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Print Edition

The printed edition of mX is available at train and  
bus stations and selected street locations throughout  
Melbourne, Sydney and Brisbane between 3-7pm  
on weekdays. Well established as the only daily  
commuter newspaper in Australia, mX has attracted  
a loyal readership of 625,000^ people daily.

Tapping into a unique audience of young, time starved individuals who are increasingly  
difficult to reach using traditional media, mX provides advertisers with a captive audience.  
mX reaches consumers during that extremely rare time of day, on their afternoon commute 
home from work or study, when they are time rich and activity poor.

As early adopters and information leaders, mX feeds the readers’ insatiable appetite by  
giving them their daily fix of breaking news, pop culture, entertainment, sport & technology.  
The mX reader is primarily in the 18-39 year old demographic. They enjoy life and work hard  
to achieve their goals.

mX readers enjoy active social lives. Whether they are out visiting pubs, restaurants, at the 
cinema, shopping or travelling, mX readers are constantly on the lookout for new experiences 
and trends. They are also savvy when it comes to technology, in fact 80%* own a smart phone 
prompting the launch of the mX app on May 27th, 2013.

In print and on mobile, mX is cheeky, funny, witty and informative. mX strives to be different.
The mX App

The launch of the mX App means Australia’s favourite  
afternoon read is now available morning, noon and night. 

Harnessing the quirky, irreverent, informative news, sport and 
entertainment that has made the paper such a phenomenal print 
success, the app means commuters can start the working day 
with a light hearted wrap-up of what’s been happening overnight, 
at home and around the world. 

All the key News and Sport is covered as well as the world of Entertainment. Users can also  
have a laugh at the wild and whacky world of Weird and catch up on the best of the Talk section’s 
Overheard, Vent Your Spleen and Lost in Love while commuting and throughout the day.

With 92%* of mX readers active on social media websites, the mX app is designed with social 
engagement top of mind. Along with commenting and liking on all stories, photos, video and 
polls, sharing to Facebook, Twitter and other social networks is available throughout the app. 

The mX app achieved over 50,000 downloads to date.

From the city to the suburbs
With its origins in the CBD’s of Australia’s three biggest cities, mX is not just about the city.  
The app has made content available nationally, 24 hours a day and the paper continues to  
be dispersed into the suburbs as it hits commuters on their way home from work or study.  
82.9%* of Melbourne mX readers outside the Inner City. 73.5%* of Sydney mX readers live 
outside central Sydney. At least 63.4%* of Brisbane mX readers live outside Brisbane city.

^Source: emma™ conducted by Ipsos MediaCT, 12 months ending June 2013.
*mX Reader Survey, hosted by YellowSquares (October, 2012).
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ENGLAND DEMANDS APOLOGY 
CRICKET HIT FOR SIX OVER SILICONE TAPE CLAIMS
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POLL DANCERSYou might have heard we’re going to 
the polls. No, really. mX is taking a bite 

out of the good old pie chart, introducing 

multi-answer questionnaires in the 
paper which you can interact with on our 

mobile app. We’ve added a few other 

bells and whistles too, including offl ine 
functionality and invite-your-friends 

capability. See what else we’ve updated, PAGE 2
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Street’s ahead
Winning redesign is unanimousAmelia Harris and Nadia Salemme

Go to the mX app to cast
YOUR VOTE

FLINDERS St station would be transformed into an
urban market place and festival hub with ‘‘lattice
vaults’’ under a winning design revealed today.

Premier Denis Napthine and Major Projects
Minister David Hodgett announced the unanimous
Jury’s Choice award from the six finalists.

The State Government has two years to decide
whether to proceed with the design by Australian
and Swiss team HASSELL, Herzog and de Meuron,

who’ll pocket the $500,000 prize regardless.
‘‘(The) proposal offers tremendous benefits to

Victorians, connecting the city to the north with the
river and Southbank while opening up views and
access to the historic administration building,’’
Napthine said today.

‘‘The design was judged to offer the best experi-
ence for rail travellers with a layout that was

spacious, comfortable and easy to get around.’’
Hodgett said it would improve the station’s west-

ern end with a park or plaza around Queen St that
the jury saw as ‘‘an important new public space’’.

He said the design would make Flinders St a
‘‘destination’’, not just a station, with possible fea-
tures including a market, gallery and ampitheatre.

Three Melbourne University students won the

People’s Choice award after more than 19,000
votes were cast, with a design that included a park.

Hodgett called their success a ‘‘fairytale win’’.

� What features would you include in a
Flinders St station redesign?

  
Tickets on sale NOW at cricket.com.au

FREETUESDAY JULY  23 ,  2013

PREMIER ADMITS: FLINDERS STREET OVERHAUL STILL A DECADE AWAY
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Three Kings, 
royals afl ush Scan this code 

with the QR 
reader on your mX 

app to see how 
the world reacted 

to news of the 
prince’s birth

Baby boy keeps guys on throneTHE birth of a future king this morning means
a return to a ‘‘long unbroken line of male rule’’.

Catherine, Duchess of Cambridge, gave birth
to a baby boy, who becomes the third in line to
the British throne behind his grandfather,
Prince Charles, and father, Prince William.

The little prince entered the world at 1.24am
AEST at St Mary’s Hospital in London weighing
in at a healthy 8lbs, 6oz (3.8kg).

Prince William was by his wife’s side for the
birth and later released a short statement
saying: ‘‘We could not be happier’’.

The baby, whose name has not yet been

revealed, can expect a visit soon from Britain’s
next King and his grandfather, Prince Charles.

In a statement this morning, the Prince of
Wales said he was ‘‘overjoyed’’ at the birth.

‘‘It is an incredibly special moment for
William and Catherine and we are so thrilled for
them on the birth of their baby boy,’’ he said.

Royal historian Dr Kate Williams says it
could be a long time before Britain sees another

queen, despite preferring female monarchs
over ‘‘dreary old’’ kings on the throne.

Williams said a run of four kings — Edward
VII, George V, Edward VIII and George VI —
succeeded Queen Victoria before the present
Queen acceded to the throne.

‘‘We’ll have a long unbroken line of male rule,
which is what we’ve usually had,’’ Williams
said. ‘‘That’s why queens really stick out.

‘‘We tend to like queens on the throne.
‘‘They’re often seen to have what’s known as

soft skills in abundance — talking to people,
being polite, charming and serene.

‘‘I think the British like it when they have
women on the throne. They’re different. They’re
exciting, instead of dreary old men.’’

The last future king to be born was the baby’s
father, William, in 1982 and the last king to
wear the crown was the baby’s great-great-
grandfather, George VI.

� A tribute to Diana, PAGE 2
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PRINTED EDITION 
Monday to Friday

News
mX has its finger on the global pulse, making sure you’re kept informed  
on the biggest stories from the UK to the US, from the Mideast to the  
Mediterranean and of course in our very own backyard.
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Hero to zero
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Socceroos coach 
Holger Osieck hugs 

Mark Bresciano after 
the win over Jordan at 

Etihad Stadium 
last night and, inset, 

fans celebrate a goal 
by Tim Cahill. 

Pictures: COLLEEN 
PETCH, WAYNE 

LUDBEY
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Socceroos coach takes the sexist routeLachlan Hastings

BIZARRE comments by Socceroos
coach Holger Osieck that ‘‘women
should shut up in public’’ have taken
the gloss off his team’s 4-0 win over
Jordan last night.

Osieck uttered the remarks, con-
demned today by women’s groups,
just before a post-match press con-
ference after one of the organisers
apparently directed him where to sit.

‘‘You want to sit here?’’ Osieck

said before an audience comprised
mostly of men. ‘‘I’ll sit here. You push
me around like my wife.

‘‘There is a saying,’’ he said,
speaking in another, unidentified,
language, before translating it as,
‘‘women should shut up in public’’.

Osieck, whose initial comments
were greeted with nervous laughter,

then attempted to play down the
comments after exclamations of
surprise from people in the room.

‘‘I say it to my wife at home. It is a
private one, OK. And you record that
one as well, so I am going to be the
darling of all Australian wives.’’

YWCA Australia executive officer
Dr Caroline Lambert said Osieck’s

comments didn’t ‘‘respect the leader-
ship and contribution provided by
women throughout our community’’.

‘ ‘ It ’s disappointing that the
Socceroos coach would say that
women should be seen and not heard
when women are making great
strides in business, government and
other parts of the community.’’

University of Melbourne social
scientist Lauren Rosewarne said such
comments were never acceptable.

‘‘It’s horrible but I think some of
the participants in sport seem to for-
get that the ... very hyper-masculine
bubble they live in ... sometimes
that crosses into the real world and a
real world lens will be used to judge
their comments.’’

Rosewarne called on Osieck to
make a sincere apology. Osieck did
not comment before mX’s deadline.

mX Juice
What’s hot and happening in the world of youth culture.

Encompassing an eclectic mix of pop culture, show biz, what’s hot on  
the TV and celebrity news, Juice offers a unique perspective on what young 
people are talking about. 

Part opinion and part information, Juice strives to become a talking point  
for Gen X and Y making it a daily must-read.
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Get wintspired 

from AU$99

Rug up and embrace the winter chill
Wotif you could get cosy with your snuggle buddy in front of a 

PSK�½VI��[MXL�E�QYK�SJ�LSX�GLSGSPEXI�ERH�QEVWLQEPPS[W#

3V�MJ�WRS[�ERKIPW�ERH�WRS[FEPP�½KLXW�EVI�QSVI�]SYV�XLMRK��[L]�

RSX�TEGO�]SYV�XLIVQEPW�ERH�LIEH�JSV�XLI�QSYRXEMRW#

2S�QEXXIV�LS[�]SY�[ERX�XS�GLMPP�SYX�XLMW�[MRXIV��[I´ZI�KSX�

the perfect wintspiration for you!

Book today at

Current as at 05.08.13. Sale starts at 10am AEST 05.08.2013, ends at 5pm AEST 11.08.2013. Selected deals and regions only. Limited availability. Conditions and fees apply.

1D HYSTERIA

This will end in tears

Stick their name on it and fans will buy anything: 1D’s make-up range is launched in London, and inset, more lovely tweets.

@itsniallstagram GQ NEEDS TO SHUT THE F… UP BEFORE 
I BREAK MY GLASS NAIL FILE IN TWO AND STAB THEM IN 
THE EYES

@indeedniall MAGAZINE THIS IS AN INDIRECT TO YOUR 
EDITOR IM GOING TO TAKE YOUR TESTICLES AND POUND 
THEM WITH A HAMMER IM UP ALL NIGHT TO F... U UP BYE
ITS MA BIRTHDAY 

@sarahhstagram @BritishGQ HARRY ISNT “UP ALL NIGHT TO 
GET LUCKY” HES UP ALL NIGHT MAKING VINES, HANGING OUT 
WITH HIS HAIR STYLISTS, OLD PEOPLE, AND A BABY
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DEAR One Direction fans,
You look like normal people.

I count some of you among my
loved ones. But it’s long past
the time to tell you that you
need to get a grip.

Fans at a 1D movie
screening in LA rioted this
weekend. And their response
to GQ ’s cover story on the
boys has hit a whole other
level of crazy. Under a
headline borrowed from Daft
Punk, He’s Up All Night to Get
Lucky, the band’s Harry Styles
rather sweetly confesses to
having bedded only two ladies.
He comes across quite well.
What happened next suggests
1D fans didn’t read the article
before getting shouty and
threatening on Twitter.

‘‘F... GQ I HOPE THEY DIE
FROM CHLAMYDIA CIAO,’’
tweeted one cosmopolitan fan
with a loose grasp on medicine.

‘‘I’m crying don’t hate on
louis you f...ing assholes or I
will ... pull out your eyes with a
spork,’’ posted @fxkinlouis,
who is probably already being
held in a facility where sharp
cutlery is confiscated.

Guys, there are so many
reasons to look beyond your
beloved 1D, not least their
music. You’ll look back and think
threatening to kill the children of
GQ ’s staff was a tad dramatic.
By then you also may have
found out one of your five ‘‘future
husbands’’ is gay, George
Michael gay, because no matter
what the Australian Christian
Lobby wants you to believe, the
stats suggest otherwise.

The avalanche of hatred
aimed at GQ makes me
seriously doubt the wisdom of
social media. Free speech —
some of you shouldn’t have it.
There, I’ve had my say. I only ask
that you actually consider the
contents of this article before
sending your deranged, irrational
threats to @brainybites.

FAST FORWARD

� Don’t miss Mr Selfridge,
Channel 7, 8.40pm

SO, this is the bastard who
invented beauty counters,
through which no one can
pass without being doused
in perfume, offered a
makeover and beamed at by
a bevy of beauties in heavy
lipstick, simultaneously.
Jeremy Piven, an actor who
has gained hair but not skill
with years, plays Selfridge.
He’s a Chicago-born
businessman who changed
the face of shopping in
England in the early 1900s
with his department store,
Selfridges. Piven’s
performance confirms
suspicions that he has up
his sleeve only one
character, his signature
character, Entourage’s Ari
Gold. Fortunately, that
doesn’t matter here, as Mr
Selfridge requires a loud,
fast-talking American to
boom predictable lines at
suitably scandalised Brits.
‘‘We are going to show the
world how to make shopping
thrilling!’’ he shouts happily.
‘‘Can’t they give a fellow a
chance?’’ he shrieks
mournfully and throws in a
heartfelt yell of ‘‘Ain’t it just’’
when the situation
demands. It’s not all
shouting, there’s some
good acting too. Aussie
Frances O’Connor, above,
appears as Selfridge’s wife
in this rather enjoyable
Downton Abbey of
department stores.

JuiceDOWNLOAD 
THE FREE 
APP TODAY @BRAINYBITES

Anna
Brain

WITH

What in the Weird
We’ve got a wicked sense of humour at mX, offering the best of the  
wild and whacky news, wherever it happens, to put a smile on your face.  
What in the weird focus’ on quirky news content from around the world.
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Ki Cold & Flu Attack:
Fight back this winter!
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Always read the label and use only as directed, if symptoms persist consult your healthcare practitioner. Ki Cold & Flu Attack 

is available from health food stores and pharmacies. *”A randomized double blind placebo controlled clinical evaluation 

of extract of Andrographis paniculata (KalmColdTM) in patients with uncomplicated upper respiratory tract infection.” 

Phytomedicine 17(2010) 178-185, Saxena R.C., et al.

The fi nancial sponsor of this trial was Natural Remedies 

Pty Ltd, the manufacturers of KalmColdTM.

Ki Cold & Flu attack has been formulated  with clinically tested 
Andrographis, shown to reduce the severity of cold symptoms 
like fever, sore throat, congestion and headache.*

Helps reduce the severity
and duration of colds.

Relief from:

     Fever

     Congestion and coughs

     Sore throat

     Headache

•  

•  

•  

•  

DOWNLOAD 
THE FREE 
APP TODAY Weird

� SHARKICANE WARNING

NY fears
the teeth
of a storm
IF a raging hurricane were to
strike New York, it could suck up
sharks and other sea creatures
and trigger a Sharkicane, a hor-
rifying real-life twist on the
campy hit flick Sharknado, warn
marine biologists.

Hurricanes can carry huge
volumes of water with them for
short distances over land and
whatever happens to be in that
water does get transported along,
said marine biologist Joe Yaiullo,
of the Long Island Aquarium.

Social media has been flooded
with references to the made-for-
TV movie Sharknado.

In the film, a tornado of killer
sharks strikes Los Angeles and
the hungry man-eaters devour a
slew of Californians.

In New York, where hurricanes
are a more likely event, a storm

would be more likely to cast mar-
ine life over the seawall than on
to the asphalt.

This would not be beyond the
realm of possibility, Christopher
Dold, vice president of veterinary
services at SeaWorld, told US TV
network ABC.

Marine life didn’t wash ashore
during Hurricane Sandy because
the creatures usually know to
swim away from land during a
storm, experts noted.

‘‘We have to plan for the worst
and hope for the best,’’ said
mayoral hopeful Joe Lhota, who
mostly laughed off the scenario.

Brooklyn Borough President
Marty Markowitz, however, is not
taking any chances.

‘‘Brooklyn is ahead of the wave
and ready for a Sharknado,’’
Markowitz said.

Doctor’s arch enemy seems to have come a cropper
This 300m-long maze in the shape of a Dalek, the venerable alien menace from Doctor
Who, has been fashioned out of a maize crop in the north of England. It is York Maize Maze
owner Tom Pearcy’s tribute to the show’s 50th anniversary. Picture: GETTY IMAGES

� WINE POP

Coke flavour
is real vin
A FRENCH winemaker has cre-
ated a Coca-Cola-flavoured wine
called Rouge Sucette — or Red
Lollipop — that’s 75 per cent
wine and 25 per cent sugar,
water and cola flavouring.

According to UK wine critic
Victoria Moore, from the Tele-
graph, the wine has already been
embraced by the French, who
drank 15 million bottles of
flavoured wine last year.

Aimed at the young, the wine
contains 9 per cent alcohol, comes
in a can and is best drunk cold.

� ACE RECORD

Casino’s big
trump card
SIX hundred people dressed in red
or white ponchos have aced an
attempt to set a record for the
largest human playing card.

The Oneida Indians set the re-
cord at the weekend with 600
guests at the tribe’s Turning Stone
Resort Casino in New York.

The guests were told where to
stand to form a human version of
the ace of diamonds. Once in pos-
ition, they had to remain in place
for five minutes. A Guinness
World Records official was on
hand to verify the record.

� NAME MIX-UP

Airline sues as Wong joke crashes out
ASIANA is suing US transport
authorities and a TV station for
mistakenly confirming and
airing false and offensive joke
names for the pilots behind its
fatal crash in San Francisco.

US officials had earlier apolo-

gised to the airline over the
broadcast of the incorrect names
for the aircrew involved in the
crash that left three dead.

At the weekend, Fox network
affiliate KTVU in Oakland ident-
ified the pilots as ‘‘Sum Ting

Wong’’, ‘‘Wi Tu Lo’’, ‘‘Ho Lee Fuk’’
and ‘‘Bang Ding Ow’’.

It cited the National Transpor-
tation Safety Board, but soon
realised its mistake.

The NTSB later apologised and
blamed the mistake on an intern.

� BILLBOARD BLOW-OUT

Too posh for this sexy pose
RESIDENTS of a posh New York
suburb are up in arms about a
giant billboard for a strip club.

The ad for Peyton’s Playpen
had Park Slope locals taking to
social media to to denounce it.

The ad features little skin but a
model smiles suggestively amid a
call for ‘‘Dancers Wanted’’.

‘‘Obviously, this is inappropri-
ate for our neighbourhood, is
there anything that can be
done?’’ one woman complained
to real-estate blog Brownstoner.

Others sided with the bill-
board. ‘‘Are people in Park Slope
asexual robots who don’t visit
strip clubs?’’ wrote nyll.

� HIGH-FIVE BAN

Up-high, so low, too slow
HEALTH and safety chiefs have
banned a UK lollipop man from
high-fiving schoolchildren.

Roger Green was informed a
driver had complained that he
was slowing down traffic.

‘‘I put a sign up saying I could
no longer high-five children,’’ the
64-year-old warden said.

Parents complained about the
ban at Sandy Lane Primary School
in Berkshire, saying the high-fives
make their children’s day.

A council spokeswoman said:
‘‘Children stopping as they cross
the road for a high-five puts them
and the crossing patrol man at
risk and confuses drivers.’’

� DRUG TRACES

MPs enjoy
loo sniffing
EVIDENCE of cocaine use has
been found on toilet seats at
London’s Houses of Parlia-
ment, including some just
metres from MPs’ offices.

Traces of the drug powder
were found in nine toilets
throughout Westminster — in
toilets used by guests at Parlia-
ment’s bars and those near
MPs’ offices, areas restricted
from the public.

Because the toilets are
cleaned regularly, the drug must
have been snorted in the pre-
vious few hours, says The Sun,
which did the testing.

In 2005, a German TV station
found traces of cocaine in 41 of
46 lavatories at the European
Parliament in Brussels.

� HEALTH TRACKING

Band a wrist
development
HI-TECH wristbands have
emerged as the latest craze for
tracking a healthy lifestyle,
monitoring sleep patterns,
heart rate, what food you eat —
even the secrets of your love life.

With just one glance at the
data, your partner can tell if
you’ve had sex recently — and
how good it was.

It also means the end of
faking orgasms, with the
tracker recording everything
minute by minute, including
the number of calories burned.

The latest band tracks a per-
son’s health habits, synching
with a mobile phone app to offer
adv ice about how to be
healthier, even tracking how
much deep sleep they’re getting.

SAN Diego school officials say
a lunchtime dare to drink a
weird concoction that included
hot sauce, carrots, salt and
milk likely caused 22 Audubon
Elementary students to be
taken to hospital on Friday with
upset stomachs and nausea.
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DOWNLOAD 
THE FREE 
APP TODAY Goss glam I’d be having sex thinking, ‘think of 

anyone, anyone else’.”
– RUSSELL BRAND DESCRIBES LIFE BEING MARRIED TO KATY PERRY.

BEFORE: Jennifer
Aniston with hairstylist.

Wondering lost as to where you’ve seen Kathryn Hahn? No, the 
name of the movie she was in is spelled “Wanderlust”.

We’re the Millers star Scott Adsit and his shirt sleeve shine in 
another impressive roll.

Some people may say Iman Shumpert’s top is off the chain; 
others may, more accurately, say his top is under the chain.

Run of the 
Millers
Another week, another 
red carpet premiere in 
New York, this time for 
We’re The Millers

RRY.

n Hahn? No, the 
derlust”.

Look away fashion critics. This shirt 
is a nightmare of Ed Helms’s sheet. 
Will Poulter, on the other hand, is 
dressed to kill in a good way, left.

“Wearing red lipstick like I think I’m 
a grownup. 50 bucks says it’s on 
my forehead by the end of the 
movie. #WereTheMillersPremiere 
#spaz,” Jason Sudeikis’s fi ancee 
Olivia Wilde tweets.

AFTER: Jennifer Aniston 
with hair styled.

Emma Roberts is a 
knockout. No need to call the 
police this time, though.

ENGAGING NEWS

Palmer gets
ring on digit

AUSSIE actor Teresa Palmer,
above, is engaged to US
director/actor Mark Webber.
‘‘She is engaged,’’ Palmer’s rep
told People.
‘‘She is wearing the ring from
her film until she gets the real
one back from being sized.’’
Palmer has tweeted: ‘‘I think
I’ve said the word ‘fiance’ over
100 times in the last few hours.
‘‘It sounds so nice. So happy.’’

LEA PARTY

Stepping out
after tragedy

LEA Michele, above, has been
spotted going to her first party
since the death of her boyfriend
and Glee co-star, Cory
Monteith.
Michele dressed up in a lacy
dress to join her friends to
celebrate The Sopranos actor
Jamie-Lynn Sigler’s baby
shower, Radar Online reports.
Onlookers claim Michele
received almost as many hugs
from guests as Sigler.

HILTON RAID

Copycats
get scaredy

THIS story will Bling Ring a bell
for Paris Hilton, above.
A group of youngsters have
tried to emulate The Bling
Ring’s raid on Hilton’s home,
as featured in Sofia Coppola’s
upcoming movie, by sneaking
into her bedroom and trying to
steal her bikinis and handbags,
TMZ reports.
The copycats lost their nerve,
however, and dropped their
loot as they ran away from the
scene of the crime.

WHO SAID 
WHAT TODAY

In a twitter

� The master of the
wolfpack gets a seal of
approval from Anna
Kendrick — ‘‘This is my
friend @joemanganiello and
a seal. It’s the greatest
picture ever, and needed to
be shared.’’

� Driving really fast is a
pastime in Paris Hilton-land
— ‘‘Had an adventurous day
racing in a ferrari and driving
a really fast speed boat thru
the waters of Ibiza. I love this
island!’’

� Yes, but imagine all the
people, Yoko Ono — ‘‘Soon,
all of us will soon be able to
stay alive for as long as we
want to. Imagine the eternity
we will be living in. Smile! I
love you!!!’’

� Nicole Richie, that’s nice
dear — ‘‘99 Problems.’’

� Rainn Wilson wants a Time
Lord with a beak — ‘‘You
know who would have been a
great Dr Who? A chicken with
a tape recorder around its
neck. THAT I’d watch.’’

� A win-win for Rob Lowe
— ‘‘Thanks to the Television
Critics Association for
choosing both Parks And
Rec AND Behind The
Candelabra as best of the
year. Very proud.’’

� Pink spoils idiot’s fun —
‘‘Fun fact:when you twitter
me and say ‘you’re a lesbian’
it really doesn’t bother me at
all. It’s a compliment. Most
of my fav ppl are, so...’’

� Idiots spoil Jesse Tyler
Ferguson’s fun — ‘‘Had a
nice chat with a girl from my
home town tonight. Then her
friend called my husband a
faggot. That part was super
disappointing. Unreal.’’

� This probably would have
been news 17 years ago,
Mel C — ‘‘17 years ago(!!)
at the Briits I got drunk and
upset Victoria. I was
threatened with leaving the
band. I’m pretty sure it
wasn’t VB’s idea!’’

Follow us at twitter.com/mx

Goss & glam
Goss & glam is one of mX’s most popular sections. 

The section has a broad entertainment feel and includes international  
celebrity news, local interviews, fashion and beauty.

You certainly don’t have to be a true Belieber to enjoy Goss and Glam.  
From the catwalks of Paris to the red carpets of Hollywood and the courthouses 
of LA (we’re looking at you Lindsay), we’ve got our finger on the pulse of fashion 
and celebrity gossip. We bring you the latest bust-ups and hook-ups, the best 
and worst crazy couture and the frocks and fails from Tinseltown’s biggest 
awards nights.

Nothing is sacred in our coverage of all things entertainment, gossip and  
celebrities. If Kim Kardashian face plants on the red carpet, mX will have the 
behind the scenes scoop, if Ryan Gosling has his shirt off we’ll have the pic  
and if Lindsay Lohan escapes jail again, mX will tell you how. 

DAILY
SECTIONS

Sport
We love sport at mX. But we don’t just give you the results. 

mX casts its critical eye over all the footy codes at home and abroad,  
plus the latest on all the sports you hear so little about in the mainstream.

Face it, if it’s funny, quirky or fantastic in the playing arena, mX is all over it.

Brainwave
Every weekday in mX, Brainwave includes Sudoku, WordScrimmage,  
Jumble, Crosswords and daily horoscopes. 
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 Enter code MX to 
receive 20% OFF

BrainwaveDOWNLOAD 
THE FREE 
APP TODAY

Sudoku Crossword 

Connect the pairs (eg 1 to 1; 2 to 2; etc) by drawing a line 
horizontally and vertically, never diagonally. The lines must 
never cross. Copyright by Siscom 2008.

Gemini
MAY 22-JUNE 21
If you are reckless with 
relationships, 
you could find
yourself with a
fractious friend 
– or livid lover –
on your hands. When
it comes to money matters, 
strive to be less careless 
and more organised.

The planets stir up
your restless
nature and
shorten your 
attention span
today Sagittarius.
So change your routine – 
plus spend some time doing 
physical activities in the 
fresh air.

Sagittarius
NOVEMBER 23-DECEMBER 21

Taurus
APRIL 21-MAY 21

Aries
MARCH 21-APRIL 20

Capricorn
DECEMBER 22-JANUARY 20

Aquarius
JANUARY 21-FEBRUARY 19 

Pisces
FEBRUARY 20-MARCH 20

Are you annoyed
that people 
aren’t behaving
the way you 
want them to?
If you try to
manipulate others, then 
you’re in for an intense 
and complicated day. 
Compromise is the key.

You may feel pulled
in different
directions today
Libra as home,
family, love and
work all vie for 
your limited time and 
energy. Pace yourself, 
prioritise … and learn to 
say no!

Libra
SEPTEMBER 24-OCTOBER 23

The more you slip
into Capricorn 
control-freak 
mode, the more 
problems you’ll
have today. Calm 
compromise is the way to 
go – even though it’s the last 
thing you feel like doing.

It will be easy to
upset others
today, despite 
your good
intentions.
Resist the urge
to retaliate Crabs. Focus 
on getting the balance right 
between your professional 
and personal lives. 

When it comes to
business and
financial 
matters, con-
sidered action
is required. So 
make sure you do plenty of 
research … and avoid 
making hasty money moves 
that you later regret.

Mercury is still in
retrograde
motion until
Sunday. So be
extra careful
when travelling,
organising appointments 
and communicating your 
ideas. If in doubt, double-
check.

Cancer
JUNE 22-JULY 23 

Leo
JULY 24-AUGUST 23

Virgo
AUGUST 24-SEPTEMBER 23 

Steady Taureans
prefer it when
the day pro-
ceeds with no
surprises or
dramas along the
way. Your motto for today? 
Put on your adaptability 
hat … and expect the 
unexpected!

Possessive, jealous
behaviour will
get you no-
where today. If
you’ve got a
problem, don’t
keep it to yourself and stew 
inside. If you’re a smart 
Scorpio you’ll say what’s on 
your mind. 

Scorpio
OCTOBER 24-NOVEMBER 22

Sudoku is an 81 square number 
grid with nine blocks each 
containing nine cells.  To solve 
the puzzle, all the blank cells 
must be filled in using numbers 
from 1 to 9.

Each number can only appear 
once in each row, column and in 
the nine 3x3 blocks.

With Joanne Madeline Moore

Should I get out of 
bed tomorrow?

1 2 3 4 5 6 7

8

9 10 11

12

13 14 15 16 17

18 19

20 21 22 23

24 25

26

27 28

THAT SCRAMBLED WORD GAME
by Henri Arnold and Mike Argirion

Unscramble these four Jumbles, 
one letter to each square, to form 
four ordinary words.

Now arrange the circled letters to 
form the surprise answer, as sug-
gested by the above cartoon.

Answer: 

Friday’s Jumbles: 
Answer: 

NOVEL FOAMY MARTYR VASSAL
Important to do at a wine tasting —  
SAVOR FLAVOR

(Answers tomorrow)

©1998 Tribune Media Services, Inc.
 All Rights Reserved.
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No. 17,920Medium 006

A!mazeJumble Easy 62126

SOLUTION Hard 005 Across: 1 Arraign, 5 On high, 8 Is indebted for, 
9 Regard with esteem, 11 Unit of heat, 12 Make dear,
14 Enclosures, 16 Fixed portions, 18 Lasso, 19 Bill,
20 Unspoken, 24 Seat, 25 Girl’s name (poss), 
26 Insects, 27 Eulogise, 28 Join.
Down: 1 Country, 2 Cupola, 3 Heavy twine, 4 Fabrics,
5 Astraddle, 6 Needle, 7 Storm, 10 Bay, 13 Molasses, 
14 Spectacle, 15 Inborn, 17 Fertile spot, 19 Hems in, 
21 Likewise, 22 Expired, 23 Employer.

Adventurous
Aquarius – don’t
stay cooped up
inside all day! 
The Moon and
Uranus are acti-
vating your restless gene 
so it’s time to travel, study, 
play sport or get out into the 
great outdoors.

If you can balance
your logical and 
emotional 
sides, you’ll 
make satisfact-
ory progress. Do
you have a problem that’s 
bothering you? Let your 
intuition point you in the 
right direction.

CROSSWORD No. 17,919

Across: 1. Char, 4. Earls, 9. Envy, 
10. Awry, 11. Eras, 12. Eerie, 13. Reno, 
14. Ivy, 17. Crave, 19. Repel, 22. Sleek, 
23. Menus, 25. Tor, 26. Rout, 28. Dunce, 
30. Iris, 31. Seen, 32. Asps, 33. Dents, 
34. Toys.
Down: 2. Horrors, 3. Restive, 4. Every, 
5. Aye, 6. Lair, 7. Sweeten, 8. Tyrol,
15. Veer, 16. Nemo, 18. Alluded, 
20. Persist, 21. Luckily, 24. Crisp,
25. Tress, 27. Tune, 29. Cat.

A!maze
Medium 143

Yesterday’s answers 
TODAY’S BOX PUZZLE ANSWER
(PAGE 2): Sunflower

Flicks
Need a movie time?  
You’ll find it in mX Flicks.

(MA15+) 6.30 The Way Way Back (M) 7.00, 
9.15 The Wolverine 3D (M) 7.45 The Wolverine 
(M) 6.30, 9.10 The World’s End (MA15+) 
6.40, 9.00

RIVOLI
Before Midnight (MA15+) 4.00, 6.20, 8.40 
Behind the Candelabra (MA15+) 4.20, 6.30, 
9.00 The Great Gatsby (M) 6.15, 9.10 The Way 
Way Back (M) 6.00, 8.30 The Wolverine 3D (M) 
4.00, 9.20 The Wolverine (M) 6.45 The World’s 
End (MA15+) 4.40, 7.00, 9.30 GOLD CLASS: 
Behind the Candelabra (MA15+) 4.15, 6.45 The 
Great Gatsby (M) 6.00, 8.45 The World’s End 
(MA15+) 9.30

SOUTHLAND
Behind the Candelabra (MA15+) 4.15, 6.45, 
9.15 The Conjuring (MA15+) 5.00, 7.20, 
9.45 Despicable Me 2 (PG) 6.50 The Heat 
(MA15+) 4.30, 6.00, 7.00, 8.30, 9.30 The 
Lone Ranger (M) 9.00 Man of Steel (M) 9.10 
Naughty Jatts (PG) 4.00, 6.30, 9.00 Pacific 
Rim (M) 4.00, 6.40, 9.20 This Is the End 
(MA15+) 5.00, 7.15, 9.30 The Way Way Back 
(M) 4.45, 7.15, 9.30 The Wolverine 3D (M) 
9.40 The Wolverine (M) 4.20, 6.00, 7.00, 8.40 
World War Z (M) 4.10, 6.30 The World’s End 
(MA15+) 5.00, 7.20, 9.45 GOLD CLASS: The 
Conjuring (MA15+) 9.40 The Great Gatsby 
(M) 6.00 The Heat (MA15+) 4.30, 7.00, 8.45 
The Wolverine (M) 9.15

SUN THEATRE
Before Midnight (MA15+) 6.40 Behind the 
Candelabra (MA15+) 7.10, 9.25 The Heat 
(MA15+) 8.45 The Lone Ranger (M) 4.35 
Only God Forgives (MA15+) 4.55 This Is the 
End (MA15+) 4.50, 9.15 The Way Way Back 
(M) 7.20, 9.20 The Wolverine (M) 4.30, 6.50, 
9.10 World War Z (M) 5.00 The World’s End 
(MA15+) 5.20, 7.30, 9.30

SUNBURY
The Conjuring (MA15+) 4.30, 9.00 The Heat 
(MA15+) 6.30, 8.50 This Is the End (MA15+) 
4.30, 6.40, 8.50 The Wolverine 3D (M) 6.40 
The Wolverine (M) 6.30, 9.00 The World’s End 
(MA15+) 4.30, 6.45, 9.00

SUNSHINE
Behind the Candelabra (MA15+) 6.30, 9.00 
Best of Luck (M) 5.45, 8.45 The Conjuring 
(MA15+) 4.15, 6.50, 9.20 D-Day (MA15+) 
6.00 Despicable Me 2 (PG) 4.00, 6.15 The Heat 
(MA15+) 4.00, 5.30, 6.30, 8.00, 9.00 The Lone 
Ranger (M) 8.45 Man of Steel (M) 6.40, 9.40 
Monsters University (G) 6.00 Naughty Jatts 
(PG) 6.40, 9.30 Pacific Rim (M) 4.10, 7.00, 9.45 
Pattathu Yaanai (MA15+) 9.10 This Is the End 
(MA15+) 4.30, 7.00, 8.30, 9.20 The Way Way 
Back (M) 4.10, 6.30, 9.00 The Wolverine 3D 
(M) 6.00, 8.45 The Wolverine (M) 4.00, 5.00, 
6.40, 7.45, 9.30 The World’s End (MA15+) 
4.50, 7.20, 9.40 GOLD CLASS: The Conjuring 
(MA15+) 4.30, 7.00, 9.30 The Heat (MA15+) 
5.45, 8.30 The Wolverine 3D (M) 9.00 The 
Wolverine (M) 6.15

VICTORIA GARDENS
The Conjuring (MA15+) 6.40, 9.20 The Heat 
(MA15+) 6.30 Pacific Rim (M) 9.15 This Is the 
End (MA15+) 4.00, 6.30, 9.00 The Way Way 
Back (M) 6.30, 9.00 The Wolverine (M) 4.40, 
6.30, 8.00, 9.30 The World’s End (MA15+) 
6.50, 9.10 DIRECTORS SUITE: The Wolverine 
(M) 5.45, 8.40 LA PREMIERE: The Wolverine 
(M) 6.30, 9.30 The World’s End (MA15+) 
6.50, 9.10

VILLAGE GEELONG
Behind the Candelabra (MA15+) 4.10, 8.50 The 
Conjuring (MA15+) 4.20, 6.50, 9.15 Despicable 
Me 2 (PG) 6.40 The Heat (MA15+) 4.00, 6.30, 
9.10 The Lone Ranger (M) 6.40 Pacific Rim (M) 
4.00, 9.30 This Is the End (MA15+) 4.40, 7.00, 
9.20 The Way Way Back (M) 4.15, 6.30, 8.45 
The Wolverine 3D (M) 4.20, 6.00 The Wolverine 
(M) 7.00, 8.40, 9.40 The World’s End (MA15+) 
4.45, 7.10, 9.30 GOLD CLASS: The Conjuring 
(MA15+) 9.00 The Heat (MA15+) 6.20 The 
Wolverine 3D (M) 4.00, 9.20 The Wolverine 
(M) 6.40

WATERGARDENS
The Conjuring (MA15+) 6.20, 9.15 The Heat 
(MA15+) 4.00, 6.45, 9.20 This Is the End 
(MA15+) 6.15, 8.50 The Way Way Back (M) 
6.30, 9.00 The Wolverine 3D (M) 5.40 The 
Wolverine (M) 4.40, 7.30, 8.30 The World’s 
End (MA15+) 6.45, 9.10 XTREMESCREEN: The 
Wolverine 3D (M) 6.40, 9.30

WAVERLEY PINEWOOD
Behind the Candelabra (MA15+) 7.00, 9.15 The 
Great Gatsby (M) 5.45 The Heat (MA15+) 8.30 
Much Ado About Nothing (M) 4.30 The Way 
Way Back (M) 6.45, 8.45 The Wolverine (M) 
4.00, 6.30, 9.00

WERRIBEE
Behind the Candelabra (MA15+) 6.50 
The Conjuring (MA15+) 4.00, 7.10, 9.30 
Despicable Me 2 (PG) 6.30 The Heat (MA15+) 
4.00, 6.30, 8.45, 9.30 Man of Steel (M) 9.00 
Pacific Rim (M) 4.10, 6.40, 9.20 This Is the 
End (MA15+) 4.40, 7.00, 9.15 The Way Way 
Back (M) 4.45, 6.50, 9.15 The Wolverine 
3D (M) 4.10, 9.30 The Wolverine (M) 6.00, 
6.50, 8.40 The World’s End (MA15+) 4.30, 
7.00, 9.20

WESTGARTH
Before Midnight (MA15+) 9.30 Behind the 
Candelabra (MA15+) 4.00, 6.30, 9.00 The 
Heat (MA15+) 5.00 The Way Way Back 
(M) 7.20 The Wolverine 3D (M) 9.15 The 
Wolverine (M) 4.30

Lone Ranger (M) 9.00 Man of Steel (M) 6.20, 
9.15 Pacific Rim (M) 6.15, 9.00 This Is the End 
(MA15+) 4.15, 7.00, 9.20 The Way Way Back 
(M) 4.15, 6.50, 9.15 The Wolverine 3D (M) 
4.40, 7.30 The Wolverine (M) 5.40, 8.30, 9.30 
The World’s End (MA15+) 4.00, 6.45, 9.10 LA 
PREMIERE: The Conjuring (MA15+) 9.20 The 
Way Way Back (M) 6.50 The Wolverine (M) 
5.40, 6.30, 8.30 The World’s End (MA15+) 9.10 
XTREMESCREEN: The Conjuring (MA15+) 9.20 
The Wolverine (M) 6.30

EPPING
Best of Luck (M) 6.30 The Conjuring (MA15+) 
4.00, 7.00, 9.30 Despicable Me 2 (PG) 6.15 
Man of Steel (M) 6.00, 9.00 Naughty Jatts (PG) 
4.00, 9.15 Pacific Rim (M) 8.45 The World’s End 
(MA15+) 6.45, 9.15

FOREST HILL
Behind the Candelabra (MA15+) 4.10, 6.50, 
9.30 The Heat (MA15+) 9.20 Pacific Rim (M) 
6.30, 9.15 This Is the End (MA15+) 6.20 The 
Way Way Back (M) 6.45, 9.00 The World’s End 
(MA15+) 4.00, 6.40, 9.20

FOUNTAIN GATE
Behind the Candelabra (MA15+) 6.30 The 
Conjuring (MA15+) 4.50, 7.10, 9.30 Despicable 
Me 2 (PG) 4.30, 7.00 The Heat (MA15+) 4.20, 

6.45, 9.15 The Lone Ranger (M) 9.00 Man 
of Steel (M) 9.10 Pacific Rim (M) 4.00, 6.40, 
9.20 This Is the End (MA15+) 5.15, 7.30, 9.45 
The Way Way Back (M) 4.40, 6.50, 9.00 The 
Wolverine 3D (M) 8.40 The Wolverine (M) 4.20, 
6.00, 7.00, 9.40 The World’s End (MA15+) 
4.30, 6.50, 9.10

FRANKSTON
The Conjuring (MA15+) 6.30, 9.10 The Heat 
(MA15+) 6.40, 9.20 The Lone Ranger (M) 6.00, 
9.10 Man of Steel (M) 6.15 Only God Forgives 
(MA15+) 9.20 Pacific Rim (M) 6.30, 9.20 This 
Is the End (MA15+) 4.10, 6.45, 9.20 The Way 
Way Back (M) 4.00, 6.45, 9.15 The Wolverine 
3D (M) 4.40 The Wolverine (M) 6.00, 7.30, 8.50 
World War Z (M) 6.50, 9.15 The World’s End 
(MA15+) 4.00, 6.40, 9.10 XTREMESCREEN: The 
Wolverine 3D (M) 6.30, 9.30

GLEN WAVERLEY
The Conjuring (MA15+) 6.30, 8.50 Despicable 
Me 2 (PG) 4.10, 6.20 The Heat (MA15+) 4.30, 
7.00, 8.30, 9.30 Pacific Rim (M) 6.40, 9.20 

(MA15+) 6.30, 9.00 This Is the End (MA15+) 
4.00, 6.50, 9.10 The Way Way Back (M) 
4.15, 8.40 The Wolverine 3D (M) 4.20 The 
Wolverine (M) 6.00, 7.00, 8.40, 9.40 The 
World’s End (MA15+) 4.30, 6.50, 9.10 GOLD 
CLASS: The Conjuring (MA15+) 4.45, 7.15 
The Heat (MA15+) 6.00, 9.45 Man of Steel 
(M) 8.30 The Wolverine 3D (M) 9.20 The 
Wolverine (M) 6.30

KINO CINEMAS
Before Midnight (MA15+) 7.00, 9.20 Behind 
the Candelabra (MA15+) 6.20, 8.50 The Great 
Gatsby (M) 6.10 Greetings from Tim Buckley 
(M) 6.40 A Gun in Each Hand (M) 5.00 Only 
God Forgives (MA15+) 4.10, 9.00 This Is the 
End (MA15+) 4.00, 8.45 The Way Way Back 
(M) 4.40, 6.50, 9.10 The World’s End (MA15+) 
4.50, 7.15, 9.30

KNOX
Before Midnight (MA15+) 7.00 Behind the 
Candelabra (MA15+) 4.00, 6.30 The Conjuring 
(MA15+) 5.00, 7.20, 9.40 Despicable Me 2 
(PG) 6.30 The Heat (MA15+) 4.15, 6.45, 9.15 
The Lone Ranger (M) 9.30 Man of Steel (M) 
6.40 Monsters University (G) 4.40 Naughty 
Jatts (PG) 4.00, 6.30, 9.00 Pacific Rim (M) 
4.00, 6.40, 9.20 Pattathu Yaanai (MA15+) 
9.00 This Is the End (MA15+) 5.00, 7.20, 

8.40, 9.40 The Way Way Back (M) 4.45, 7.00, 
9.15 The Wolverine 3D (M) 4.20, 9.40 The 
Wolverine (M) 6.00, 7.00, 8.40 World War 
Z (M) 4.10, 9.20 The World’s End (MA15+) 
5.00, 7.20, 9.40 GOLD CLASS: The Great 
Gatsby (M) 6.10 The Heat (MA15+) 9.00 
The Wolverine 3D (M) 6.45 The Wolverine 
(M) 4.00, 9.20

LUNAR DRIVE-IN
The Conjuring (MA15+) 9.30 The Heat 
(MA15+) 7.15 This Is the End (MA15+) 9.30 
The Wolverine (M) 7.30 The World’s End 
(MA15+) 7.15

MELBOURNE CENTRAL
The Conjuring (MA15+) 4.00, 6.40, 9.20 
Man of Steel (M) 4.30 SDU: Sex Duties Unit 
(MA15+) 4.10, 6.40, 9.00 This Is the End 
(MA15+) 4.10, 6.45, 9.20 The Way Way 
Back (M) 6.30, 9.00 The Wolverine 3D (M) 
7.30 The World’s End (MA15+) 4.00, 6.40, 
9.10 BEAN BAG: The Heat (MA15+) 6.30 
Pacific Rim (M) 9.20 DIRECTORS SUITE: The 
Conjuring (MA15+) 4.00 Pacific Rim (M) 9.20 

The Wolverine 3D (M) 6.30 The Wolverine 
(M) 9.30 The World’s End (MA15+) 6.40 
XTREMESCREEN: The Wolverine 3D (M) 6.30, 
9.30 The Wolverine (M) 5.45, 8.45

MELBOURNE CITY CINEMAS
Pacific Rim (M) 6.30 This Is the End (MA15+) 
9.10 The Wolverine (M) 6.30, 9.10

MELTON
The Conjuring (MA15+) 4.30, 9.00 The Heat 
(MA15+) 6.30, 8.50 This Is the End (MA15+) 
4.30, 6.40, 8.50 The Wolverine 3D (M) 6.40 
The Wolverine (M) 6.30, 9.00 The World’s End 
(MA15+) 4.30, 6.45, 9.00

NORTHLAND
Behind the Candelabra (MA15+) 6.30, 9.10 
Bhaag Milkha Bhaag (MA15+) 5.50, 8.40 
The Conjuring (MA15+) 6.30, 9.00 The Heat 
(MA15+) 6.00, 9.15 The Lone Ranger (M) 
9.20 Man of Steel (M) 6.10, 9.10 Monsters 
University (G) 4.00, 6.45 Only God Forgives 
(MA15+) 5.10, 7.20 Pacific Rim (M) 6.40, 
9.30 This Is the End (MA15+) 6.30, 9.10 The 
Way Way Back (M) 6.30, 9.00 The Wolverine 
3D (M) 5.40, 8.30 The Wolverine (M) 4.40, 
7.30 World War Z (M) 9.30 The World’s End 
(MA15+) 6.40, 9.10 XTREMESCREEN: The 
Wolverine (M) 6.30, 9.30

NOVA 
100 Bloody Acres (MA15+) 5.30, 7.25, 
9.20 A Gun in Each Hand (M) 4.35, 8.55 
Before Midnight (MA15+) 4.40, 6.50, 9.00 
Behind the Candelabra (M) 6.45, 9.10 Blind 
Detective (MA15+) 8.40 Cloudburst (MA15+) 
6.55 Farewell, My Queen (M) 4.00 Greetings 
from Tim Buckley (M) 4.50, 9.20 In the House 
(MA15+) 4.55, 8.50 Much Ado About Nothing 
(M) 4.45, 6.55, 9.05 Mud (M) 6.05, 8.35 Only 
God Forgives (MA15+) 4.00, 5.50, 7.40, 9.30 
Satellite Boy (PG) 7.00 The Great Gatsby 3D 
(M) 8.30 The Great Gatsby (M) 6.35, 9.15 
The Reluctant Fundamentalist (M) 6.15 The 
Way Way Back (M) 5.15, 7.20, 9.25 To the 
Wonder (M) 1.15 We Steal Secrets: The Story of 
WikiLeaks (M) 6.00 What’s in a Name (M) 6.40

READING GEELONG
Behind the Candelabra (MA15+) 6.40, 9.10 
The Conjuring (MA15+) 6.45, 9.15 Despicable 
Me 2 (PG) 6.20 The Heat (MA15+) 8.30 The 
Lone Ranger (M) 8.50 Monsters University 
(G) 4.00 Pacific Rim (M) 4.40 This Is the End 

This Is the End (MA15+) 4.30, 6.50, 9.10 The 
Wolverine 3D (M) 4.20, 9.40 The Wolverine 
(M) 6.00, 7.00, 8.40 The World’s End (MA15+) 
4.50, 7.10, 9.30 GOLD CLASS: The Conjuring 
(MA15+) 8.50 Man of Steel (M) 6.00 The 
Wolverine 3D (M) 4.00, 9.20 The Wolverine 
(M) 6.40

GREENSBOROUGH
This Is the End (MA15+) 4.20, 7.00, 9.30 The 
Way Way Back (M) 6.20, 9.00 The Wolverine 
3D (M) 6.30, 9.20 The Wolverine (M) 5.30, 8.30

HIGHPOINT
Before Midnight (MA15+) 6.10 Behind the 
Candelabra (MA15+) 6.30, 9.30 Bhaag Milkha 
Bhaag (MA15+) 8.40 The Conjuring (MA15+) 
4.30, 6.50, 9.20 Despicable Me 2 (PG) 6.20 
Fast & Furious 6 (M) 9.20 The Heat (MA15+) 
6.40, 9.20 The Internship (M) 4.10, 9.20 The 
Lone Ranger (M) 6.20, 8.40 Man of Steel (M) 
9.10 Only God Forgives (MA15+) 5.10, 7.15 
Pacific Rim (M) 6.40 This Is the End (MA15+) 
6.30, 9.30 The Way Way Back (M) 6.40, 9.10 
The Wolverine 3D (M) 4.40, 6.30, 9.30 The 
Wolverine (M) 5.40, 7.30, 8.30 World War Z (M) 
7.00, 9.30 The World’s End (MA15+) 4.00, 6.30, 
9.10 DIRECTORS SUITE: The Wolverine (M) 
6.30, 9.30 IMAX: Man of Steel (M) 6.20 Pacific 
Rim 3D (M) 9.15

IMAX MELBOURNE MUSEUM
Born to be Wild 3D (G) 4.00 Flight of the 
Butterflies 3D (G) 5.00 Jurassic Park 3D (M) 
6.15 Pacific Rim 3D (M) 8.45

JAM FACTORY
Behind the Candelabra (MA15+) 4.30, 7.00, 
9.30 The Conjuring (MA15+) 4.40, 7.00, 9.20 
The Heat (MA15+) 6.00, 7.15, 8.30, 9.45 Man 
of Steel (M) 4.10, 9.45 Pacific Rim (M) 7.10 This 
Is the End (MA15+) 4.45, 7.00, 9.15 The Way 
Way Back (M) 5.30, 7.40, 9.50 The Wolverine 
3D (M) 4.30, 7.15, 9.50 The Wolverine (M) 6.00, 
8.40 World War Z (M) 6.00, 8.30 The World’s 
End (MA15+) 4.10, 6.30, 8.50 GOLD CLASS: 
The Great Gatsby (M) 6.50 The Heat (MA15+) 
5.00, 6.30, 9.50 Man of Steel (M) 9.30 The 
Wolverine 3D (M) 7.20 The Wolverine (M) 6.00, 
8.30 The World’s End (MA15+) 4.15, 9.00

KARINGAL
The Conjuring (MA15+) 4.50, 7.10, 9.30 
Despicable Me 2 (PG) 4.40, 6.30 The Heat 

ACMI 
Melbourne International Film Festival 2013 

AIRPORT WEST
The Conjuring (MA15+) 4.40, 7.15, 9.45 
Despicable Me 2 (PG) 4.10, 6.20 The Heat 
(MA15+) 4.30, 7.00, 8.30, 9.30 Monsters 
University (G) 6.40 Pacific Rim (M) 9.10 This 
Is the End (MA15+) 4.00, 6.45, 9.15 The 
Wolverine (M) 4.20, 6.00, 7.00, 8.40, 9.40 The 
World’s End (MA15+) 4.15, 6.30, 9.00

ASTOR 
The Lone Ranger (M) 7.30

BALWYN
Before Midnight (MA15+) 4.30, 7.00 Behind the 
Candelabra (MA15+) 4.00, 6.30, 9.00 A Gun in 
Each Hand (M) 9.20 The Heat (MA15+) 5.00, 
6.15 The Way Way Back (M) 7.15, 8.30 The 
Wolverine (M) 9.30 The World’s End (MA15+) 
4.15, 6.45, 9.10

BRIGHTON BAY
Before Midnight (MA15+) 6.15, 8.30 Behind 
the Candelabra (MA15+) 4.00, 6.45, 9.15 Mud 
(M) 6.00, 9.00 The Way Way Back (M) 4.15, 
6.30, 8.45

BROADMEADOWS
The Conjuring (MA15+) 4.30, 7.00, 9.30 Epic 
(PG) 4.00 The Heat (MA15+) 6.30, 9.10 Pacific 
Rim (M) 6.40 This Is the End (MA15+) 6.20, 
9.00 The Wolverine 3D (M) 6.30, 9.30 The 
Wolverine (M) 5.10, 8.00, 9.30 The World’s End 
(MA15+) 6.30, 9.10

CAMEO CINEMAS
Before Midnight (MA15+) 4.40, 6.50, 9.00 
Behind the Candelabra (MA15+) 4.40, 7.00, 
9.20 The Great Gatsby (M) 6.30 The Heat 
(MA15+) 4.30, 6.50 The Lone Ranger (M) 
9.10 This Is the End (MA15+) 4.50, 9.30 The 
Way Way Back (M) 4.40, 6.50, 9.00 We Steal 
Secrets: The Story of WikiLeaks (M) 4.00 The 
Wolverine (M) 7.00, 9.30 The World’s End 
(MA15+) 4.40, 7.00, 9.20

CHADSTONE
Before Midnight (MA15+) 4.00, 6.40 Behind the 
Candelabra (MA15+) 6.30, 9.10 Bhaag Milkha 
Bhaag (MA15+) 5.10, 8.40 The Conjuring 
(MA15+) 4.10, 6.50, 9.20 Despicable Me 2 
(PG) 6.10, 8.30 The Heat (MA15+) 4.00, 6.40, 
9.20 The Lone Ranger (M) 9.00 Man of Steel (M) 
6.15, 9.15 Monsters University (G) 6.15 Pacific 
Rim (M) 9.20 SDU: Sex Duties Unit (MA15+) 
6.45, 9.10 This Is the End (MA15+) 6.40, 
9.10 The Way Way Back (M) 6.30, 8.50 The 
Wolverine 3D (M) 4.40, 7.30 The Wolverine (M) 
5.30, 8.20 World War Z (M) 8.45 The World’s 
End (MA15+) 6.30, 9.00 LA PREMIERE: The 
Heat (MA15+) 4.00, 6.40, 9.20 The Wolverine 
3D (M) 4.40, 6.30, 7.30, 9.20 The World’s 
End (MA15+) 6.30, 9.00 XTREMESCREEN: The 
Wolverine 3D (M) 6.30, 9.20

CHIRNSIDE PARK
The Conjuring (MA15+) 4.00, 7.00, 9.30 
Despicable Me 2 (PG) 6.15 The Heat (MA15+) 
6.30, 9.15 The Lone Ranger (M) 5.30, 9.00 
Pacific Rim (M) 8.45 This Is the End (MA15+) 
7.00, 9.30 The Wolverine 3D (M) 5.00, 7.45 
GOLD LOUNGE: The Wolverine (M) 6.30, 9.15 
The World’s End (MA15+) 6.45, 9.15

CINEMA COMO
Before Midnight (MA15+) 8.40 Behind the 
Candelabra (MA15+) 4.10, 6.10, 9.10 The 
Audience 6.00 The Way Way Back (M) 4.00, 
6.40, 9.00 What’s in a Name? (M) 9.25

CLASSIC ELSTERNWICK
Before Midnight (MA15+) 7.10 Behind the 
Candelabra (MA15+) 4.00, 6.30, 9.00 The Great 
Gatsby (M) 4.20 Greetings from Tim Buckley (M) 
5.00, 7.10 The Heat (MA15+) 5.00, 9.30 Only 
God Forgives (MA15+) 7.30 This Is the End 
(MA15+) 9.20 The Way Way Back (M) 5.10, 
7.20, 9.30 The Wolverine (M) 6.30, 9.30 The 
World’s End (MA15+) 4.00, 9.10

COBURG DRIVE-IN
The Heat (MA15+) 6.45 This Is the End 
(MA15+) 9.10 The Wolverine (M) 6.45, 9.00 
The World’s End (MA15+) 7.00, 9.15

CROWN CASINO
The Conjuring (MA15+) 5.00, 7.30, 10.00 The 
Heat (MA15+) 6.30, 9.00 Pacific Rim (M) 4.00, 
6.50, 9.30 This Is the End (MA15+) 4.30, 6.45, 
9.15 The Wolverine 3D (M) 4.40, 7.15, 9.45 
The Wolverine (M) 6.00, 8.40 The World’s End 
(MA15+) 4.50, 7.15, 9.40 GOLD CLASS: Behind 
the Candelabra (MA15+) 4.00, 6.30, 9.00 The 
Conjuring (MA15+) 10.15 Fast & Furious 6 (M) 
5.00, 7.40 The Great Gatsby (M) 6.15, 9.15 The 
Heat (MA15+) 4.30, 7.15, 10.00 Man of Steel 
(M) 7.00 Man of Steel 3D (M) 4.15, 9.45 The 
Wolverine 3D (M) 6.00 The Wolverine (M) 8.45

DENDY BRIGHTON
Behind the Candelabra (MA15+) 6.30, 9.00 The 
Conjuring (MA15+) 5.00, 9.30 The Great Gatsby 
(M) 4.00, 6.00 The Heat (MA15+) 8.45 This Is 
the End (MA15+) 7.15 The Wolverine (M) 4.15, 
6.45, 9.15 The World’s End (MA15+) 7.00, 9.15

DONCASTER
The Conjuring (MA15+) 9.30 The Heat (MA15+) 
4.15, 6.45, 9.15 Pacific Rim (M) 6.20 This Is the 
End (MA15+) 5.00, 7.30, 9.45 The Wolverine 
3D (M) 4.20, 7.00, 9.40 The Wolverine (M) 6.00, 
8.40 The World’s End (MA15+) 4.00, 6.30, 8.45 
GOLD CLASS: The Conjuring (MA15+) 9.45 The 
Heat (MA15+) 6.00 Man of Steel (M) 4.15, 7.00 
The Wolverine 3D (M) 9.00 The Wolverine (M) 
6.30 The World’s End (MA15+) 8.30

EASTLAND
Behind the Candelabra (MA15+) 6.30, 9.10 
The Conjuring (MA15+) 6.40 The Great Gatsby 
(M) 6.00 The Heat (MA15+) 6.50, 9.30 The 
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Restoration Man. (G, 
R, CC) 22739

6.55 Clarke 
And Dawe. 
(G, CC) 
4876994

News. (CC) 46 7.30. (CC) 17 Catalyst.  
(G, CC) 30

Ten Bucks A Litre. (G, CC) 57623 The Grumpy Guide To: Food. 
(M, R, CC) 53807

Lateline.  
(CC) 94994

11.05 The 
Business. (R, 
CC) 3570517

Three Men Go To Scotland. 
Part 1 of 2. (G, R, CC) 2103492 
(12.35)

(5.30) The Ellen 
DeGeneres Show. 
(PG, R, WS, HD, 
CC) 65523333

Friends. (PG, R, WS, HD, CC) 
49872975

Cricket. The Ashes. Third Test. England v Australia. Day 1. Morning session.  
(WS, HD) 18696826

Cricket. The Ashes. Third Test. England v Australia. Day 1. Afternoon session. 
(WS, HD) 25195371 (3.00)

6.00 Pajanimals. 
(R, CC) 9845642
6.15 Cloudbabies. 
(G, CC) 2560623

In The Night 
Garden. (G, R, 
CC) 5505884

Spicks And 
Specks. (PG, R, 
CC) 2710265

The 
Roast. 
(PG, CC) 
1521913

7.45 Doctor Who: The 
Idiot’s Lantern.  
(PG, R, CC) 5991604

twentysomething: 
Take A Bow.  
(Final)  (M, CC) 
2708420

Mock The Week 
Looks Back At: 
Health. (M, CC) 
2790401

Dirty Laundry 
Live. (CC) 
5033517

10.05 Grandma’s 
House.  
(M, CC) 2618449

10.35 The 
Roast. (PG, 
R, CC) 
93656536

10.45 Adam Hills Tonight. 
(Final) (PG, R, CC) 2459555

11.45 Doctor Who. 
(PG, R, CC) 41353517

Sabrina, The 
Teenage Witch. 
(PG, R, CC) 
257468

Neighbours. 
(G, WS, CC) 
232159

Everybody Loves 
Raymond. (PG, R, 
CC) 163420

Futurama. (PG, R, CC) 162791 Star Trek: Deep Space Nine: The Adversary/The Way Of The Warrior Pt 1 and 2. A Federation 
ambassador warns Sisko of a possible war erupting in the wake of a coup on an alien homeworld. 
Klingons arrive on the station in force to supposedly “help” their Federation allies. (PG, R) 695604

The Late Late Show With 
Craig Ferguson. (PG) 604352

The Simpsons. 
(G, R, WS, CC) 
253642

The Project. (CC) 758772 MasterChef Australia. (PG, WS, 
CC) 146456

Law & Order: SVU: Pop.  
(M, R, WS, CC) 608178

Law & Order: SVU: Possessed. 
(MA15+, R, WS, CC) 697062

Late News. (CC) 263975 11.15 The Project.  
(R, CC) 339807

The Late Show 
With David 
Letterman. (PG) 
787260 (1.00)

News. (WS, 
CC) 5420

Today Tonight. 
(WS, CC) 9569

Home And Away. (PG, WS, CC) 
4371

Please Marry My Boy.  
(PG, WS, CC) 5505

Formal Wars. Hosted by Melanie 
Vallejo. (PG, WS, CC) 35913

Grimm: Bad Teeth/The Kiss. Series return. After their face-off with 
Kimura, Nick tries to come to grips with the return of his mother, 
Kelly Burkhardt. (M, WS, CC) 31197

The Mindy 
Project. (PG, 
WS, CC) 9208

Pimp My Ride. 
(PG, R, CC) 
30578246

Seinfeld. (PG, 
R, CC) 30586265

How I Met Your Mother. (PG, R, WS, CC) 43342352 Family Guy. 
(M, R, CC) 
43347807

American Dad! 
(PG, R, CC) 
43339888

Family Guy: Patriot Games/ 
I Take Thee Quagmire.  
(M, R, CC) 43338159

American Dad! Bush Comes To 
Dinner/American Dream 
Factory. (PG, R, CC) 43350371

Scare Tactics. 
(M) 30580081

D.E.A: Drug 
Dealing Deli. (M, 
R, WS) 
60514260 (1.00)

6.10 Unbeatable 
Banzuke. Japan. 
(G, R) 8060772

6.40 Ninja 
Warrior. Japan. 
(G, R) 89076604

7.05 The 
Office.  
(PG) 4839888

The 
Feed. 
5341555

7.45 No Kitchen Required: 
New Mexico. (PG) 19878807

8.35 Cheerleaders, An 
American Myth. France. (M, R, 
CC) 9850352 

9.35 Skins: Mini And Franky. 
UK. (MA15+, CC) 50625178

Russell Howard’s 
Good News. (M, R) 
4327536

11.05 The 
Feed.  
(R) 
36765866

11.20 The Marngrook Footy Show. 
(PG, R) 3595807 (12.50)

(5.30) Big Brother. 
(PG, R, WS, CC) 
21032449

The Middle. 
(PG, R, WS, 
CC) 96764623

The Big Bang Theory. (PG, R, WS, CC) 30888888 Mike & Molly: Karaoke 
Christmas/Fish For Breakfast. 
(M, WS) 30809371

Miss Congeniality 2: Armed And Fabulous. (2005) Comedy. Sandra Bullock, 
Regina King. Against orders, an FBI agent goes undercover to rescue Miss USA 
and the pageant MC after they are kidnapped. (M, R, WS, CC) 84548772

Conan. (M, WS) 
20674395 (1.00)

News. (WS, 
CC) 222772

A Current 
Affair. (WS, 
CC) 230791

Big Brother. (PG, WS, CC) 596994 The AFL Footy Show. Join hosts Garry Lyon and James Brayshaw, 
along with Sam Newman, Billy Brownless and Shane Crawford, for 
the latest AFL news and match previews. (M, WS, CC) 205265

Arrow: Trust But Verify.  
(M, R, WS, CC) 680772

The NRL Footy Show.  
(M, WS, CC) 855130 (1.30)

A Year At Kew. 
UK. (G, CC) 
9653284

News Australia. (CC) 5199604 Food Factory: 
Supersized. UK. 
(G, CC) 3634807

Luke Nguyen’s 
Greater Mekong. 
(G, R, CC) 3624420

Miniseries: Better Man. (2013) Part 2 of 2. Charts the remarkable 
story of the life and death of Vietnamese-Australian man, Van 
Nguyen. (M, CC) 8514246

World News 
Australia.  
(CC) 3643555

Indie Sex: Teen Flicks. UK. Part 2 of 3. 
Examines the role of teenage sexuality in cinema. 
(MA15+, R, CC) 7524401

(5.30) Homes 
Under The 
Hammer. (G, R, 
WS) 29351604

Bargain Hunt. (G, R, WS) 
29355420

Borderline. 
(PG, R, CC) 
11070449

Coastwatch. 
(PG, R, WS, 
CC) 11060062

Medics On Call: Angela’s First 
Shift. New series. (PG, WS) 
94972888

Hornblower: The Even Chance. As tensions between Napoleonic France 
and England rise, a young naval officer begins his career on the British 
warship Indefatigable. (M, R, WS, CC) 73189159

11.45 Bargain Hunt. 
(G, R, WS) 5798395 
(1.00)

M*A*S*H. 
(PG, R) 1197

Get Smart. 
(PG, R) 6888

Cops. (PG, R, 
CC) 84

Whose Line Is It Anyway? (PG, 
R) 75

Fast Forward. Sketch comedy 
series. (M) 59081

Brand X With Russell Brand. 
(MA15+) 55265

This Week Live. (M, CC) 46517 Blokesworld.  
(MA15+) 8884

The Game 
Plan. (PG) 
32444 (1.00)

✪
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(5.15) Goon. (2011) 
Comedy. (MA15+) 

6.50 Wyatt Earp’s Revenge. (2012) Western. Val 
Kilmer, Matt Dallas. Based on the true story of the 
legendary lawman, Wyatt Earp. (M) 

Wrath Of The Titans. (2012) Action. Sam 
Worthington, Liam Neeson, Ralph Fiennes. (M) 

10.15 The Baytown Outlaws. (2012) Action. Billy 
Bob Thornton, Eva Longoria, Clayne Crawford. 
(MA15+) 

11.55 Like 
Crazy. (2011) 
Romance. (M) 
(1.30)

(5.30) Katie. 
(PG) 

The Ellen DeGeneres Show. 
(PG) 

How I Met Your 
Mother. (M) 

2 Broke Girls. 
(M) 

Tabatha Takes Over. (M) Below Deck. (M) 10.25 Below 
Deck. (M) 

10.50 
Entertainment 
Tonight. (PG) 

11.20 The Ellen 
DeGeneres Show. (PG) 

12.10 Katie. 
(PG) (1.00)

(5.00) Rugby 
League. NRL. 
Round 20 Replay. 

NRL 360. Sterlo. Rugby HQ. Total Rugby. Sterlo. Rugby HQ. Rugby League. 
(1.30)

6.10 Futurama. 
(PG) 

6.40 Family 
Guy. 
(MA15+) 

7.05 The 
Simpsons. 
(PG) 

The Amazing Race. (PG) The Mentalist. (M) Australia’s Next Top Model. 
(M) 

10.20 Bones. (MA15+) 11.10 Family 
Guy. (M) 

11.35 Police 
Ten 7. (M) 

Family Guy. 
(MA15+) 
(12.25)

Two And A Half 
Men. (M) 

The Big Bang 
Theory. (M) 

The Daily 
Show. (M) 

The Colbert 
Report. (M) 

Tosh.0. 
(MA15+) 

Legit. (M) The Burn With 
Jeff Ross. 
(MA15+) 

Russell 
Howard’s Good 
News. (M) 

American Dad! 
(M) 

South Park. 
(MA15+) 

Loiter 
Squad. 
(MA15+) 

11.15 Late Night With 
Jimmy Fallon. (M) 

12.15 The 
Daily Show. 
(M) (12.40)

Supercoach. League Teams. AFL 360. League Teams. Supercoach. AFL 360. League Teams. AFL. (2.30)

(5.35) Boardwalk 
Empire. (MA15+) 

Boardwalk Empire. (M) 7.35 Satisfaction. Tippi 
embarks on an adventure with 
a long term client. (MA15+) 

The Newsroom. (2013) (M) Spartacus: War Of The Damned. 
(MA15+) 

Ray Donovan. (MA15+) Game Of Thrones. (MA15+) 
(12.25)

✪ ✪✪

(5.30) Cricket. The Ashes. England v Australia.  
Second Test Review. 

Sport Special. Cricket. The Ashes. England v Australia. 3rd Test. Day 1. 10.40 Cricket. The Ashes. England v Australia. 3rd Test. Day 1. 

✪ ✪
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Sure we get looks when we drive those big TNT 

trucks but that’s never stopped a woman from 

doing what she wants to do.  The truth is we love 

what we do.  We love the freedom, recognition, 

fl exible hours and excellent pay.  We especially 

love the TNT camaraderie and generous support 

of our team.

Our drivers and dockhands work in a world where 

opportunities are for everyone. 

Join our world at 
www.itsawomansworld.com.au
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Download a QR Code Reader 

and scan to search jobs

Looking for the perfect job or need to find the right candidate? 

CareerOne has it covered. Check out our new industry 

search pages today and let us do the work for you.

www.careerone.com.au

� PASSION PLAY

Sky’s the limit for thrills

Thumbs up to a thrilling career as a professional skydiver.

Charley Rico

MATT McLeod has been earning his
bread and butter by jumping out of a
plane for the past three years.

The professional skydiver left his
job as a house painter for his love of
adrenalin and hasn’t looked back.

What does a professional skydiver
actually do?
I give people a once-in-a-lifetime
experience. We jump out of a plane
together and I film the tandem jumps.
How did you get in to jumping out
of a plane for a living?
Well, I was a house painter years ago
and I got really bored of that, so
I started teaching snowboarding. But
then I got bored of that.

When I was coming down off the
mountain after that job, I saw some
people skydiving and decided I’d give
it a go.
Tell us about your first jump?
I was absolutely nervous the first
time, but when you do a course and
they put you through the training, you
realise everything is going to be OK.

After 30, 40 jumps, you start to get
a little more relaxed. After 100 jumps
you’re even more relaxed. After 1000
jumps, you’re super relaxed.
Do you need special qualifications
or do you just need to be an
adrenalin junkie?
A bit of both. You’re working your way
up constantly, but you need to have a
passion for the sport. There is more to
it than just the freefall.

I did a Diploma in Commercial
Skydiving in New Zealand and that
was just to get a licence to skydive
anywhere in the world.

Legally, in Australia, you have to
have 500 jumps under your belt
before you can become an instructor.
Here at Skydive Australia, they want
you to have 1000 jumps before the
chief instructor will even look at you to
become an instructor.
What do you do if you have a client
who loses their nerve just before
you’re about to jump?
I try to distract them with the views
and almost have them meditate to
bring their heart rate down.
What has been the highlight?
Every day my job is so rewarding,
however my first deaf passenger
really inspired me.
Do you have any advice to people
who would like to have a
successful career in skydiving?
Be committed. It takes up a lot of your
life. If you don’t love it, you won’t be
able to stick it out. For me, it’s really
easy to get out of bed.
What are the hours like?
Sometimes you can get to the Drop
Zone at six in the morning and you
might not leave until eight that night.
Sometimes, you do get heaps of time
off and you can do other things.

There can be a lot of downtime. If
the weather is bad, you might not
work for a week.

It’s either really full on or not at all
and I can do anywhere from one to
two jumps a day to 10 or 15.

I work six days a week and on my
day off, we do a fun jump and we also
run coaching clinics, so I basically
work seven days a week, but I love it.
Is the money good?

It is all dependant on the weather
and location because most skydivers
are contractors.
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PLAY TIME
The latest in gaming 

and techno fun TOMORROW

Got a popular Facebook page, killer app, hilarious tweet, kooky tumblr or fun website?
Send us your hottest links to webcast@mxnet.com.au

DOWNLOAD 
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TOP 5
Randoms

TOP 5
tweets

TOP 5
Apps

RSPCA Cupcake 
Is it wrong if they’re kitten-shaped?

catswatchingyouhavesex
And they aren't happy about it. bigdayout.com

Tickets on sale this week!

Nat Geo 
Incredible pics from around the world.

bad-tattoos
What a bunch of dickheads.

whitewhine.com
First world whinging problems.

Simpsons pictures that 
I gone and done 

Musings of kooky artist and 
 storyteller Chris.

Boss Hunting
Hot cars, hot houses, hot holidays.

yourfriendshouse.com 
Quirky music, culture and 

social observations.

Completely 
wrongly accused 
Six young Aussies fi ght for 

justice in Peru.

F...yeahharveyspecter 
Get a load of HBO's hottest lawyer, 

Harvey Reginald Specter.

susanyuen.fi les.
wordpress.com

Make sandwiches shaped like pigs.

SmallHouseBliss
Big isn’t always the most beautiful.

Reasonsmysoniscrying 
These kids are going to hate their 

parents when they grow up.
Ted.com/talks

Learn from the world's best thinkers.

TOP 5 TOP 5
Facebook
pages

Tumblr 
blogs

CatLovers
Mouse around with the Cat Lovers' Camera. 

Free, iPhone, iPad

Gold Coast Traveller
Places to go, people to see.

Free, iPhone, Android

Flightradar24
Never get caught out waiting at the 

airport again. 
$2.99, iPhone, iPad, Android

THX Tune-Up
TV test pattern, begone!

$1.99, iPhone, iPad mini, iPod Touch

Spotify 
Access millions of songs on any device. 

Free, iPhone, iPad, Android

@queen_uk
Good job boys. The 
ashes remain with 
England. Although as 
Queen of Australia as 
well, one really couldn’t 
lose. #ashes

@Joe_Hildebrand
The economy in Grease 
would be going a lot 
better if Danny Zuko 
hadn’t spent all that 
money on summer lovin’. 
#qanda

@shelbyfero
I have hidden a small, 
poisonous snake inside 
one of my coworkers 
briefcases. I believe the 
mystery will fi nally bring 
us all together.

@andrewjhansen
I've obtained the 
Governor General's 
permission to hold the 
Chaser election premiere 
on Wed 14 August. Peter 
Capaldi will play Tony 
Abbott.

@catscarlett
I wish I loved myself as 
much as Kanye West 
loves himself.

Webcast
mX Webcast fills the insatiable appetite for social networking  
and online forums.

It includes the top 5 YouTube clips, songs, Tweets, Facebook  
pages and readers favourites for the week.

Techplay
mX Techplay takes a close look at the world of gaming and  
technology. We review new-release games, the latest technology,  
must have gadgets and looks behind-the-scene at the worlds  
of second life and avatars.
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PASS
ION

WITHIN
“I just was

really obsessed 

with writing good 

songs that were 

going to last the 

test of time”

“I just was

really obsessed 

with writing good 

songs that were 

going to last the 

test of time”

Jeff Apruzzese, Michael 
Angelakos, Nate Donmoyer 
and Ian Hultquist

Michael Angelakos conquered
his demons to write Passion
Pit’s deeply personal album

IT has been almost a year since Passion Pit sent
their second album Gossamer out into the world
and infiltrated radios, TVs and American taco
chain commercials with their take on electronic
indie pop.

Between receiving critical and fan acclaim,
playing some of their biggest shows to date and
stating that he doesn’t even like to eat at that
particular American taco chain, singer Michael
Angelakos has done a whole lot of explaining
about the record’s genesis.

It’s an open, emotional and blunt record about
his relationship with his then-girlfriend and now-
wife Kristy Mucci, who supported him through
what he describes as hell in dealing with mental
health problems.

The thing is, the album is also about
Angelakos’ quest to write immaculate pop songs
that stand the test of time.

So a seemingly simple question about
Angelakos supposedly forgetting his birthday
around this time last year because he was so
busy preparing Gossamer is greeted with a sigh

as Angelakos explains the stuff that went down at
that time. Again.

‘‘I forgot what day my birthday was because I
was pretty depressed,’’ he says.

‘‘When you’re overloaded with work sometimes
you do forget your birthday.

‘‘So, yeah. That was an isolated incident.’’
If Angelakos is a little tired of being a kind of

spokesperson for mental illness, he is also proud
of the work he has done in the past year in raising
awareness.

He won an award earlier this year for speaking
out and drawing attention to the support
networks that were critical to getting him through
difficult times.

‘‘I dedicated that award to my wife, my friends,
everyone who got me through it,’’ he says.

‘‘I wouldn’t be alive without them.
‘‘I think it’s great being the guy on stage who is

like, ‘I got through it’, but that’s a misinterpretation
of how large an issue it is.

‘‘If we’re going to get anything done in terms of
taking mental health seriously, we need to make
everyone feel like they’re being respected, not
just the people that are going through it.

‘‘So that’s my goal: to highlight the help of the
people who are there, day in day out,
understanding you, dealing with it and getting you
to a place where you can function, getting you to
a place where you want to be.’’

That’s incredibly important, but there’s more
to Angelakos and Passion Pit than his
mental health.

Off the back of songs such as Take a Walk, in
the past 12 months the band has played some of
their biggest shows to date and are a much
stronger outfit than they were last time they hit our
shores, he says.

Gossamer is also a smarter record than
Passion Pit’s previous effort Manners, as
Angelakos studied the songwriters he loved —
from Abba to Elton John, Mogwai, Daft Punk and
beyond — and worked on fundamental pop
principles.

‘‘I just was really obsessed with writing
good songs that were going to last the test of
time,’’ he says. ‘‘Songs that were going to be able
to be fully fleshed out on the record but I could sit
down at a piano or with a guitar and still play them
and they would still stand on their own.

‘‘It was about writing really effective, interesting
pop songs that still felt happy and radio friendly
but were just slightly off.

‘‘You can’t really explain that to someone if they
haven’t heard it.’’

� Passion Pit play Splendour in the Grass, Byron Bay, on
Sunday; and The Palace, Bourke St, on Tuesday.
Gossamer (Columbia) is out now.

MICHELLE READ

Web designed
PASSION Pit called their latest album
Gossamer, but well, what is a
gossamer?

Lead singer Michael Angelakos has
said he likes to give working titles to his
albums, but can’t quite remember the
moment he starting calling this album
gossamer, saying he was probably
making coffee and ‘‘must have seen a
spider’’ and the title stuck.

A gossamer is a very, very fine spider
silk used by certain ambitious arachnids
for ballooning or kiting.

It allows the spiders to ‘‘fly’’ which,
while it’s a terrifying prospect, is actually
pretty cool.

We’re just relieved the album wasn’t
named after the cartoon character,
Gossamer — a giant, red, hairy monster
with a big mouth and claws, who wears
oversized tennis shoes and made its
debut in the 1946 Bugs Bunny cartoon,
Hair-Raising Hare.

Scary stuff.

City Beat
City Beat delivers the latest in music, movies,  
arts and everything hip and happening in Sydney,  
Melbourne and Brisbane.
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DWAYNE’S 
WORLD

Pain & Gain (MA) is now in cinemas

DOWNLOAD 
THE FREE 
APP TODAY In focus

Rebel Wilson stars as Robin Peck, 
who marries gang member Adrian 
Doorbal (Anthony Mackie).

Director Michael Bay tries not to 
laugh at Mark Wahlberg’s outfi t 
during a break on set.
laugh at Mark Wahlberg’s outfi t
during a break on set.

Dwayne Johnson is rock 
solid as Pain & Gain’s 
leading man Paul Doyle.

For The Rock, starring in Michael Bay’s take on Miami’s
infamous Sun Gym gang is a dream come true

AFTER he read the script for
Pain & Gain, Dwayne Johnson
immediately knew he was about
to take on the role of a lifetime.

Michael Bay asked Johnson
to play Paul Doyle, a convicted
criminal who becomes a
member of the infamous Sun
Gym gang.

‘‘This was the biggest
departure for any character I’ve
played over the past decade,’’
Johnson says. ‘‘Paul Doyle trips
and trips hard. This was a great
challenge for me and there
came a time when Michael said
‘as a director and friend you are
going to have to trust me’ and I
did. I’m happy I did.’’

Pain & Gain is based on a
series of columns written by
Pete Collins for the Miami New
Times about a group of
personal trainers in 1990’s
Miami who, in pursuit of the
American Dream, get caught up
in a criminal enterprise that
goes horribly wrong. It also
stars Mark Wahlberg, Ed Harris,
Ken Jeong and Rebel Wilson.

Johnson’s character is a
blend of various members of the
gang, whose other members
included Daniel Lugo and
Adrian Doorbal, both of whom
are now on Death Row.

‘‘What we have to remember
about Paul Doyle is he is an
amalgamation of the other Sun
Gym gang members,’’ Johnson
explains. ‘‘There was a
multitude of other individuals
who were involved in the
kidnappings and the murders
who were tied into this. Paul
Doyle is a composite of all their
minds put into one so that was a
great challenge, an awesome
challenge for me as an actor.’’

One thing Doyle has which
the other members of the gang,
played by Wahlberg (Lugo) and
Anthony Mackie (Doorbal) do
not, is a conscience about
committing crimes.

‘‘This was something Michael
and I talked about,’’ Johnson
says. ‘‘This was one of the
awesome responsibilities of this
character because in many
ways he becomes the
conscience of the audience.

‘‘He is trying to bring some
humanity to this insanely
absurd world which is why we
were trying to find little
moments of empathy and there
was softness and real genuine
care and kindness from him
amid all this craziness.’’

What drew Johnson to the
pivotal role of Doyle was simple,
according to the star.

A Miami native for 20 years,
Johnson knew of the story and
described it as ‘‘a series of
events which rocked this city. It
was unbelievable’’.

‘‘I wanted to tell this story,’’ he
says. ‘‘In the mid ’90s, the Sun
Gym was a well-known place in
Miami. I never went there but I
was playing football for the
University of Miami at the time
and a lot of the Miami police
would train with us who would
also train at Sun Gym, so there
were a lot of interesting stories
which were circulating and
filtered over to us.’’

During filming, Johnson
retold some of those stories to
castmates Wahlberg and
Mackie, while Bay hired extras
who knew the criminals.

Johnson says Bay’s attention
to detail was impressive.

‘‘I love that guy, I really do,’’
Johnson smiles. ‘‘His reputation
precedes him and he comes as
advertised. What you hear
about Michael is the truth and
there are many more layers,
many more wonderful
complicated layers after that
because at the end of the day,
you strip away the reputation of
him being intense, insisting that
everyone gives their best

performances — not only the
cast but everyone on set.

‘‘It’s everybody’s job. Strip all
that away, he’s a brilliant
filmmaker and it was a pleasure
to work with him.’’

Johnson likens Bay to a coach.
‘‘He’s like an incredible coach

who you’ve had the great
fortune to play for,’’ he says.

‘‘A winning coach. He’s
intense, but he just wants the
best for the team and in this
case, Michael wants the best for
the movie and he demands the
exact same performance out of
himself, by the way.’’

In the film, Doyle meets up
with Lugo and Doorbal, who are
involved in the bodybuilding
world at the well-known, yet
slightly shady Sun Gym.

The bodybuilding culture is
something Johnson knows all
too well.

‘‘Bodybuilding is a whole
other world and it’s a fascinating
one,’’ he says. ‘‘What’s so
interesting about the
bodybuilding culture, which I in
a way, grew up in — because I
grew up in professional
wrestling — and the men in the
’70s and ’80s, a lot of them were
in the bodybuilding world and I
spent a lot of time as a kid just
hanging out in the gym and
seeing these guys.

‘‘It’s a great mix of individuals
who are incredibly disciplined,
focused, driven and finely tuned
in terms of their vision. Whether
you’re an amateur or
professional bodybuilder it all
becomes a science and very
detailed because you are
judged on every little detail of
your body so the mechanics in
their brain think that way.’’

One thing Johnson hopes
audiences take away from the
film is the message that
success takes hard work and
dedication. It’s a lesson
Johnson learned very early on
in life and one which inspired
him to become the person he is.

‘‘When I was 14 we were
evicted out of our little efficiency
(studio apartment) in Hawaii
and at that time, I didn’t know it
then, but I know it now, it
defined me,’’ he says, leaning
forward on his chair.

‘‘I remember thinking back
then ‘I will do everything I can to
make sure this never happens

again’,
that I
would
never
come home
and see my
mum cry. So I
thought, ‘OK,
the men I admire,
what do they do?’
They were big guys.

‘‘They were either
professional wrestlers
or Arnold
Schwarzenegger,
Sylvester Stallone and
Harrison Ford as Indiana
Jones. I thought, right, those
guys built their bodies, that’s
what I can do. So that’s what
inspired me to build my body
up, to at least take my own life
and destiny in my own hands. I
thought back then, and still do, if
I can control something with my
own two hands then I’ve got a
shot at making it, whatever it is.

‘‘The fact I am sitting here
today, I’m living the dream.’’

In Focus
mX’s movie feature, including interviews with stars  
of a current film and a Top 10 chart.

In Focus runs alongside mX’s popular Flicks movie listings,  
making it easy for readers to see where and when the movie  
is showing and how it’s been rated.

Monday

Tuesday

Wednesday

Thursday

Friday
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THE mX APP

Galleries
There’s dresses aplenty here when it’s red carpet season as our galleries feature  
the best of Hollywood’s big award nights. 

We also keep you up to date with the latest catwalk fashion and designs that are  
so bad they can only be good. 

Galleries also features the best of the day’s photos including home grown talent from  
Melbourne, Sydney and Brisbane and the world’s weird and wonderful.

Videos
We’ve got some of Australia’s brightest and bravest young directors and producers  
working on a bank of video content to go hand-in-hand with the mX App, focusing  
a satirical lens on the biggest news topics of the day, the best of Talk or even  
in partnership with branded sponsorships on the app. 

Our News Ltd network also provides the best in videos from around the globe. 

Hot Offers
Hot Offers is a section dedicated to special retail deals consisting of a scrollable  
list of up to 10 offers, Monday to Sunday.

Targeted to reach consumers throughout the day in Sydney, Melbourne and Brisbane,  
Hot Offers are delivered direct to a consumer’s smartphone and are redeemable at  
point-of-sale via a unique retailer’s code. With social functionality enabled, Hot Offers  
receive the added benefit of increased exposure via a reader’s social network as they  
share these offers.

Fast Facts:
•	84% of readers agree that they deserve to treat themselves with nice things*

• 	82% love shopping in retail stores*

• 	59% visited a store that advertised in mX and close to 1 in 2 readers bought a product or service*

• More than 1 in 2 mX readers have used a daily deal/online coupon website*

The mX App harnesses the quirky, irreverent, informative  
news, sport and entertainment that has made the paper such  
a phenomenal print success.

All the key News and Sport is covered as well as the world of  
Goss and glam and Entertainment. Users can have a laugh at the  
wild and whacky world of Weird and catch up on the Best of Talk  
while commuting and throughout the day.

The mX App also includes Galleries, Videos and Hot Offers.

*mX Reader Survey, hosted by YellowSquares (October, 2012).
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$18,864.00

$9,432.00

$4,716.00

$6,288.00

$4,956.04

$4,716.00

$3,144.00

$2,358.00

$3,144.00

$2,358.00

$1,572.00

$1,572.00

$1,965.00

$1,572.00

$1,179.00

$1,572.00

$1,310.00

$1,048.00

$1,886.40

$943.20

$471.60

$628.80

$495.60

$471.60

$314.40

$235.80

$314.40

$235.80

$157.20

$157.20

$196.50

$157.20

$117.90

$157.20

$131.00

$104.80

$20,750.40

$10,375.20

$5,187.60

$6,916.80

$5,451.64

$5,187.60

$3,458.40

$2,593.80

$3,458.40

$2,593.80

$1,729.20

$1,729.20

$2,161.50

$1,729.20

$1,296.90

$1,729.20

$1,441.00

$1,152.80

$19,440.00

$9,720.00

$4,860.00

$6,480.00

$5,100.08

$4,860.00

$3,240.00

$2,430.00

$3,240.00

$2,430.00

$1,620.00

$1,620.00

$2,025.00

$1,620.00

$1,215.00

$1,620.00

$1,350.00

$1,080.00

$1,944.00

$972.00

$486.00

$648.00

$510.01

$486.00

$324.00

$243.00

$324.00

$243.00

$162.00

$162.00

$202.50

$162.00

$121.50

$162.00

$135.00

$108.00

$21,384.00

$10,692.00

$5,346.00

$7,128.00

$5,610.09

$5,346.00

$3,564.00

$2,673.00

$3,564.00

$2,673.00

$1,782.00

$1,782.00

$2,227.50

$1,782.00

$1,336.50

$1,782.00

$1,485.00

$1,188.00

Height in 
number of 
modules

Width in 
number of 
modules

Total 
modules

Melbourne GST TOTAL Sydney GST TOTAL

Metro rates by advertisement size (Melbourne, Sydney, Brisbane)

ADVERTISEMENT  
SIZE NAME

$9,648.00

$4,824.00

$2,412.00

$3,216.00

$2,532.12

$2,412.00

$1,608.00

$1,206.00

$1,608.00

$1,206.00

$804.00

$804.00

$1,005.00

$804.00

$603.00

$804.00

$670.00

$536.00

$964.80

$482.40

$241.20

$321.60

$253.21

$241.20

$160.80

$120.60

$160.80

$120.60

$80.40

$80.40

$100.50

$80.40

$60.30

$80.40

$67.00

$53.60

$10,612.80

$5,306.40

$2,653.20

$3,537.60

$2,785.33

$2,653.20

$1,768.80

$1,326.60

$1,768.80

$1,326.60

$884.40

$884.40

$1,105.50

$884.40

$663.30

$884.40

$737.00

$589.60

Brisbane GST TOTAL

PRINTED
EDITION

ADVERTISING
RATES
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$47,952.00

$23,976.00

$11,988.00

$15,984.00

$12,588.24

$11,988.00

$7,992.00

$5,994.00

$7,992.00

$5,994.00

$3,996.00

$3,996.00

$4,995.00

$3,996.00

$2,997.00

$3,996.00

$3,330.00

$2,664.00

$4,795.20

$2,397.60

$1,198.80

$1,598.40

$1,258.82

$1,198.80

$799.20

$599.40

$799.20

$599.40

$399.60

$399.60

$499.50

$399.60

$299.70

$399.60

$333.00

$266.40

$52,747.20

$26,373.60

$13,186.80

$17,582.40

$13,847.06

$13,186.80

$8,791.20

$6,593.40

$8,791.20

$6,593.40

$4,395.60

$4,395.60

$5,494.50

$4,395.60

$3,296.70

$4,395.60

$3,663.00

$2,930.40

Height in 
number of 
modules

Width in 
number of 
modules

Total 
modules

Eastern 
Seaboard

GST TOTAL

Metro rates by advertisement size (Eastern Seaboard)

ADVERTISEMENT  
SIZE NAME
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$131.00

$124.45

$117.90

$111.35

$104.80

$13.10

$12.45

$11.79

$11.14

$10.48

$144.10

$136.90

$129.69

$122.49

$115.28

$135.00

$128.25

$121.50

$114.75

$108.00

$13.50

$12.83

$12.15

$11.48

$10.80

$148.50

$141.08

$133.65

$126.23

$118.80

$67.00

$63.65

$60.30

$56.95

$53.60

$6.70

$6.37

$6.03

$5.70

$5.36

$73.70

$70.02

$66.33

$62.65

$58.96

mX 
Melbourne GST TOTAL GST TOTAL GST TOTAL

Casual

$30,000

$60,000

$120,000

$240,000

0%

-5%

-10%

-15%

-20%

DiscountmX
mX 
Sydney

mX 
Brisbane

Please note: page dominant loading applies to Half Page Horizontal rates. Please see Half Page Horizontal base rates detailed on previous page.

Positional loadings

Page

Page 1

Page 2

Page 3

Page 4

Page 5

Page 6

Page 7

Page 9

OBC

Weather panel

Specific sectional request

DPS on pages 2 & 3

DPS on pages 8 & 9

Loading

100%

40%

50%

25%

30%

20%

25%

20%

50%

50%

20%

50%

20%

$333.00

$316.35

$299.70

$283.05

$266.40

$33.30

$31.64

$29.97

$28.31

$26.64

$366.30

$347.99

$329.67

$311.36

$293.04

GST TOTAL

mX Eastern Seaboard (ESB)

Casual

$75,000

$150,000

$300,000

$600,000

0%

-5%

-10%

-15%

-20%

Discount

Rates apply from July 1, 2013. 
Rate are inclusive of colour.

Prices based per module. 
72 modules = Full Page

*Modules not sold individually. Only by  
advertisement sizes detailed on previous page.

MONDAY TO FRIDAY

mX rates per module*

mX 
ESB
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Sponsorship 
Block

Mrec

Mrec

Mrec

Mrec

Full Page 
Interstital

Mrec

Mrec

Mrec

Sponsor logo

Mrec

Mrec

Full Page 
Interstital

Mrec

Sponsor logo

Mrec

Mrec

Full Page 
Interstital

Full Page 
Interstital

Mrec

PreRoll

Administration 
Charge

Branded 
Content Tile

Featured 
Hot Offer

Branded 
Hot Offer

AD PACKAGE PLACEMENT RATE
BASIS TYPE HOW 

TO BUY Home

Weird #crazycool
News

Enterainment Goss & glam
Sport Best of 

Talk
Talk 

Submit
Galleries Videos Hot 

OffersWeird/#crazycool bundle Ent./Goss & glam bundle

Weird / #crazycool / News / Entertainment /Goss & glam / Sport / Talk bundle

$2,750

$1,500

$2,000

$1,500 $1,000 $1,250 $500

$500

$250$750 $500 $250 $500 $250 $250 $250

$1,000

$750

$3,000

$2,000

Top & Bottom 
of Home Index

Home Index - Position 1

Home Index - Position 2

Home Index - Position 1

Home Index - Position 2

After every 3rd story 

Section Index - Position 1

Section Index - Position 2

Bottom of story

Top of Section Index

Section Index - Position 1

Section Index - Position 2

After every 3rd story or 4th 
Gallery Image in Section

Bottom of story in Section

Top of Galleries Section Index

Galleries Section Index - Pos 1

Galleries Section Index - Pos 2

Between Galleries  
in Galleries Section

After every 4th Gallery  
image in Galleries Section

Btm of Gallery Thumbnails in Gallery Sec.

PreRoll

Fixed Tile set up 

5th position on Home Index; 
3rd position on Section Index

Top of Hot Offers 
Section

Hot Offers 
Section

$0.45 

$0.30

$0.15

$0.30

$0.15

$80.00 

$40.00

$20.00

$20.00

$10.00

$40.00

$20.00

$80.00 

$20.00

$10.00

$40.00

$20.00

$80.00 

$80.00 

$20.00

$80.00

$1,000.00 

$40.00 

$0.24 

$0.16

Per UB 

Per UB

Per UB

Per UB

Per UB

CPM 

CPM

CPM

CPM

CPM

CPM

CPM

CPM 

CPM

CPM

CPM

CPM

CPM 

CPM 

CPM

CPM

Flat 

CPM 

Per UB 

Per UB

Day Buyout 

Day Buyout

Day Buyout

Day Buyout

Day Buyout

25% SOV 
of Section

25% SOV of Section

25% SOV of Section

25% SOV of Section

100% SOV of Section

50% SOV of Section

50% SOV of Section

50% SOV of Section 

50% SOV of Section

100% SOV of Section

100% SOV of Section

100% SOV of Section

100% SOV 
of Section

100% SOV 
of Section

100% SOV of Section

100% Run of App

NA 

Timeline 
per day

Week  
Buy Out

Week Buy Out 
1 of 9

High Impact Homepage 
Buyout (Daily)ˆ

ˆ Must run on the same day as  
a wrap of the printed edition 
(Wrap POA)

Standard Homepage 
Buyout (Daily)

Sponsorship (Weekly)

Section Sponsorship  
(Weekly)

Gallery Sponsorship  
(Weekly)

Video PreRoll (Weekly)

Branded Content  
(Daily)*

Hot Offers (Weekly)

*Branded Content rate must include: Administration charge + Home Index placement (maximum 1 day) + one other Section on the same day (continuing for a maximum of 7 days).
*Branded Content rates do not include the actual content. Video (up to 2 minutes maximum) or Galleries can be supplied by the client or produced by mX (additional costs apply / POA).

Effective from Monday 29th July, 2013

mX APP  
(excluding GST)

AD  
INCLUSIONS

ADVERTISING
RATES
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Home

Weird #crazycool
News

Enterainment Goss & glam
Sport Best of 

Talk
Talk 

Submit
Galleries Videos Hot 

OffersWeird/#crazycool bundle Ent./Goss & glam bundle

Weird / #crazycool / News / Entertainment /Goss & glam / Sport / Talk bundle

40,000

33,000 22,000 25,000 6,000

4,000

APPROXIMATE IMPRESSIONS

High Impact Homepage Buyout 2 per week maximum (must run on the same day as a wrap  
of the printed edition)

Standard Homepage Buyout Standard Buyout client offered another day (or an alternative execution on  
the same day) if High Impact Buyout is placed by another client on same day.  

Sponsorship Weekly 2 advertisers per week

Section Sponsorship Weekly 1 advertiser per section, per week

Gallery Sponsorship 1 advertiser per week

Video Preroll COMING SOON. Currently N/A.

Branded Content 1 advertiser per week. Available by day.  
Subject to Editorial and Publisher approval.

Hot Offers 10 clients per week

51,000

51,000

7,500

N/A

17,000 1,000 1,000 1,000 1,000 1,000 1,000

$50.00

$45.00 $45.00 $50.00 $83.00

$125.00

eCPM

High Impact Homepage Buyout

Standard Homepage Buyout

Sponsorship Weekly

Section Sponsorship Weekly

Gallery Sponsorship

Video Preroll

Branded Content

Hot Offers

$54.00

$29.00

$100.00

N/A

$44.00 $500.00 $250.00 $500.00 $250.00 $250.00 $250.00

mX APP  
(excluding GST)

ADVERTISING
RATES
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ADVERTISING
DEADLINES

SECTION

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, 2 days prior

5pm, Thursday prior

5pm, Friday prior

5pm, Friday prior

5pm, Monday prior

5pm, Tuesday prior

5pm, Tuesday prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

11am, 2 days prior

10am, 5 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

10am, 2 days prior

12 noon, Thursday prior

10am, Wednesday prior

10am, Thursday prior

12 noon, Wednesday prior

10am, Friday prior

10am, Friday prior

Booking deadline Copy for setting Material deadline
Cancellation policy
General mX Cancellation Deadline: 10am, 2 working days prior to publication.
mX Wrap Cancellation Deadline: 5 working days prior to publication.
mX Creative Shapes Cancellation Deadline: 10 working days prior to publication.

Material specifications
TABLOID FORMAT IMAGE SIZE
Single page	 376mm x 262mm (no bleed available) 
Double page spread	 376mm x 550mm (includes gutter bleed)

IMPORTANT: When preparing material for a double page spread you must keep critical  
elements or text out of the gutter bleed area (10mm in the centre). Please note this does  
not apply if you have booked and confirmed a true centre spread.

Display advertising and column widths
		  COLUMN WIDTHS	 DISPLAY
Display Advertising 	 Tabloid	 1 column		  39mm
Column Depth 	 376mm	 2 columns		  83mm
Column Width 	 39mm	 3 columns		  128mm
Columns Per Page 	 6	 4 columns		  172mm
Image Area of Page 	 376mm x 262mm	 5 columns		  217mm
Use of Gutter Bleed 	 + 13mm per page	 6 columns		  262mm

For other creative shapes and sizes, details and costings, please contact your  
mX representative.

Minimum size advertisement
Minimum advertising size is 10cm x 2 columns – 100mm (height) x 83mm (width)
mX does not carry 5 column advertisements
Minimum 4 column advertisement is 20cm x 4 columns – 200mm (height) x 172mm (width)

Wrap

Page 2

Page 3

Page 5

EGN

Goss & glam

The Box

Flicks

What in the Weird

Sport

Juice

Brainwave

Talk

MONDAY

CareerOne

TUESDAY

Escape

Webcast

WEDNESDAY

Techplay

THURSDAY

Citybeat

FRIDAY

In Focus

PRINTED
EDITION
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M12x12 M6x12 M3x12

M12x6 M6x6 M4x6 M3x6 M2x6

M12x4 M9x4 M3x4 M12x3 M6x3

M5x3 M4x3 M3x3 M12x2 M6x2

M5x2 M4x2

M4x2

M5x2

M 6x2

M12 x 2 (Third Page Vertical)

M3x3

M4x3

M 5x3

M6x3 (Quarter)

M 12x3 (Half Page Vertical)

M 3x4

M9x4 (Portrait)

M 12x4 (Dominant)

M 2x6 (Small Strip)

M 3x6 (Medium Strip)

M 4x6 (Large Strip)

M 6x6 (Half Page Horizontal)

M12x6 (Full Page)

M 3x12 (Quarter Page Spread)

M 6x12 (Half Page Spread)

M12x12 (Double Page Spread)

*Stitched & Trimmed

124

156

188

380

92

124

156

188

380

92

284

380

60

92

124

188 

380

92

188

380

85

85

85

85

129

129

129

129

129

174

174

174

262

262

262

262

262

551*

551*

551*

551*

Depth (mm) Width (mm)

Modular advertisememnt sizes

ADVERTISING
SPECIFICATIONS

Left

13.5mm

Right

13.5mm

Top

10mm

Bottom

10mm

Bleed from live type area 
(Stitch & Trim products)

ADVERTISEMENT  
SIZE NAME

PDFs
Supplied material must be Press Ready, PDF version 1.4

All PDFs must be CMYK, supplied to the correct dimensions, no printers marks  
and with all fonts embedded. All files must be supplied BEFORE Deadline.

Alterations will not be made to supplied PDFs.  
Replacement material must be supplied.

Photoshop setup - CMYK (Newsprint)
Image resolution		  200dpi at 100% size
Ink weight		  230%
Separation type		  GCR
Black limit		  90% (recommended)
Dot gain		  90%
Highlight set at minimum of 3%

Ad delivery
Press ready ads can also be delivered via AdStream & Adsend.
All delivered ads require correct ad number.

Eproof
Eproof is a free online service offered to all advertisers, allowing more control and  
flexibility when submitting, proofing and approving advertisements at the convenience. 
Contact 1300 557 418 (option 1).

Additional enquiries
Contact Media Support on 1300 557 418 (option 2).

Specification enquiries
Contact Quality Control on 1300 557 418 (option 3)  
or email qcsupport@newsltd.com.au

PRINTED EDITION
Tabloid - 380mm x 262mm 
Stitch & Trim - 390mm x 275mm

12



ADVERTISING
SPECIFICATIONS mX APP
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Ad format Dimensions (px) Formats accepted SLA (Business Days) Asset delivery

Medium Rectangle

Full Page Interstitial

Top of Sponsorship  
block

Bottom of Sponsorship  
block

Section Sponsorship  
Logo

Hot Offer Image

Hot Offer Copy

600 (w) × 500 (h)

640 (w) × 480 (h)

640 (w) × 360 (h)

640 (w) × 80 (h)

650 (w) × 366 (h)

•	Static PNG and JPG only
•	Animated images not accepted
•	Cannot be third party ad-serviced, click tracking only permitted

Optional

•	Custom HTML5 creative
•	mX Creative Production

•	Static PNG and JPG only
•	Animated images not accepted
•	Cannot be third party ad-serviced, click tracking only permitted

NB: Hot Offer Image size - 650px × 366px (72dpi)  
Image that can also be centred on a 4:3 aspect ratio (~429px × 366px)

5 days (JPG/PNG)
10 days (HTML5)

5 days (JPG/PNG)
10 days (HTML5)

5 days

5 days

5 days

5 days

creative@newsdigitalmedia.com.au

creative@newsdigitalmedia.com.au

creative@newsdigitalmedia.com.au

creative@newsdigitalmedia.com.au

creative@newsdigitalmedia.com.au

Submitted via URL

Submitted via URL

720 (w) × 1280 (h)

Please refer to your Account Manager

Max. 
file size

50kb

100kb

50kb

10kb

50kb

50kb

5 days

mailto:creative%40newsdigitalmedia.com.au?subject=
mailto:creative%40newsdigitalmedia.com.au?subject=
mailto:creative%40newsdigitalmedia.com.au?subject=
mailto:creative%40newsdigitalmedia.com.au?subject=
mailto:creative%40newsdigitalmedia.com.au?subject=


NEWSCOLOUR
REQUIREMENTS

Proofing and delivery
Proofs must be produced on newsprint that closely matches the production stock. Proofs must be matte finish.

Electronic delivery
The delivery of advertising material must only be received electronically via  
Adstream (02) 9467 7500 or Adsend 1300 798 949

Under no circumstances can electronic delivery be accepted via an email, CD, DVD, thumb drive  
or any other method.

To obtain the mX Acrobat settings or Photoshop colour settings and any further information
about this service, please contacts the Advertising Scanning Manager (03) 9292 1482.

It is the responsibility of the supplier to generate a digital proof to News Limited specifications  
for client approval. A similar proof will be generated at News Limited for internal quality checks.

Requirements
FOUR COLOUR
Image resolution		  200dpi at 100% size
Print sequence		  Cyan, Magenta, Yellow, Black
Dot shape		  Round
Colour removal techniques	 GCR is News Limited’s preferred colour removal techniques which should  
		  be used to limit total ink density to a maximum of 230% and images must  
		  be adjusted to allow for 30% dot gain.
Typeface		  Minimum 7 point.  
		  Single colour reverse type minimum 9 point.
		  Colour reverse type minimum 10 point.
		  It is recommended you consider the quality of your advertisement  
		  by selecting the type most suitable.
		  When reversing text out of multiple colours, a sans serif font is  
		  recommended, to avoid the text filling in on press and becoming blurred. 	
		  Coloured text should also be sans serif.

PLEASE NOTE: Material not conforming to these specifications may have detrimental effects on other
advertising in the newspaper. mX therefore reserves the right to reject any material on quality grounds.

Tone reproduction guidelines
FOUR COLOUR	 		   C	  M	  Y	  K

A:	 Catchlights			   0%	 0%	 0%	 0% 
	 Highlights			   0%	 0%	 0%	 0% 
	 Non-essential whites			   0%	 0%	 0%	 0% 
	 Essential whites			   3%	 2%	 2%	 0%

B:	 MIDTONES 
	 Allow for 30% dot gain. 
	 Keep midtones open for newspaper stock (more than for magazine separations to compensate for dot gain).

	 NOTE: Allowance should be made for softening effect of newsprint by increasing sharpening from  
	 normal levels.

C:	 SHADOWS 
	 1.	 A maximum total shadow end density not to exceed 230% 
	 2.	To allow ink tapping, limit Cyan, Magenta and Yellow to 90% 
	 3. 	Halftone Black limit is 80%

D:	BACKGROUNDS 
	 All ads must be supplied with a background fill, when a white background is desired the fill must be  
	 white or paper. Do not use “none”; this will ensure any underlying page or section style will not encroach  
	 on the ad space.

PLEASE NOTE 
•	 These limits are for halftone reproduction only. Display type and background tints can use solid  
	 colours, however large and heavy areas of colour should allow for ink tapping, limiting CMYK to 90%.  
	 Total ink weight is not to exceed 230% for background and text.
•	 Unsharp masking should be increased to levels higher than normal to counter the softening effect  
	 experienced on newsprint.

Black and white material requirements
Monochrome screen ruling		  100lpi /40lpc 
Catchlights			   0% 
Non-essential whites			   0% 
Essential whites			   2%	  
Shadows			   92% 
Midtones			   Allow for 30% dot gain

PRINTED
EDITION
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ADVERTISING TERMS
AND CONDITIONS
1. General
1.1	� These terms and conditions apply to every booking made with News Limited  

or any of its wholly owned subsidiaries by any means (including through use  
of an insertion order, booking form or over the phone) by an Advertiser for the 
publication in or distribution of an Advertisement with, on or in a print or digital 
property of any Publisher. 

1.2 	� Each reference in these terms and conditions to Publisher is a reference to the 
relevant Publisher and, where there is more than one relevant Publisher, to each  
of them severally. 

1.3 	� Where a Publisher acts as an agent in selling advertising inventory for an entity 
which is not listed in clause 21, these terms will apply in addition to the terms 
imposed by the relevant publishing entity.

1.4 	� Publisher has the right to amend these conditions at any time. Notification of 
amendment shall be deemed to have been given to all Advertisers immediately  
upon publication of rate cards with the amended conditions, which shall apply  
to all advertising received after the date of that publication (except where there  
is an express written agreement between the Publisher and Advertiser that those 
amendments will not apply to particular advertisements).

1.5 	� Every advertisement must comply with and is subject to these terms and conditions 
as well as other relevant terms including those which form part of relevant rate  
cards (as available at www.newsspace.com.au), space or insertion orders (or other 
written agreements between the parties), Additional Relevant Terms as listed in 
clause 21 and any relevant laws, regulations or codes of conduct. To the extent of  
any inconsistency between the various relevant terms, the following order of priority 
will be applied

	 a.	� Any terms or conditions separately agreed in writing including any expenditure 
agreement or monetary level order;

	 b.	� any terms and conditions referred to in clause 21 of these terms 
	 c.	 the rate card for the relevant publication;
	 d.	 these terms,in order to eradicate any inconsistency. 

1.6 	� Publishers may use as an agent the services supplied by News Limited under the 
brand News Australia or the services supplied by Nationwide News Pty Limited 
under the brand News Community Media

2. Process
2.1 	 �Each publication and Publisher has different process requirements for placing or 

booking of advertisements. There is no binding agreement for the publication of an 
advertisement however until the relevant processes for the particular Publisher have 
been completed. 

2.2 	� Bookings which are in any way conditional will not be accepted.

2.3 	� Advertiser authorises Publisher to dispose of any materials supplied to Publisher 
relating to an advertisement (including illustrations, copy, photographs, artwork, 
press-ready PDF digital files) following publication of an advertisement. Publisher is 
not required to retain or return to Advertiser any such materials.

3. Publisher rights and discretions
3.1	� Every advertisement submitted for publication is subject to Publisher’s approval. 

Publisher may at its absolute discretion at any time: 

	 a.	� refuse to publish or distribute any advertisement without giving any reason (in 
which case, no charge to Advertiser will be incurred); 

	 b.	� cancel a campaign (in which case, no charge to Advertiser will be incurred for the 
unpublished portion of the campaign); or

	 c.	� head an advertisement ‘Advertisement’. 

3.2 	� Publisher owes no duty to Advertiser to review, approve or amend any Advertisement 
and no review, approval or amendment by Publisher will affect Advertiser’s 
responsibility for the content of the advertisement.

3.3 	� Publisher may, but is not obliged to, under pressure of deadline and without 
prior consultation or notice to Advertiser, amend any Advertisement in any terms 
whatsoever, if Publisher perceives it to be 

	 (i)	� in breach of any law of Australia or of any state (whether civil or criminal), 

	 (ii)	� in breach of any pre-existing publishing agreement entered into by Publisher, 

	 (iii)	defamatory, 

	 (iv)	in contempt of court or parliament,

	 (v)	 otherwise likely to attract legal proceedings of any kind, 

	 (vi)	�offensive. Should Publisher so amend the advertisement, the agreed price shall 
not be reduced. 

3.4 	� Publisher has the right, and the right to permit other persons, to republish any 
Advertisement in any electronic or digital form for any purpose using any media and 
in any part of the world.

4. Positioning and placement and other advertiser requests
4.1 	� The positioning, placement or format (including, for print, publication in colour) of 

an advertisement is at the discretion of Publisher except where expressly agreed in 
writing by Publisher. Publisher will attempt to position Advertisements or, in print, 
provide colour, in accordance with the Advertiser’s request if the Advertiser has 
agreed to pay any relevant preferred position or colour loading charges. If Publisher 
fails to publish the Advertisement in accordance with Advertiser’s requests, 
Publisher’s liability will be limited to refunding the relevant colour or position 
loadings paid. 

4.2 	� If an advertisement is to be published in a digital publication, Publisher may vary 
the placement and/or format of advertisements across the website. Publisher will 
endeavour to notify Advertiser of such changes. Advertising space in a digital 
publication may be filled on rotation with various advertisements from various 
Advertisers. 

4.3 	� If any advertisement is specifically accepted for publication in a specific advertising 
category (including classified category or particular section) of a publication then, 
without prior consultation with Advertiser, Publisher may: 

	 (i)	� position the advertisement anywhere within the category at its discretion, unless 
a specific placement has been agreed in writing,

	 (ii)	 reposition that category within the publication, 

	� (iii)	alter the date of publication of that category. 

	� Case (i) and (ii) will not mitigate Advertiser’s liability to pay. In case of (iii), if 
Advertiser did not agree to the altered date prior to publication, then if within 5 days 
of publication of the advertisement Advertiser notifies Publisher in writing that 
Advertiser has suffered adverse effects of a substantial nature which were directly 
caused by the altered date of the publication and Advertiser provides to Publisher 
clear evidence of those adverse effects, the Advertiser will incur no charge for that 
particular advertisement. 

4.4 	� If an advertisement is specifically accepted for publication in a particular advertising 
supplement of a publication then, without prior consultation with Advertiser, 
Publisher may: 

	 (i)	� position the advertisement anywhere within the supplement at its discretion, 
unless a specific placement has been agreed in writing,

	 (ii)	� alter the date for publication of that supplement, (iii) cancel the supplement. 
Case (i) shall not mitigate Advertiser’s liability to pay. Case (ii) will not mitigate 
Advertiser’s liability to pay unless Advertiser did not agree to the altered date 
prior to publication and within 5 days of publication of the advertisement 
Advertiser notifies Publisher in writing that Advertiser has suffered adverse 
effects of a substantial nature which were directly caused by the altered date 
of the publication and Advertiser provides to Publisher clear evidence of those 
adverse effects, in which case the Advertiser will incur no charge for that 
particular advertisement. Should (iii) occur Advertiser shall incur no charge.

5. Deadlines & specifications
5.1 	� Publisher imposes various deadlines and specifications including for the provision 

to the Publisher of bookings for Advertisements and material for Advertisements, 
changes or variations to Advertisements. All deadlines and specifications must 
be met by Advertiser. Publisher is under no obligation in relation to material or 
information received after relevant deadlines or not in accordance with the relevant 
specifications. 

5.2 	� It is the Advertiser’s responsibility to ascertain the relevant deadlines and 
specifications for the relevant publications for each publication or insertion date as 
deadlines and specifications may be changed at any time by Publisher. All deadlines 
and specifications are available at www.newsspace.com.au . 

5.3 	� Publisher accepts no responsibility for any error when instructions or copy have or has 
been provided over the telephone unless Publisher receives written confirmation of the 
instructions or copy before the deadline. 

5.4 	� It is the responsibility of the Advertiser to notify Publisher of any error immediately  
it appears. Unless notified, Publisher accepts no responsibility for any recurring error 
or any Loss relating to that recurring error.

5.5 	� Cancellations by the Advertiser must be made, in writing, prior to deadlines. Failure 
to do so will relieve the Publisher of any obligation to comply with the cancellation 
request and will entitle the Publisher to charge as if the relevant advertisement were 
published without any cancellation having been received.

6. Advertisements produced by Publisher
Publisher owns and retains all copyright and other intellectual property rights in relation 
to any Advertisements produced by Publisher or any materials provided by Publisher for 
use in an advertisement. Advertiser obtains no rights in relation to those advertisements 
produced by any Publisher or with content from any Publisher. This clause does not in any 
way derogate from Advertiser’s obligations or liabilities in relation to such advertisements. 

7. Proofs
Publisher may agree to provide proofs but only where so requested by Advertiser prior to 
relevant deadlines.Colour shown on any proof is an indication only. Final print colours may 
vary with the print process and stock variations.Where Publisher fails to provide a proof in 
accordance with clause 7.1, and the published advertisement substantially conforms to the 
copy provided by the Advertiser, then Advertiser is liable to pay the full cost of  
the advertisement. 

 
continued on next page
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ADVERTISING TERMS
AND CONDITIONS
8. Inserts
8.1 	� Publisher reserves the right to distribute inserts for more than one Advertiser at any 

time.

8.2 	� All materials to be inserted into a publication must be delivered to Publisher in 
accordance with all requirements of Publisher including delivery address, deadlines, 
packaging and bundling requirements.

9. Sampling
9.1 	� Every proposal for the distribution of sample material is subject to Publisher’s 

approval and Publisher may at its absolute discretion at any time refuse to distribute 
any sample material without giving any reason.

9.2 	� Sample material must not contain alcohol.

9.3 Risk in the sample materials remains with the Advertiser at all times.

9.4 	� When providing samples to the Publisher for approval, any special handling 
requirements (including requirements of refrigeration or heating) must be made clear. 

9.5 	� Every proposal for sampling requires the prior approval of the Publisher and possibly 
third parties involved in or permitting distribution of the relevant publication. 
Samples must therefore be provided to Publisher in sufficient time to allow for 
consents to be sought and granted. No representation or warranty is provided that 
such consent will be granted. 

9.6 	� Advertiser must deliver to Publisher the sample materials, in accordance with all 
requirements of Publisher including delivery address, deadlines and bundling of 
sample material.

9.7 	� Publisher may, without prior notice to Advertiser, refuse or cease to distribute any 
sample material, if Publisher reasonably perceives such material to be:in breach of 
any applicable law or regulation, likely to attract legal claims or proceedings of any 
kind; or offensive. 

9.8 	� Publisher may change the date of the sampling exercise for any reason and at any time 
without incurring any liability to Advertiser or other persons.

9.9 	� Publisher makes no representation or warranty as to the number of the relevant 
publication to be distributed on any particular day or that every copy of the relevant 
publication will be provided with a sample but will take reasonable steps to ensure 
that the sample and the relevant publication are distributed together. 

9.10	� Without limiting clause 15.2, Advertiser warrants that the sample material which it 
provides to Publisher for distribution with a publication:

	 a.	� matches the samples approved by Publisher; 

	 b. 	� is fully and properly sealed; andc. is packaged and labelled and complies 
in all other respects with all relevant laws and regulations. Without limiting 
clause 15.2, Advertiser warrants that the distribution of the sample material by 
Publisher as contemplated by the Advertiser and Publisher under any agreement 
between them is lawful and will not give rise to any claims against or liabilities of 
Publisher, its directors, employees, contractors or agents.

10. Commercial credit 
10.1	� All advertising agencies are required to complete the News Limited Commercial 

Credit Application for Accreditation of an Advertising Agency and are then subject to 
the related assessment and processes.

10.2	� If accreditation is not available to an Advertiser (including under clause 10.1), then 
the News Limited Commercial credit facilities may be available. The availability of 
any credit facilities is subject to Publisher’s approval and conditional on lodgement 
of a written application. Any credit provided will be on specific terms made available 
as part of the application process. Where no credit application has been approved, 
upfront payment may be required for all advertising. 

10.3	� Where an Advertiser fails to pay an account by the due date or fails to comply with 
any relevant terms and conditions, any Publisher may, at their absolute discretion 
cancel or suspend any booked advertising or refuse to accept any further advertising 
of the Advertiser.

10.4	� In the case of the transfer of an advertising account from one accredited advertising 
agent to another accredited advertising agent during the currency of an advertising 
or online listing order, both advertising agents shall immediately inform the relevant 
Publisher in writing. Accounts will only be transferred or accessed by agencies when 
Publisher is satisfied that the client in question has provided its express written 
permission.

11. Monetary level orders
11.1	� Maximum period of any monetary level order is one year. Where a monetary level has 

been ordered for a period of time and not renewed, casual rates will be charged.

11.2	� Publisher reserves the right to cancel or suspend any monetary level ordered at its 
absolute discretion. Advertising rates quoted in a monetary level order are subject to 
any increase or decrease notified by Publisher, which may occur during the period of 
the order. 

11.3	� Failure to receive, rejection or omission of an advertisement by Publisher does not 
affect the obligations of Advertiser under a monetary level order.

11.4	 �If at any time Advertiser is not incurring advertising expenditure in the proportion 
that the part of the order up to that time bears to the entire order, Publisher reserves 
the right to either:adjust the percentage discount to the level which would normally 
be allowed by Publisher to a customer incurring advertising expenditure at that rate; 
orterminate that order. 

11.5	� At the expiry of a monetary level order, Publisher will determine Advertiser’s actual 
advertising expenditure during the period of the order and:a. if the actual advertising 
expenditure is less than the agreed level as stipulated within the order a surcharge 
may be payable by Advertiser to Publisher to reflect the percentage or other discount 
which would have been provided by Publisher to an advertising customer incurring 
that level of advertising expenditure; and/orb. Where a surcharge is applicable the 
percentage discount will be adjusted to the level which will be normally allowed by 
Publisher to an Advertiser incurring advertising expenditure at that rate.

12. Rates, invoices and GST 
12.1	� Advertisers agree to pay accounts rendered by the Publisher in accordance with its 

standard payment terms. Accounts will be rendered by Publisher on the basis of the 
casual rate applicable at the date of publication of the advertisement (regardless of the 
rates which were applicable when any expenditure agreement or money level order was 
entered into)

12.2 �Casual rates are as printed in the rate card of the relevant publication (see www.
newsspace.com.au) and may be varied by Publisher at any time, effective from 
the time nominated by Publisher including in relation to then current expenditure 
agreements or monetary level orders. Advertising expenditure will be calculated 
inclusive of loading values but exclusive of production charges.

12.3	� If Publisher has quoted a rate to publish advertising for a client and that rate  
is different from that included in published rate cards, that quoted rate only applies 
to that specific client where the advertising is booked directly with Publisher and 
without the involvement of any advertising, media buying or other agency (unless 
otherwise specifically agreed in writing by the Publisher).

12.4	� Where charged by the column centimetre, advertising will be charged to the  
nearest centimetre based on advertising space ordered or size of advertising  
material lodged, whichever is the greater. 

12.5	� Any dispute the Advertiser has with an invoice must be raised with Publisher 
promptly and no later than 45 days after the invoice date. After that time, Advertisers 
will be deemed to have accepted that the full amount set out in the issued invoice is 
due and payable by Advertiser.

12.6 	�All rates and charges are expressed in the rate card as GST inclusive (except where 
otherwise made clear on the rate card). Publisher will issue a valid tax invoice in 
relation to any supply of advertising or related services under these terms which are 
subject to GST.

12.7	� Advertiser agrees to pay any GST liability arising in relation to the provision by 
Publisher of advertising services under these terms.

12.8	� The GST component does not count towards overall monetary order expenditure or 
rate card discount levels.

13. Linked orders to an advertising agency
13.1	� A linked order with related companies is only available where an Advertiser and its 

subsidiaries, franchises or branch offices are linked together for the purpose of an 
advertising contract and where subsidiaries fall within the definition of that term 
in the Corporations Act 2001. Where that is the case, and subject to Publisher’s 
approval which may be granted or withheld in its absolute discretion, the customer 
is entitled to combine its advertising expenditure with those subsidiaries, franchises 
and branch offices and receive the relevant discount. 

13.2	� Where an Advertiser wishes to establish a linked order, the following must be 
provided to Publisher in order to seek Publisher’s approval for a linked order (which 
may be granted or withheld in its absolute discretion):a. a list of all subsidiaries, 
franchises and branch offices; andb. any other information that Publisher may in its 
discretion require to satisfy itself that Advertiser is entitled to place a linked order.

13.3	� Direct customer expenditure orders may not be linked to an advertising agency 
without the written approval of Publisher.

14. Limitation of liability
14.1	� Subject to clause 14.5, Publisher makes no representation or warranty of any kind 

and in particular makes no representation or warranty:a. in relation to the continued 
production of any publication, in print or digital form; b. in relation to the final 
placement, positioning or date of publication or distribution of an advertisement; c. 
that there will be one and only one copy of each insert or sample distributed in each 
relevant publication; d. that distribution of a publication will occur on a specific date, 
by a specific time, to a specific number of consumers or readers or within a specific 
geographic area;e. in relation to the number of visitors to its websites or the number 
of impressions at any site; orf. exclusivity.

14.2	� The Advertiser acknowledges that distribution of the relevant publication may be 
suspended or ceased at any time for any reason. 

14.3	� Subject to clause 14.5, Publisher is not liable to Advertiser for any direct or Indirect 
Loss of any nature arising from the total failure of Publisher, whether negligent or 
otherwise, to publish an advertisement or from the failure of Publisher to publish 
an advertisement in the form prescribed or from publication of the Advertisement 
with errors or omissions or in any way relating to the distribution of the relevant 
publication.

continued on next page 
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ADVERTISING TERMS
AND CONDITIONS
15. Warranty & indemnity
15.1	� Advertiser warrants that it will only use the advertising space which it acquires to 

advertise its own brands, goods or services and may not sell or otherwise deal with 
that advertising space. Where Advertiser is an advertising agency the space may 
only be used by the client for which the space was initially acquired or booked.

15.2	Advertiser warrants that the advertisement complies with all relevant laws and 	
	 regulations and that its publication in accordance with these terms will not give  
	 rise to any claims against or liabilities of Publisher, its directors, employees or 	
	 agents. Without limiting the generality of the above, advertisers and or advertising 	
	 agencies warrant that neither the Advertisement nor its publication breaches or  
	 will breach the Competition and Consumer Act 2010, Privacy Act 1988, Copyright  
	 Act 1968, Fair Trading Act 1985 or defamation, or infringes the rights of  
	 any person.

15.3	Advertiser indemnifies Publisher its directors, employees and agents against all 	
	 claims, demands, proceedings, costs (including solicitors and own client costs), 	
	 expenses, damages awards, judgements and any other liability whatsoever arising 	
	 wholly or partially, directly or indirectly, from or in connection with the publication  
	 of the Advertisement.  In particular and without limitation, Advertiser indemnifies 	
	 Publisher its directors, employees and agents against any claims arising from 	
	 allegations that the Advertisement contains material which constitutes: 

	 a.	 defamation, libel, slander of title; 

	 b.	 infringement of copyright, trademarks or other intellectual  
		  property rights

	 c.	 breach of trade practices / competition, privacy or fair trading 		
		  legislation; or

	 d.	 violation of rights of privacy or confidential information.

16.	 Privacy Statement 
Publisher and News Limited (News) collect information about Advertiser, for example 
Advertiser’s name, contact details and other information provided to News when 
registering, acquiring or using our services.  News collects and uses that information 
to provide our customers with our goods and services and to promote and improve our 
goods and services. We may also share your information as described when we collected 
information from you. We may share your information with our related companies and 
any of us may be in contact for those purposes.  If you do not provide us with requested 
information we may not be able to provide you with the goods and services you require.  
We disclose your information to our related companies, service and content providers, 
including those located outside Australia. Further information about how we handle 
personal information, how you can access your personal information and our contact 
details can be found in our Privacy Policy at www.newsspace.com.au/legal. 

17.	 Cookies
Advertiser warrants that it does not and will not collect personal information or tracking 
information in relation to users of Publisher’s services and further warrants that material 
provided by or on its behalf for publication by Publisher does not contain:

	 a.	 third party cookies intended to retarget Publisher’s users or their  
		  browsers; and

	 b.	 any code, technique or mechanism, to track or in any way identify  
		  users of any of Publishers’ properties, unless it has the express prior  
		  written consent of Publisher.   

18.	 Jurisdiction
These terms and conditions are governed by the laws of the relevant state or territory  
listed in the table at clause 21 and each party submits to the exclusive jurisdiction of  
that relevant state or territory.  Where Advertiser is making a single booking through  
a News Limited business (including News Australia Sales) with more than one Publisher, 
the relevant jurisdiction will be New South Wales.  

19.	 Other conditions 
Every advertisement submitted for publication must comply with and is subject to 
additional terms and conditions referred to in the table at clause 21 of these terms  
and at www.newsspace.com.au including those relating to creative requirements  
and technical specifications. 

20.	 Definitions
	 a.	 Advertisement includes any material in any form lodged for  
		  publication or other distribution as an advertisement (including  
		  as a published advertorial, insert or sampling exercise).  
	 b.	 Advertiser means each advertiser and or advertising agency  
		  who seeks to have Publisher publish or otherwise distribute  
		  an advertisement.

	 c.	 Advertising Expenditure Agreement is a written agreement  
		  (in soft or hard copy form), which is signed or, in the case of a soft copy,  
		  otherwise agreed to in a mutually acceptable form, by or on behalf 
		  of both the Advertiser and the Publisher, detailing:
		  (i)	 the percentage discount from the casual rate, 
		  (ii)	 any applicable adjustments in rate card loadings, 
		  (iii)	 any applicable positional agreements, and 
		  (iv)	 any agreed minimum spend commitment by the Advertiser  
			   which is the basis for the benefits to be provided by Publisher  
			   as described in (i)-(iii) above, to apply between that Publisher 
			   and that Advertiser for a specified period (not to exceed 12  
			   months) andfor a specific market and/or Publication(s).

	 d.	 Loss means direct and indirect loss of any nature. Indirect loss includes  
		  the following: loss of profit, loss of business opportunity, loss of goodwill  
		  and payment of liquidated sums or damages under any other agreement.

	 e.	 Publisher means any of the entities listed in section 21 below.  

21.	 List of Publishers and associated details.
Additional relevant information can be found at www.newsspace.com.au

17



Sydney
Level 3, News House
2 Holt Street
Surry Hills NSW 2010
Tel (02) 9288 8480
Fax (02) 9288 3732
      @mxsydney

	 facebook.com/mxnewspaper
	 @mx

	 mxnet.com.au/mx-app

Melbourne
Level 5, HWT Tower
40 City Road
Southbank VIC 3006
Tel (03) 9292 1828
Fax (03) 9292 2770
      @mxmelbourne

Brisbane
Cnr Campbell St & Mayne Rd
GPO Box 130, Bowen Hills
Brisbane QLD 4001
Tel (07) 3666 6674
Fax (07) 3666 8554
      @mxbrisbane

http://facebook.com/mxnewspaper
http://mxnet.com.au/mx-app
http://facebook.com/mxnewspaper
http://mxnet.com.au/mx-app
https://itunes.apple.com/us/app/mx/id639927133?ls=1&mt=8
https://play.google.com/store/apps/details?id=au.com.ndm.mx
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