafes] first. We hadn't planned to go to grocery 

in Australia for at least a couple more years. Actually, 

we pushed them off a year earlier. But we did a trial 

and it went really well. Our internal budgets were 

to get about one or two percent market share but 

overnight it went to nine or ten percent, which is a 

big slice of any market.” 

This is an even more impressive achievement when 

you look at how competitive the beverage sector is 

and the massive corporates Charlie's is up against. 

Quality control
Lepionka puts the sudden surge in popularity in 

Australia down to the fact that his quest for quality 

has delivered a unique product in that market. The 

big players, he says, “just punch stuff out really”, 

but Lepionka is something of a juice purist; a man 

with premium fruity convictions. 

“We only want to play with the best ingredients. 

But it's a choice, and that choice comes at a price. It's 

the same with a nice restaurant, where the food has 

a story behind it. Having meat hang for longer is an 

old-fashioned way of getting taste. But it costs more. 

We could use cheap, artificial ingredients that you 

can buy off the shelves, but the only way we've been 

able to do this is to build a factory in Australia right 

next to the biggest privately owned citrus orchard 

in South Australia and then squeeze it into a bottle. 

It's almost unheard of.” 

As well as its not-from-concentrate juices and 

quencher ranges, Phoenix Organic Juices, the only 

company Charlie's has acquired, has also made it 

onto the Coles Australia shelves. 

“That was a big punt by us to list the company and 

raise the money to buy it,” says Lepionka. “Coke and 

Frucor tried to buy Phoenix two or three times and 

they offered them more money than we paid. But 

the owners had high ethics, they were passionate 

individuals and, having spent 20 years banging 

on about being the natural alternative, they were 

visionaries. Basically, they weren't prepared to sleep 

with the devil. It was perfect timing for us and when 

you look at the two brands and their focus on ethics, 

honesty and ingredients, they fitted perfectly.” 

Main squeeze
A big part of Charlie's appeal to consumers is that, 

despite now being a fairly large, mainstream brand, 

it still looks—and tastes—like it's been squeezed by 

a couple of guys down the road. When it started 11 

years ago, that was exactly how it was made, but 

despite its growth the brand has managed to retain 

that endearing challenger-brand cheek, which seems 

to quite accurately reflect the characteristics of its 

founders Lepionka, Marc Ellis and Simon Neal 

(check out the trio dressed in drag singing 'we're 

completely fruity' in an early Charlie's ad if you 

want proof of that). 

So, in a category where one could be forgiven for 

thinking all juices are created equal, does success 

simply come down to the brand? Yes. And no. 

“We've launched products before and they've 

failed. So it's the overall cliché of look and feel, brand 

and a quality product … We work really hard to make 

everything simpler in terms of our proposition and 

packaging and that's why we hang off one word: 

honest. Over the years the main goal was to create 

a brand with a single proposition. I think brands 

should stand for one thing, for one word, like Volvo 

and safety. That's what we're trying to do. And if we 

can achieve that we're halfway there.”

While cultural nuances are critical in market-

ing, as any client that has run an Australian-made 

campaign in the New Zealand can probably well 

attest, he says the brand building and marketing 

approach has been exactly the same in each market 

it has entered. 

“I think it has international appeal. It's the Kiwi 

way but it's engaging. We're in 14 countries outside of 

Australia, including Korea, Hong Kong and Singapore, 

but we're getting the same sort of feedback.” 

As far as the move into Asia is concerned, he says 

the company has a five-year plan and, while “it's a 

different beast” to Australasia, he's confident its 

juices will start flowing freely there too. 

“It will take time, it will take money, and you need 

to have people on the ground. We're competing with 

some very big players and the retailers take a long 

time there. They don't rush things and there are lots 

of trials. But when they jump on board they really 

get on with it.” 

For many businesses, such rapid, slightly un-

expected growth can create problems. But, after 

20-odd years in the juice game, Lepionka says he’s 

well prepared and believes the guiding rails to help 

build the business are good processes and good 

people (Charlie's runs a Japanese project called 

Lean Manufacturing, which is all about “continuous 

improvement and empowering your people to come 

up with and implement the ideas”).

The  
honest  
juicer

He’s a quintessential Kiwi battler, a self-affirmed street marketer and an 
international brand builder. And, with newfound success in Australia, Stefan 

Lepionka’s star is rising once again. Ben Fahy talks juice, marketing and crisis 
management with Charlie’s co-founder and chief executive.
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How to

Practical and experienced insight into the minutiae 
of marketing and communications, from marketing 
disciplines and strategy to campaigns, office politics 
and managing your boss

Campaign Review

Showcase of latest ad campaigns, critiqued by our 
expert panel of judges

Personality profiles

The back story and insights of our leading marketing 
and communications personalities

Issues

Investigations into the challenges facing the industry, 
including technological and business change, talent 
and Hr management, economic trends, government 
regulation and business strategy

Metrics

An intelligible summary of key data and trends about 
the market and industries 

Departments

The magazine provides strong opinion and insight into 
the core disciplines of marketing and communication

InSIDE nz MARKETInG
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2005➔➔

2009➔➔ 2010➔➔

YEAR ON YEAR COMPARISON - TOP 10 ADVERTISERS

YEAR ON YEAR COMPARISON - TOP 15 CATEgORIES YEAR ON YEAR COMPARISON - TOP 10 ADVERTISERS

Expenditure in $000’s 
All media

Expenditure in $000’s 
All media

Expenditure in $000’s 
All advertisers
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TOTAL SPEND 2,559,541ALL OTHERS 2,167,936

TOTAL SPEND 2,833,052ALL OTHERS 2,365,120
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Source:  Nielsen AIS 2010.  All data is based on full rate card value. 
Top 15 categories represent 40% of total annual spend in 2010.

Source:  Nielsen AIS 2010. All data is based on full rate card value. Our estimates 
do not take into account any heavy discounting that took place in 09

Source:  Nielsen AIS 2010.  All data is based on full rate card value

Online

Unaddressed Direct Mail

Outdoor

Cinema

Magazine

Newspaper

Radio

TV

METRICS

Who’s splashing the cash? Who’s hunkering down? Who’s new to the list of New Zealand’s  
big-spending advertisers? Nielsen’s Advertising Industry Spend data always make for 

interesting reading and the 2010 figures are no different. 

Hey, big spender

When it comes to the 

top ten advertisers, there are a few 

notable companies now spending 

significantly less than they were 

five years ago. chief among those is 

telecom, which spent $43 million 

less than 2005 and $12 million less 

than  2009, dropping it from first to 

tenth on the list. 

On the other side of the coin, 

Unilever Australasia in third and 

Foodstuffs in first really ramped up 

their spending in 2010, parting with an 

additional $20 million and $15 million 

respectively than the year before. 

Vodafone, NZ Lotteries, L’Oreal 

and Farmers were placed fifth, sixth 

seventh and ninth respectively in 

2005, but none of them made the top 

ten in 2010. 

As for category spending between 

2009 and 2010, supermarkets and 

department stores held firm at the 

top, with 15 percent and 20 percent 

increases in year-on-year spend. Fire 

and general insurance was the big 

mover, however, with a 63 percent in-

crease in 2010 for a total of $47 million, 

moving it from 25th to 13th place. 

The banks also regained their 

swagger and upped spending by 31 

percent to take third position. One 

place back was automotive, clock-

ing in with a 19 percent rise, while 

fast food chains/restaurants and 

cafes weren’t far behind with a 17 

percent increase. 

All media recorded year-on-year 

increases. TV maintained a 55 percent 

share of the market, while cinema was 

up 45 percent, outdoor was up 35 per-

cent and online was up 15 percent. 

*Nielsen’s ad spend data is based 

on full rate card value and doesn’t take 

into account the heavy discounting 

that took place in 2009. 
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*A J Park is the trading name of the two partnerships of A J Park Law and A J Park Patent Attorneys.

If your advertising breaks New Zealand’s advertising 
codes, it could be pulled. If it breaches the Fair Trading 
Act, it could expose you to criminal conviction and fines.

So how can you be confident your ads aren’t guilty 
of anything other than creative genius?

Simply run them past A J Park before you run with them. 
We’re New Zealand’s leading IP law firm and we have 
a team of specialist lawyers dedicated to providing the 
best advice to keep your ads honest and law abiding.

Why your ads should tell the truth, 
the whole truth, and nothing but the truth.
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another person’s trade mark in your 

advertisement. Treat your competitor’s 

trade mark with the same respect you 

would want them to show yours.

Copyright can  
still bite
The Copyright Act does not have an 

exception allowing the use of another 

person’s copyright like in the Trade 

Marks Act. 

Where logos are concerned, the logo 

may well be both a copyright work and 

a registered trade mark. By quirk of law 

it seems you can, therefore, infringe a 

person’s copyright by featuring their 

logo or label in your advertisement, 

despite this being allowed under trade 

mark law.

To avoid copyright issues arising, 

you could limit your use of your 

competitor’s brand to plain font or 

just mention it verbally. But this ap-

proach is not always desirable. The 

key is to be aware of this issue and 

weigh up how you want to deal with 

it in each case. 

Summary
Comparative advertising stands out 

from other advertising. It gets people 

talking, catches their attention and 

people remember it. 

The key is to ensure you use it 

fairly and tell the whole truth, like 

Whittaker’s did. 

A  f e W  y e A r s  Ag o 

Whittaker’s had great success with a 

TVC comparing one of its chocolate 

bars to Cadbury’s. People still talk 

about that ad, and Whittaker’s is still 

benefiting from it.

given Whittaker’s success, I can’t 

really understand why there have 

been so few comparative advertise-

ments since. Is it that all products are 

in fact the same, so there is nothing 

comparative worth mentioning? or 

has no one got the bottle? 

As a consumer, I want to see 

more comparative advertising like 

Whittaker’s, because the information 

ads like these provide helps me make 

informed buying decisions. 

As a lawyer, I also want to see more 

comparative advertising. Comparative 

ads are risky, and lawyers tend to get 

involved at some stage.

But legal risk can be managed. 

And comparative advertising can 

be extremely effective—just ask 

Whittaker’s.  

so if you’re thinking about using 

comparative advertising, here are 

some things to think about while 

you’re developing your concept.

Keep it real 
There is a good chance you will end 

up in court if you bend the truth in a 

comparative advertisement. 

Bending the truth doesn’t necessar-

ily involve telling lies. your competitor 

will be on the phone to their lawyer if 

your advertisement omits a fact that is 

so important the comparison you are 

making is unbalanced.

Being honest and complete in com-

parative advertising is therefore key. 

Be careful and get some independent 

third party testing done to make sure 

your claims are sound.

Play nice
Don’t be rude and stick to the facts. If 

you don’t, your competitor will com-

plain to the Advertising standards 

Complaints Board.  Under the 

Advertising standards Code of ethics, 

advertising should not degrade identi-

fiable products or competitors.

Don’t shrink away from highlighting 

the better aspects of your product over 

others. That’s what comparative adver-

tising is all about. Just make sure you 

deliver the message in a positive way.

When done well, comparative advertising can be a very effective marketing tool.  
But for all those thinking about taking the fight directly to their competitors,  

Dan Winfield has a few tips to ensure it’s within the law.

Apples with Apples
law

remember it’s still comparative 

advertising and it’s still rude to de-

grade “other leading products” rather 

than a named competitor. This is 

especially likely to land you in hot 

water in markets with a small number 

of competitors because consumers 

will immediately know who you are 

talking about.

Use trade marks fairly 
The Trade Marks Act specifically al-

lows the use of another’s registered 

trade mark in comparative advertising 

provided it is fair and treats the other 

person’s trade mark properly. 

It’s not fair to play around with 

“As A consumer, I wAnt to see more compArAtIve AdvertIsIng 
lIke whIttAker’s, becAuse the InformAtIon Ads lIke these 

provIde helps me mAke Informed buyIng decIsIons. ”

Winfield is a senior 
associate at AJ 

Park. dan.winfield@
ajpark.com

Written by
DaN wINFIElD
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InTRoDuCTIon

EDIToRIAl foCuS

NZ Marketing is one of the country’s most venerable and trusted professional 
business magazines. 
Published bi-monthly (6x per year) it delivers marketing intelligence and  
best practice for marketers and their advertising and media agency partners  
in a visually appealing, easy-to-read, contemporary style.

Journalistic in approach the magazine covers marketing and communications 
disciplines in the wider sense, in-depth and practical with a focus on facts, people, 
case studies and data

DISTRIBuTIon

•  Audited Circulation (subscribers) –2,639*
•  Corporate members NZ Marketing Association – 650 companies
•  retail copies (leading bookshops) – 400

Total distribution – 3,500

* Source: NZ Audited Bureau of Circulation; Total NZ Audited Net 
Circulation to 30/6/2013

TARGET AuDIEnCE

NZ Marketing targets people working in marketing, advertising and media –  
the communications professionals who, combined, specify over $2 billion 
per annum in marketing spend.

READER PRofIlE

NZ Marketing has a strong subscription and distribution base, and is endorsed by 
the NZ Marketing Association. As such, all Corporate members are paid subscribers. 
The magazine is also distributed to all advertising and media agency professionals.

34% 
Marketing  
Decision-Makers

21% aDvertising  
agencies

16% MeDia owners

8% MeDia agencies

13% 
services to  
the inDustry

3% Pr

5% other

READER STATISTICS
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SPECIAl REPoRTS AnD fEATuRES 2014
NZ Marketing regularly commissions specialist writers and exclusive research, to publish marketing related surveys, features  
and guides. These provide advertising and sponsorship options to align your brand with.

Issue Special Reports 

Mar/Apr 2014 Shopper Marketing, Content Marketing, DM Awards and Direct Marketing  

May/Jun 2014 Exhibitions, Trade Shows & Events; Television, Out of home 

Jul/Aug 2014 Creative Wellington; radio; Newspapers 

Sep/Oct 2014 Marketing Awards;  Experiential Marketing;  Media Showcase 

Nov/Dec 2014 Healthcare Marketing; Out of Home/Ambient; Magazines 

Jan/Feb 2015 Education & Training; Salary Survey/recruitment; Digital  

DEADlInES 

ISSue CaSe-StuDy  CaSe-StuDy BRanD aD BRanD aD LooSe on-SaLe 
 BookIng CoPy BookIng MateRIaL  InSeRt

Mar/April 2014 06 Jan 23 Jan 27 Jan 07 Feb 14 Feb 24 Feb

May/June 2014 07 Mar 27 Mar 31 Mar 10 Apr 17 Apr 28 Apr

July/Aug 2014 09 May 29 May 03 Jun 12 Jun 20 Jun 30 Jun

Sep/Oct 2014 11 Jul 31 Jul 04 Aug 14 Aug 22 Aug 01 Sep

Nov/Dec 2014 05 Sep 25 Sep 29 Sep 09 Oct 17 Oct 27 Oct

Jan/Feb 2015 24 Oct 13 Nov 17 Nov 27 Nov 05 Dec 15 Dec

Mar/April 2015 02 Jan 22 Jan 27 Jan 05 Feb 13 Feb 23 Feb

Cancellation deadline is 60 days prior to publication date

RATE CARD

Display   Casual 	

Outside Back Cover   $3,200  

Inside Front Cover   $3,000  

Inside Front Cover and page 1 DPS   $5,800  

Double Page Spread (460w x 275h + 5mm bleed) $5,000  

Full page (230w x 275h + 5mm bleed)  $2,800  

Half page Vertical (100w x 235h)  $1,700

Half page Horizontal (205w x 120h)  $1,700  

Third page Vertical (65w x 235h)  $1,200 

Third page Horizontal** (205w x 80h)  $1,200 

Quarter page** (100w x 120h)  $870  

Strip** (205w x 40h)  $600

All rates are quoted exclusive of GST and subject to NZ Marketing’s standard 
conditions of sale. GST does not apply to non-New Zealand advertisers. 
All invoices are to be paid in New Zealand dollars. All rates are agency commision  
bearing.
** Note: Solus positioning not guaranteed

Case-Study* (advertorial)   

Provides advertisers with an opportunity to tell their 
story and deliver a complex message in a high quality, 
advertorial-style format. Writing and design assistance 
is provided by our editorial team.

Double Page Spread  $4,200 
Full page   $3,200
Rates include production costs.

Inserts and tip-ons

Inserts are a popular way to deliver promotional material 
direct to your target market within the magazine.

Quantity to supply:       3,500
Standard rate A4 size:  $1,800
For non standard size:  POA

Tip-ons can be attached to the cover or on page
inside the magazine:  POA

For more inFormATion conTAcT: 
Advertising manager: Vernene Medcalf 
vernene@tangiblemedia.co.nz 
M: 021 628 200 T: 09 966 0998 
  or 09 473 5849
 

Associate Publisher /
editor: Ben Fahy
ben@tangiblemedia.co.nz
M: 021 245 4894  
T: 09 966 1077 

Publisher: Vincent Heeringa
vincent@tangiblemedia.co.nz 
M: 021 845 693  
T: 09 966 0991

Advertising co-ordinator  
(Business titles): Callum Sweeney
Callum.Sweeney@tangiblemedia.co.nz 
T: 09 361 2831



Mechanical
Size:  230w x 275h
Binding:  Perfect bound
Colour:  CMYK

Sizes
Full page
Trim: 230w x 275h 
Bleed: 240w x 285h 

Double page spread
Trim: 460w x 275h
Bleed: 470w x 285h

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 5mm bleed all round. 

Single page image area:  
230w x 275h (deep)
Bleed: 240w x 285h

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 
65w x 235h  

Third page horizontal* 
205w x 80h 

Quarter page* 
100w x 120h 

* Note: Solus positioning not 
guaranteed

Full page  
230w x 275h*  + 5mm bleed 
210w x 255h text-safe area

Half page vertical 
100w x 235h

Half page horizontal 
205w x 120h

Strip* 
205w x 40h

Double page spread (please supply as two single page pdfs) 
460w x 275h* – no allowance for gutters 
440 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


