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Our Audiences

From the editor

Welcome to the Herald Sun 
The Herald Sun is Victoria’s number one news brand, offering 
consumers breaking news, sport and entertainment coverage 
whenever and however they wish.
Our newspapers, across seven days, remain the strongest print news products in the state, while our 
website, iPad app and mobile site are forging a strong digital future.

Across print and digital, the Herald Sun remains as popular and accessible as ever, continuing to 
reach 73% of the Victorian population each month, with an audience of nearly 3.2 million Victorians 
in print and online*.

Our key digital sub-brands – SuperFooty and TrueCrime Scene – remain immensely popular and 
drive our growing digital audience. SuperCoach, the nation’s most popular fantasy football game, 
has almost 300,000 players^.

Thanks to our newspapers and digital editions, we are a truly 24/7 news brand that delivers for our 
customers every day of the year.

Commercially, we have delivered improved advertising opportunities and more creative shapes 
and sizes to provide greater value for clients. We now have a new, integrated sales force under the 
umbrella News Australia Sales to ensure that all clients seeking national exposure have a single 
contact point to access the wealth of publications and properties produced by News Limited.  
By harnessing the power of the national sales force, we are also able to introduce cross-platform 
opportunities like never before.

We have focused on improving the availability and consistency of our product both at retail point 
of sale and via home delivery, partnering with leading retailers to grow distribution channels and 
changing deadline times to ensure more readers in regional Victoria can access the second edition  
of the newspaper.

 
Sincerely,

Damon Johnston 
Editor, Herald Sun

Sources: * emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013.  
^ Vapor Media, May 2013.
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Kenneth - Male sports fans 25-54
799,000 Herald Sun readers are men aged 25-54 who are interested in sport.

Combined, News Australia products reach 93% of Victorian males aged 25-54 including:

	 98% who have visited a sports website in the last 3 months.

	� 96% who have attended a professional sporting event in the last 3 months.

	� 97% who have placed a bet in the last 3 months.
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Matt - Professionals
803,000 Herald Sun readers are professionals.

Combined, News Australia products reach 95% of Victorian professionals including:

	 95% who are employed full time.

	 95% who have a degree or other tertiary qualification.

	 96% who earn $100,000 a year or more.
Print Web Tablet Mobile

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.
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Mrs Swinburne - Mums
348,000 Herald Sun readers are mothers of children under 18.

Combined, News Australia products reach 94% of Victorian mothers of children under 18 including:

	 94% who are the main grocery buyer.

	 92% who spend $200 or more at the supermarket in an average week.

	 94% who have bought health care products in the last 4 weeks.
Print Web Tablet Mobile
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Mel and Ben - All people 25-54
53% of Herald Sun readers are aged 25-54.

Combined, News Australia products reach 92% of Victorians aged 25-54 including:

	 92% who have children aged under 18.

	 94% who are employed including 94% who work full time.

	 94% who are currently paying off their mortgage.

	 94% who have renovated their home in the last 3 months and 92% who have redecorated or refurbished.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.
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Belinda - Women 25-39
407,000 Herald Sun readers are women aged 25-39.

Combined, News Australia products reach 90% of Victorian women aged 25-39 including:

	 90% who have bought clothes in the last 4 weeks.

	 90% who use toiletries and personal care products.

	 90% who have bought personal products in the last 4 weeks.

	 90% who have bought cosmetics and 90% who have bought pharmaceutical/health products in the last 4 weeks.
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George and Anne - Baby Boomers
31% of Herald Sun readers are Baby Boomers.

Combined, News Australia products reach 94% of Baby Boomers including:

	 94% who have $500,000 or more in savings and investments and 95% with $1,000,000 or more.

	 95% who have shares.

	 94% who have shares in a listed company.

Print Web Tablet Mobile

Print Web Tablet Mobile

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.
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Joe and Kate - Home owners
2,185,000 Herald Sun readers are home owners.

Combined, News Australia products reach 92% of home owners including:

	 94% who have bought hardware/gardening products in the last 4 weeks.

	 93% who have renovated their home in the last 3 months.

	 92% who redecorated in the last 3 months.
Print Web Tablet Mobile
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Eddie and Jane - All people 18-24
346,000 Herald Sun readers are aged 18-24.

Combined, News Australia products reach 85% of Victorians aged 18-24 including:

	 91% who have had a drink at a hotel/wine bar in the last 3 months.

	 90% who have been to a nightclub in the last 3 months.

	 90% who have been to a concert in the last 3 months.

	 87% who have been to the cinema in the last 3 months.

Print Web Tablet Mobile

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013, Nielsen Online Ratings Dec 2013. Total Audience (last 4 weeks). Filter: Vic.
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$525m ROAD 
FIX

EXCLUSIVE: Budget safety boost for Ring Road

Herald Sun heraldsun.com.au

REPORT, 
PICTURES:

PAGE 7

BEING MRS 
WARNE

LISA McCUNE TELLS

CONFIDENTIAL:
PAGES 18-19

LOOK AT 
HIM NOW

DEAD FOR 40 MINUTES

Picture: JAKE NOWAKOWSKI

More than 44,000 people 
took to Melbourne’s Tan 

track yesterday in the annual 
Mother’s Day Classic fun 
run, which aimed to raise 
$4 million nationally for 
breast cancer research. 
Claudia Frinta, 11, Lucy 

Nation, 10, and Emily Leach, 
10, were among those who 

were pretty in pink 
REPORT, PAGE 14

THANKS A 
MILLION,

MUM

PAGE 5

BIKIE GANG HIT AGAIN AS TENSIONS RISE

MONDAY, MAY 13, 2013 $1.40*
(Incl. GST)

Phillip Hudson
national political editor

VICTORIA will receive
$525 million in tomorrow’s
Federal Budget to help
finish the vital upgrade of
the M80 Ring Road and
$14 million will be spent to
fix 63 of the state’s worst
road accident black spots.

There is unlikely to be any
new federal money for the East
West Link but the Metro rail
tunnel project looks set to

receive support. Despite the
Budget dishing out pain by
dumping a boost in family pay-
ments and increasing the
Medicare levy, there will be a
$300 million increase to income-
support payments that gives
more to people on Newstart
who study or work, but no
b l a n k e t i n c r e a s e i n

unemployment benefits. There
will also be an $18.5 million
boost for prostate cancer re-
search, including $6.2 million
for the Epworth Hospital.

Treasurer Wayne Swan’s sixth
Budget will provide money for
the final stage of the M80 up-
grade to widen the remaining
38km to a minimum of three
lanes in both directions.

It will also help pay to install
technology to manage traffic

flows and ease congestion
along the entire freeway.

The new money is on top of
$900 million already spent by
the Federal Government on the
M80. The cash for black spots
will target high-accident zones
where there have been 317
crashes causing injury and
seven deaths over the past five
years.

Continued Page 8

With nearly3.2 million* monthly 
readers across print and online, 
the Herald Sun is Victoria’s 
favourite newspaper brand. 
Appetite for the Herald Sun 
reinforces the continuing value of 
newspapers and their importance 
to Victorians.  
 
The Herald Sun delivers the best news and 
views from those in the know, including 
Australia’s most-read political commentator 
Andrew Bolt, the nation’s leading business 
voice Terry McCrann, investigative crime 
writer Andrew Rule, and social columnist 
Susie O’Brien. Readers enjoy privileged 
access to some of the most connected people 
in town including Eddie McGuire, Jeff 
Kennett, Peter Costello, Sharon McCrohan 
and Beverley O’Connor.

In footy-mad Melbourne, there is no greater 
authority on our great game than the team 
at the Herald Sun. With Mark “Robbo” 
Robinson at the helm as chief football 

writer, the Herald Sun delivers the most 
in-depth news and analysis every day, 
across every platform. And with the likes 
of Gerard Whateley, Shane Crawford, Scott 
Pendlebury and Paul Roos weighing in, it’s 
an unbeatable combination. The Herald Sun 
has also added unrivalled video coverage 
from Fox Sports to the mix.  

Whether it’s food, fashion, music or movies, 
information on your home or your next 
getaway, the Herald Sun has every angle 
covered. It’s not surprising that our readers 
are highly engaged and spend an average  
of 25 minutes reading the news section.^  

With our content now optimised across web, 
mobile and tablet even when our readers are 
on the go they are always in the know. 
 
* emmaTM conducted by Ipsos MediaCT, 12 months ending  
Dec 2013, Nielsen Online Ratings Dec 2013.  
^ News Limited Sections Research, 2009. 

Herald Sun

Available across these media types: Print Web Tablet Mobile
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Campaigner urges AFL to act on bookie promos 
AD NAUSEAM

BEAM TIME
Footy’s a lot of fun 

when Essendon stars 
Leroy Jetta, Courtenay 
Dempsey, Alwyn Davey 
and Paddy Ryder get 
together with Dons 

legend Michael Long

GO WEST
FREO WANTS 

DEMON WATTS 

LEAGUE TEAMS LIVE 6.30PM
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Mark RobinsonTHE AFL is treating the public
‘‘like fools’’ over its lucrative re-
lationships with big betting
companies, confessed gam-
bling addict Daniel Ward said
yesterday.

The former Melbourne footballer
said the league needed to be a lead-
ing voice in curbing gambling ad-
vertising, for the sake of families

and children. He acknowledged the
AFL championed responsible gam-
bling and was a watchdog over
players and officials gambling on
the game.

But he said the league should be
more frank about the money it re-
ceived from bookmakers.

‘‘I don’t think the public is stu-

pid,’’ Ward said. ‘‘When you say you
are entering into gambling re-
lationships for one thing, people
actually know it’s not 100 per cent
true.

‘‘They accept millions of dollars,
(and say) ‘why we enter these re-
lationships is not because of that,
it’s because we can keep a track of
illegal activity’.

‘‘That may be one of the reasons,

but at least acknowledge the fact
you do pretty well out of it.

‘‘They shouldn’t treat the public
like fools.

‘‘The AFL for 99 per cent of the
time does a fantastic job, but with
this matter, the public has had
enough.

‘‘And I’m not saying that coming
from a reformed gambling addict.
A lot of people are sick of the adver-

tising shoved down their throats
and the effect it may have on kids.’’

The Herald Sun has previously
reported that betting agencies
have paid the AFL at least $2 mil-
lion a year to align their products
with the game.

The AFL yesterday would not
say how much it earned from gam-
bling contracts.

Continued Page 76

The Herald Sun is Australia’s 
best destination for sports 
lovers and number one 
for footy – the lifeblood of 
Victoria.  
 
Combining the power of Australia’s most 
popular daily newspaper and heraldsun.com.
au, the Herald Sun is the biggest voice of the 
greatest game in Australia.

Led by chief football writer Mark Robinson, 
the Herald Sun team has the heaviest 
hitters in footy – premiership coach Paul 
Roos, dual premiership player David King, 
premiership player and Brownlow medallist 
Shane Crawford, premiership and current 
Collingwood player Scott Pendlebury, and 
award-winning journalist and commentator 
Gerard Whateley.

The Herald Sun is essential reading for every 
sports fan with breaking news, Australia’s 
best match analysis, the country’s best stats 

packages, and award-winning photographers.

A weekly diet of must-read digital columns 
includes Robbo’s hard-hitting ‘The 
Tackle’, Jon Ralph’s ‘The Buzz’, and Glenn 
McFarlane’s ‘Please Explain’. 

The Herald Sun publishes the most 
comprehensive coverage of international 
events including the Australian Open tennis, 
the Spring Racing Carnival, the Australian 
Formula One Grand Prix, and the Summer of 
Cricket with the Boxing Day Test at the MCG.

We’re the champions for fans of NRL premiers 
the Melbourne Storm, A-League’s Melbourne 
Victory and Melbourne Heart, Super 
Rugby’s Melbourne Rebels, and the ANZ 
Championship’s Melbourne Vixens netball 
team.

We are also home to Australia’s biggest 
fantasy footy game, SuperCoach.

The Herald Sun is the place to stay up to speed 
with sport and to connect with sports fans.

Sport

Available across these media types: Print Web Tablet Mobile
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BATTLE 
OF THE 

BUDGET 
BRANDS
Virgin to set Tiger
loose on Jetstar

TIGER AIRWAYS V
JETSTAR

12
DOMESTIC 

DESTINATIONS
18

11
AIRBUS A320s 58

1.2m
PASSENGER 

TRIPS*
18.7m

* Year to 
June 2012. 

Jetstar fi gure 
includes 

international 
fl ights. 

Tiger fi gure 
affected by 
grounding 

in 2011.

Watchdog grants
Virgin some claws
AVIATION
Jane Harper

VIRGIN Australia has se-
cured approval for its acqui-
sition of Tiger Airways, ac-
celerating the domestic
battle for the skies.

In a move that means the
Australian aviation market
will again become a virtual
duopoly, the competition
watchdog has approved Vir-
gin’s bid for a controlling 60
per cent stake of Tiger.

The Australian Compe-
tition and Consumer Com-
mission said its decision was
driven by fears that loss-
making Tiger would pull out
of the market if the deal did
not go ahead.

ACCC chairman Rod Sims
said the watchdog had con-
cluded that Singapore-own-
ed Tiger Australia — which
has not made a profit in its
six years — was ‘‘highly
likely’’ to withdraw without
Virgin’s support.

‘‘Our preference would be
for Tiger to stay,’’ Mr Sims
told BusinessDaily.

‘‘But there are silver lin-
ings in that Virgin and Tiger
will be a stronger competitor

to Jetstar and that will bring
benefits to the consumer.’’

Virgin plans to use Tiger
as its rival to Jetstar — the
budget brand owned by
Qantas.

The ACCC had previously
indicated it would like Vir-
gin Australia to commit to
expanding Tiger’s fleet from
11 to 35 aircraft over the
next five years.

While Virgin chief John
Borghetti has said this was
the airline’s intention, he
would not provide a guaran-
tee in the current volatile
market.

The ACCC has approved
the deal without imposing
any conditions on fleet size.

Peter Harbison, executive
chairman of consultants
CAPA Centre for Aviation,
said the deal allowed Virgin
to better align its budget
and premium services with
those offered by Qantas.

‘‘It’s entirely appropriate
for the competitive situation
in Australia to have both the
airlines lined up with similar
weapons in their armoury,
and this achieves that,’’ Mr
Harbison said.

Shares in Virgin Australia
closed 4.6 per cent higher at
45.5c.

STAIDNEWWORLD:PROPERTYBOOMOVERSAYSRBA,PAGE57

Business
Daily INSIDE

INTHEBLACK
Let’snotget toocosy

Page34

Australia’s leading
businesscommentator

This town’s
justbig

enoughfor
twoofus
TERRYMcCRANN

Page55

S&P/ASX200 ALL ORDINARIES OVERSEAS BIG WINNER BIG LOSER

5016.2 5002.6
14,567.17 21,806.61 13,529.65 39c 14c
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The market closed higher, driven by 
Woodside Petroleum’s windfall dividend 
to shareholders.

+47.20 +0.95%
-4.5c   -24.32%+4c   +11.42%

+49.60 +0.99%
+19.66 -237.76 -38.72

DOW JONES HANG SENG NIKKEI COALSPUR MINES MIRABELA

10 11 12 1 2 3 4

Biggest share spike in four years as Woodside declares special dividend
Cashback bonanza

RESOURCES
John Dagge

WOODSIDE has unveiled
plans for a bumper payout
to investors, sparking the
biggest one-day share price
surge for the cashed-up en-
ergy group in more than four
years.

Shares in the oil and gas
producer jumped almost 10
per cent yesterday after the
company announced it
would issue a US63c (61c)
special dividend and look to
return more profit to share-
holders in coming years.

It was the group’s biggest

one-day rally since Novem-
ber 2008 and added about
$2.8 billion to Woodside’s
market capitalisation.

The payout comes after
Woodside announced earlier
this month that it was
dumping plans for a $40 bil-
lion gas processing plant at
James Price Point on the
Western Australian coast.

It also follows the revel-
ation in February that the
Perth-based company had
doubled its full-year profit
as production started at its
$15 billion Pluto liquefied
natural gas site.

C h a i r m a n M i c h a e l
Chaney said the move to
return more profit to share-

holders was appropriate
given the company’s strong
revenue growth, lower debt
levels and long lead times on
future projects.

Mr Chaney said Woodside
would increase its dividend
ratio from 52 per cent to

80 per cent of underlying net
profit after tax, while con-
ditions allowed it.

‘‘At the same time we shall
continue to pursue growth
opportunities where we be-
lieve they will create value
for shareholders,’’ he said.

Woodside is in the early
stages of developing new pro-
jects in Israel and Myanmar.

It has also vowed to ex-
ploit gas reserves in the
Browse Basin, off the WA
coast, using a floating LNG
processing plan or other
alternative models.

Deutsche Bank analyst
John Hirjee said the com-
pany was well placed to
maintain its higher dividend
payout for up to three years.

He estimated the cash
splash on investors would
d o u b l e t h e y i e l d o n
Woodside stock from 3.8 per
cent to 7.6 per cent this year.

Morningstar analyst Mark
Taylor said while the com-

pany had gone back to the
drawing board on Browse, it
still had a number of longer-
term growth options.

‘‘Investors will enjoy this
dividend and it will also
have a positive effect by
showing discipline,’’ he said.

‘‘It means they are not go-
ing to be spending capital on
projects at the high end of
the construction market.’’

Woodside will pay its fully
franked special dividend on
May 29 to shareholders
registered at May 6.

The company’s share
price closed 9.7 per cent, or
$3.36, higher yesterday at
$37.96.

john.dagge@news.com.au

Newcrest wielding the axe
NEWCREST has joined
the long list of companies
reconsidering major
projects as commodity
prices slide.

The gold miner has
announced it is reviewing

high-cost mines and has
axed about 70 jobs in
Melbourne. Chief Greg
Robinson says the
company is adopting a
‘‘stingy’’ approach.
Full report, Page 34

BusinessDaily is the place 
to turn for Australia’s most 
engaging and accessible 
finance coverage.

It is home to the nation’s best-known business 
commentator, Terry McCrann, and a team of 
experts including John Beveridge and Scott 
Pape, the Barefoot Investor.

Focused on Australia’s leading companies, 
the share market, captains of industry and 
economic developments around the globe 
and at home, BusinessDaily is a rich source 
of news and advice on personal finance and 
small business.

It is a staple for the 69,000* professionals 
and managers who read the Herald Sun 
BusinessDaily every weekday. Read by 
around 61,000* university educated readers, 
BusinessDaily is also the paper of choice for 
20,000* readers with a household income of 
$150,000 or more.

Published Monday to Saturday,  
BusinessDaily includes weekly sections 
Business Tenders, Business Owner and 
Commercial Property. It is complemented by 
BusinessSunday every week in the Sunday 
Herald Sun.

Business Daily

Available across these media types: Print Web Tablet Mobile

* emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013. 
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$15 million now available 
for smart local water projects

The Victorian Government is delivering a smarter, more 

sustainable and affordable approach to managing 

Victoria’s urban water needs. This involves introducing 

whole-of-water-cycle management and making much 

greater use of rainwater, stormwater and recycled water 

for non-drinking purposes.

To drive the transformation of our urban water systems 

the Victorian Government is opening Round Two of the 

Living Victoria Fund.

Through the Fund, up to $15 million is available to assist 

community organisations, education institutions, sporting 

groups, local councils and the private sector to deliver 

whole-of-water-cycle projects.

This investment is designed to enhance Victoria’s 

liveability by making better use of local water.

The Off ce of Living Victoria administers the Living 

Victoria Fund and funding guidelines can be found

at livingvictoria.vic.gov.au

Applications close 17 March 2014.Living Victoria Fund

Round Two To apply for funding 

visit livingvictoria.vic.gov.au
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15.5m
The number of credit
 cards in Australia

7.79m
The number of Australians 
with credit cards

$49.7b
The total owed 
on credit cards

$4427
The average debt 
per credit card holder

HQmoney
 saver

Start
saving
today

LOG ON NOW
moneysaverHQ.com.au

Monday, February 10, 2014

YOUR BUSINESS: Staff more valuable than moneyTRUMP CARD: David & Libby Koch’s top credit tips

AUSTRALIA’S nearly eight 
million credit card holders 
deserve better.

The average credit card 
interest rate is unjustifiably 
high, experts say. Official rates 
have fallen, instances of 
customer non-repayment are 
not rising and the worth of 

rewards schemes that can jack 
up card rates has declined. 

The typical card rate is now
north of 17 per cent, compared 
with less than 15 per cent before 
the global financial crisis. 

It is in this context that The
Courier-Mail has today launched 
a new credit card campaign. The 

campaign seeks not only to 
inform — but intervene.

The goal is to help credit 
card holders cut their balances 
by pushing providers to create 
more affordable products. 

Our campaign is seeking the
support of 10,000 consumers 
whose combined buying might 

will be used to twist providers’ 
arms. It is hoped that those who 
take up the offer will be able to 
save hundreds of dollars a year 
in interest and making it easier 
for them to pay down debt.

There are 15.5 million credit
cards on issue in Australia, 
according to Reserve Bank of 

Australia data – a figure which 
rose by 310,000 in the 12 months 
to the end of November. 

Those cards are held by 
7.79 million people who, on 
average, owe $4427. A total of 
$271 billion was repaid in the 
past 12 months.

Banks argue credit card 

JOHN 
ROLFE

COST OF LIVING EDITOR

Battlelines drawn on credit
interest rates are not tied to 
the official RBA borrowing 
benchmark (the so-called 
cash rate) which, in stark 
contrast to the price of plastic, 
has fallen by 4 per cent in the 
past six years.

Instead, cards are priced 
on factors such as risk – the 
likelihood what’s owed won’t 
be recouped. 

That risk is higher on 
lending that isn’t “secured” by a 
property or car, which can be 
sold to repay the debt. 
CONTINUED PAGE 26

Picture: NIC GIBSON

$271b
Repayments made 
in the past 12 months
SOURCE: RBA, ROY MORGAN, ASIC

moneysaverHQ is the largest 
single Australian media 
brand focused on money in 
Australia.  
 
With a distinctive and straightforward tone, 
it helps readers decipher current domestic, 
business, economic and small business 
finance issues in a jargon-free, friendly style.  
 
Appearing every Monday in the Herald Sun, 
moneysaverHQ also brings the best deals 
across a whole range of financial and other 
services, such as credit card costs, home and 
car insurance, private medical insurance and 
power bills. 

Leading our team is Network Seven’s David 
Koch, the country’s leading personal finance 
expert, and our national Cost of Living Editor, 
John Rolfe. 

“moneysaverHQ is not just about informing 
and educating on money matters, it’s also 
about action. To get those deals done to 
benefit everyone.”  

David Koch 

moneysaverHQ

Available across these media types: Print Web Tablet Mobile
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Monday 20 May 2013: 10.30 am, 12.30 pm & 6 pm

Rendezvous Grand Hotel Melbourne, 328 Flinders Street

Registration is essential as seats are limited.

RSVP – www.aptouring.com.au/infosessions2013  Call: 1300 371 218

Europe & South America

FREE 2014 INFORMATION SESSIONS

EXCLUSIVE 

OFFERS 

AVAILABLE 

ON THE DAY!
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FIND  OUT  WHY  HAWAII  IS 
ATTRACTING  THE  GIRLS
PAGE 12

Sun, surf & 
shopping

5  OF  THE  BEST 
TRAVEL  DEALS 
PAGE 3

+  
EVERYTHING  YOU 
NEED  TO  KNOW  ABOUT 
THE  GOLD  COAST
PAGE 7

+  
FACE-TO-FACE WITH 
KENYA’S LIONS
PAGE 28
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FIND  OUT  WHY  HAWAII  IS 
ATTRACTING  THE  GIRLS
PAGE 12

Sun, surf & 
shopping

5  OF  THE  BEST 
TRAVEL  DEALS 
PAGE 3

+  
EVERYTHING  YOU 
NEED  TO  KNOW  ABOUT 
THE  GOLD  COAST
PAGE 7

+  
FACE-TO-FACE WITH 
KENYA’S LIONS
PAGE 28

Escape is about inspiring 
readers and helping to make 
their travel dreams a reality. 
 
It is about understanding readers’ wants and 
needs – and then delivering the information 
required to make their journey as easy, and 
memorable, as possible. 

Escape is edited by Brian Crisp who heads 
up a national team of writers and travel 
experts, covering more than just destination-
based travel. Regular sections include 
favourite travel spots from celebrities, travel 
trends and important issues such as  
travel health. 

Inserted into Australia’s number one Sunday 
newspaper, Sunday Herald Sun, it delivers 
rich content that reaches all market sectors 
and covers every aspect of travel from budget 
backpacking to reviews of five-star resorts.  

In a relaxed weekend environment,  
Escape readers will be introduced and 
inspired to travel with different options and 
driven to escape.com.au for the best travel 
deals on offer. 

With local Victorian deals revealed each 
week, Escape captures the imagination of 
readers seeking to get the most out of their 
travel money and who love looking for their 
next great holiday destination.  

Escape

Available across these media types: Print Web Tablet Mobile
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HERALD SUN 27.04.2013

FOOD
JAMIE OLIVER 
plus
KATE McGHIE

TRAVEL
MAGGIE BEER’S 
BAROSSA

MUSIC MEGASTAR. MULTI-MILLIONAIRESS. MODEL. MUM.
IS THERE ANYTHING BEYONCÉ CAN’T DO?

most
powerful
WOMAN
popIN

THE

Visit us in store.

Bangkok, 
Phuket & 

Chiang Mai
Return

 from

$1239
*

New York 
San Francisco 
& Los Angeles

Return

 from

$1577
*

1300 760 035
V

For full terms and conditions see f lightcentre.com.au. *Travel restrictions and conditions apply. Please ask us for further details. Prices are per person and are subject to availability for low season travel. Credit card surcharges apply. For further conditions please refer to the back page advertisement.
USA Airfare: Valid for sale until 1 May 13. FROM MELBOURNE. Flight Centre Limited (ABN 25 003 377 188) trading as Flight Centre. Licence No. 31089. mhs_27apr_5x7_fc

Weekends are all about 
slowing down.  
 
They’re about switching off, putting your feet 
up and taking the time to read about all the 
things that make Victoria great. 

With a focus on women aged 24 to 49, the 
Herald Sun’s dedicated lifestyle magazine 
Weekend captures that relaxed vibe with 
the very best in celebrity interviews, profiles 
on some of Victoria’s most recognisable 
characters, as well as fashion, food, film, arts 
and entertainment. 

Columnist Wendy Tuohy shares her trials 
and tribulations of parenting while Kathy 
Lette and Mark Dapin take a look at the 
lighter side of life.

Fancy a cook up? The world’s favourite 
celebrity chef, Jamie Oliver, leads our food 
team with recipes to take readers from brunch 
to Saturday night entertaining while the 
Herald Sun’s much-loved recipe columnist 

Kate McGhie shares her kitchen secrets. If 
eating out is more appealing,  
Weekend reviews the hottest restaurants and 
cafes and keeps readers up to date with the 
latest local food news and events.

Australia’s best film reviewer Leigh Paatsch 
shares his thoughts on the latest releases 
and our comprehensive arts coverage and 
event listings means you’ll be the first to 
know what’s going on around Melbourne 
and beyond with live music, theatre, dance, 
comedy and entertainment.

Weekend is now also the Saturday home 
of Australia’s premiere travel media brand  
Escape; showcasing the best of Victoria  
as well as affordable interstate and overseas 
trips.

Weekend is the best part of the week.

Weekend

Available across these media types: Print Web Tablet Mobile
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Tuesday 02.04.13

FA M I LY 
FO OD

Plate mate:   
A mini guide 

to serving 
sizes

[P4]

R E C I PE S

Autumn 
nights:  

Dinners for 
the new 
season 

[P4-5]

W I N E

A great 
couple:  

Top red wine 
and steak 
matches

[P8]

MATT 
PRESTON  
My favourite 

things to 
cook right 

now 
[P3]

[P6-7]

Let’s talk pork
The cut of meat that’s high on fl avour, low on cost

A weekly guide on what to 
cook, how to cook and why to 
cook.
Taste is a positive, upbeat and solutions-
driven food section designed to inspire 
readers and show them how to cook 
wholesome, nutritious food. 

The ever-popular ‘Family Food’ segment is 
full of food solutions for parents and kids and 
weekday dinner recipes, while ‘In Season’ 
looks at the cheap, plentiful products that 
are in season right now. Each week, Matt 
Preston, one of the most well connected and 
high profile food personalities in Australia, 
shares his insights and ideas for home 
cooking.  

Taste is the perfect blend for grocery buyers 
and foodies of all ages. ‘Cover stories’ focus 
on a major trend, dish, technique or cooking 
solution and ‘Treat Yourself’ teaches readers 
how to make sweet treats. Taste also 
includes wine reviews along with their ideal 
food companions.   

The national newspaper liftout stimulates 
readers’ minds and tastebuds by giving them 
access to Australia’s most experienced food 
writers. It celebrates the best local talent and 
represents Australian  
food culture.

Beyond the printed page, Taste works in 
close alignment with Australia’s number one 
recipe site, taste.com.au.

Taste

Available across these media types: Print Web Tablet Mobile
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Hit
Hit is published in the Herald Sun every 
Thursday and aims to bring readers the 
hottest news, reviews and features in 
music, movies and what’s on right now 
in their city. 

Edited by James Wigney, Hit has the best stable of 
entertainment writers in the country. Cameron Adams 
and Kathy McCabe have their fingers on the musical 
pulse of Australia and the world, from the biggest 
international acts to the coolest bands emerging from 
local venues. 

Australia’s most widely read movie reviewer Leigh 
Paatsch casts his critical eye over the new releases to 
help readers decide how to spend their hard-earned 
money, while Neala Johnson and Vicky Roach deliver 
profiles on Hollywood’s hottest names. 

Herald Sun’s Hit is available in print and online making 
it a one-stop destination for readers to make the most of 
their precious spare time.

Entertainment
The Herald Sun brings the vibrant 
world of Melbourne entertainment 
into readers’ hands every day.  
The daily Entertainment pages 
cover movie listings, the freshest art 
plus music and theatre reviews.
Get the inside word on what’s coming up with 
Melbourne’s authority on the hottest gigs, live acts, 
arts, movies and cinema session times and the biggest 
interviews and reviews. 

Weekly highlights include Tuesday’s ‘Arts’ section 
covering theatre and dance, Thursday’s Hit with the 
latest listing from Melbourne’s premier live music 
venues, as well as movies, music, charts and reviews. 

Saturday’s Weekend section is the go-to-guide for 
weekend planning with ideas and information on local 
activities and events for the whole family. 

Sunday Herald Sun’s in-depth interviews, gaming, music 
and film reviews allow Victorians to enjoy some down 
time with the best-value read of the week. 
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Thursday 
16.05.2013

MOVIES
MUSIC

WHAT’S ON

[ M O V I E S ] 

Lily Collins
Princess 
no more

[P5]

[ M U S I C ]

Rudimental
Home 

and away 
[P7]

[ M U S I C ] 

30 Seconds 
To Mars

Jared Leto’s 
laser focus 

[P3]

MUSICIAN

YOUR GO-TO
BREAK-UP
                  Why Taylor Swift is the 
  heroine of the heartbroken 

[P6-7]

“

”
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POS LW SINGLE ARTIST

1 3 Blurred Lines Robin Thicke

Soaring to the top,withhelp fromT.I. andPharrellWilliams.

2 2 Let Her Go Passenger

Still one of themost popular songs in the country.

3 — Give Life Back to Music Daft Punk

This is the opening track fromRandomAccessMemories and
again Chic guitarist Nile Rodgers.

4 1 Get Lucky Daft Punk

As does this, the first single from the albumwhichwas
released lastweek, plus oldmate Pharrell Williams.

5 5 Can’t Hold Us Macklemore & Ryan
Lewis

Holds firm for anotherweek.

6 6 Impossible James Arthur

You like it exactly asmuch as youdid lastweek.

7 4 Thank You MKTO

This one, however, is falling out of favour.

8 — The Game of Love Daft Punk

People are loving this newDaft Punk album.

9 9 Hello Stafford Brothers

A big radio hit across the land.

10 — Lose Yourself to Dance Daft Punk

The album’s official second single — once again this features
Nile Rodgers and Pharrell Williams.
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08 Hit. CHARTS&REVIEWS

ALBUM OF THE WEEK

THENATIONAL TROUBLE WILL FIND ME (REMOTE CONTROL)

Moodiness andmelancholy
abound on albumNo.6

CAMERON 
ADAMS 

THEREwas a moment on their last tour when
Brooklyn’s The National reminded you just how
special they can be— and are regularly.

It was the finale, where they switched off the
microphones and amplifiers and sang
Vanderlyle Crybaby Geeks, from their belated
2010 breakthroughHigh Violet, really old-
school style. You just had to listen intently.

Luckily, more ears are tuned to their
particular frequency than ever. And their sixth
album, TroubleWill FindMe, requires your
undivided attention like never before.

It’s a seriously mellow affair. Maybe too
mellow for some. They’ve been lumped with the
melancholy tag for years now, and it’s not
moving any time soon.

Nor should it when you listen to the album’s
standout, Pink Rabbits—the gorgeous tune that

could replaceVanderlyle if they want to save
electricity again.

Over a bruised piano refrain, vocalistMatt
Berninger sings ‘‘You didn’t see me I was falling
apart, I was a television version of a person with a
broken heart’’ to someone in a ‘‘fainting chair’’.

Berninger’s words— and voice—have never
beenmore direct than in this stark environment.

Commanding opener I Should Live in Salt gets
its title from Berninger’s baritone admission ‘‘I
should live in salt for leaving you behind’’ — it’s
a big brother’s apology to his filmmaker sibling
Tom, who worked on the band’s acclaimed
documentaryMistaken for Strangers.
Fireproof recalls British band Doves at their

moodiest andmost beautiful, Sea of Love
showcases another of the band’s not-so-secret
weapons in drummer Bryan Devendorf, while
This is The Last Time uses floating strings to
striking effect.

If you’re looking for another Bloodbuzz Ohio,
best tryGraceless orDemons. Elsewhere
patience and repeated listening should provide
you with the usual random goosebumps.

★★★�
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L
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POS LW ALBUM ARTIST

1 1 To Be Loved Michael Buble

All signs point toDaft PunkatNo.1nextweek. SorryMick.

2 4 Greatest Hits Ricky Martin

Not even close to Buble,who outsold Ricky two to one.

3 — A Agnetha Faltskog

Wow, that SundayNight story paid off — 6587 sales gives the
ABBA star her first ever Top 10 solo albumhere.

4 — The Great Gatsby Soundtrack

Just six sales behind Agnetha. How comewe can buy the
soundtrack now but have towait to see themovie?

5 3 Unorthodox Jukebox Bruno Mars

Nowdouble platinum.

6 5 The Truth About Love Pink

Nowsix-times platinum. Tour repackage anyone?

7 — Modern Vampires of the
City

Vampire Weekend

Can’tmatch theNo.2 of previous album Contra.

8 8 Golden Lady Antebellum

Country trio holds firm for secondweek on chart.

9 6 Time Rod Stewart

Rod’s original record is sinking.

10 2 Home Rudimental

Go and buy this album, people. It’s wonderful.

For full online 
listings go to

heraldsun.com.
au/hitlistings

����� Buy it now   ���� Exceptional   
��� Ship shape   �� Yawn   � Noxious

LATEST RELEASES

THECHILDOFLOV
SELF-TITLED (DOMINO)
★★★★�

DAMONAlbarn continues in his bid to be
Human of the Centurywith another scorching-
hot collaboration. This time hewas called upon
by Dutch crazy ColeWilliams (The Child of Lov)
to help with an album ofMotown soul
discovery that stops off at Prince’s place to
worship at his purple altar, then pops by Beck’s
pad for electric tacos. Call Me Up is like a lost
Lovage recording, GiveMe takes a nation of
millions to hold thee back, Fly has a heavy
‘‘down by the River Georgia’’ beat,Owl adds
Morrocan spice to a handclapped rhythm then
gets dopey deepwith the line ‘‘Put a fat one in
the air like a farting cow’’. Winter has officially
been postponed, because this is hot.
Sounds like: The best dancing-in-your-
pyjamas record you never saw coming.
In a word: slippery Mikey Cahill

ALISONMOYET
THEMINUTES (COOKINGVINYL)
★★★�

IT’S a hearty welcome back to electronic music
for AlisonMoyet. As half of Yazoo, Moyet
pioneeredwarm vocals over cold
programming. Her newmusical partner, Guy
Sigsworth (Imogen Heap, Bjork), understands
what’s required here. There’s grand strings and
drama onHorizon Flame, restrained quirky
turbulence on Changeling and Love Reign
Supreme, Shirley Bassey gone techno on Right
as Rain and some guitar thrown into the
(gentle) mix onWhen IWas Your Girl. There’s
flashbacks toMassive Attack’s Teardrop on
Remind Yourself and thewhole album is an
overdue reminder of howmuch a part of pop
culture Moyet’s voice is.
Sounds like: an electronic dream
In a word: classy CameronAdams

CLASSIXX
HANGING GARDENS (FUTURE CLASSIC)
★★★�

WANNA cut some rug? Good answer. Start by
cranking up the vocal disco house track of the
year, All You’re Waiting For feat. Nancy
Whang (LCD Soundsystem) and get lively.
Affable LA duo Classixx have been cooking
their debut record up for four years now,
taunting us with remixes of Yacht and
Phoenix, each re-rub letting fans know these
electronic cats are capable of some big big-
room tunes. Active Child’s sparkling guest
turn on Long Lost is like a castrato Chris De
Burgh and should soundtrack a courting
scene in Richard Kelly’s next film, and the
tribal Atari thump of Holding On will turn
plenty of dancefloor strangers into friends
even if Classixx sometimes layer the ’80s
signifiers thicker than Cyndi Lauper’s
foundation.
Sounds like: Watching a Venice Beach sunset
from an investment banker’s ‘‘other’’ house.
In a word: effervescent MC

CHARLIXCX
TRUE ROMANCE (WARNER)
★★★�

ANOTHER electro starlet? Charli XCX — who
featured on Icona Pop’s break-out I Love It
and played Parklife — has her work cut out for
her, following Robyn, Little Boots and pal
Marina And The Diamonds. Yet the Brit’s
debut is engagingly consistent with its
muscular (and personal) synth-pop and
encroaching industrial techno. True Romance
is actually a bit Zola Jesus. Stay Away (a
single in 2011) has the atmospherics of New
Romanticism. Grins is a poppier Grimes. There
are commercial elementsWhat I Like is semi-
autotuned but they’re sneaky. The album’s
stand-out remains the hooky epic You’re The
One, though nothing beats Dev ‘‘Blood
Orange’’ Hynes’ remix of the track.
Sounds like: the KatyPerry antidote
In a word: tough CycloneWehner

MIKEY’S
MUST-SEE
THREE

1 ARCHIE
ROACH

Good stuff always comes
out of bad stuff. Twenty
years ago,NickyWinmar
responded to racist
taunts by showinghis
torso to the crowd.
RoachwroteTheColour
of Your Jumper about it
andnowhe’ll perform it
at halftimeof the
Richmondvs Essendon
Dreamtimegame.
MCG, Sat, 7.30pm. From
$31. ticketek.com.au

2 GEORGIAFIELDS
DUKEBATAVIA

Fieldswill performDavid
Bowie’sZiggyStardust
album,BenBirchall and
co. do a rousingBridge
Over TroubleWaterby
SimonandGarfunkel,
andTheNeed
Somebodies cover The
Stooges’RawPower.
Flying Saucer Club,
4 St Georges Rd,
Elsternwick. Fri, 8pm.
$22. flyingsaucerclub.
com.au

3 GHOST INSIDE
EMMURE

TheDestroyMusicmini-
festival is here: hardcore
andmetalcore.
The Hi-Fi, 125 Swanston
St, city. Sat, 8pm.
$49.50. thehifi.com.au

Available across these 
media types: Print Web Tablet Mobile

Available across these 
media types: Print Web Tablet Mobile
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Switched 

BACON  
     SIZZLES
                      HOLLYWOOD STAR 
  TURNS CRACK FBI AGENT 
                   IN THE FOLLOWING

 [P4-5]

Wednesday 
10.04.2013

7
DAY 
TV 

GUIDE
FULL 

DIGITAL 
LISTINGS

[ G A D G E T S ] 

Easy to 
swallow

A tablet for 
any budget

[ P 6]

[ T V ] 

Train 
wreck

The woman 
who ran with 
Ronnie Biggs 

[ P 3 ]
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Confidential
confi dential@heraldsun.com.au

CELEB GOSS

Hawk enjoys hens
� JENNIFER HAWKINS’
two-day hens’ weekend at
The Star casino in Sydney
wrapped up yesterday.
Fiance Jake Wall had his
bucks’ do on the Gold Coast.

Hawkins fitted the
weekend around filming for
Australia’s Next Top Model
in Sydney.

The couple will marry at a
secret overseas location in
July.

All steamed up
� REBEL Wilson says her
steamy shower scene didn’t
make the final edit of hit
movie, Pitch Perfect,
because it was ‘‘too racy’’.

The Australian comedian
told a British magazine on
the eve of its DVD release:
‘‘I hope mine and Bumper’s
shower scene makes it in the
DVD. It was too racy for the
cinema release.’’

Kerr’s challenges
� MIRANDA Kerr has
admitted her marriage to
Orlando Bloom has faced
challenges.

Kerr, who also says she’s
moving away from
modelling, told Cleo
magazine she was ‘‘very
happy’’ despite going
through rough times.

‘‘Everyone has their
challenges,’’ she said. ‘‘Any
relationship you’re in takes
work . . . I often say to
Orlando we are so lucky to
have each other and to have
Flynn. No matter what else is
going on, we’ll always be in
each other’s lives because
we are a family.’’

Kerr recently parted ways
with David Jones, and her
contract with Victoria’s
Secret was said to be on the
rocks.

‘‘It’s not a priority for me,
modelling. If modelling is not
there, then it really doesn’t
bother me,’’ she said.

‘Bad boy’ works
up a new image
JOHN Steffensen hopes

his time on The
Celebrity Apprentice
will show him in a
positive light instead

of as the brash bad boy of
Australian athletics.

Steffensen is serving a six-
month ban from competing

for bringing the sport into
disrepute after public
outbursts before last year’s
Olympics.

The word is Steffensen
was very well liked on the set
of the show in Sydney.

He said he enjoyed the
‘‘unique’’ experience.

‘‘I got along well with
everybody, and I was lucky,
everybody was really cool to
me,’’ he told Confidential.

‘‘I don’t know what they
thought I was going to be
like, as I think the public
perception of me in athletics
is that I’m this out-of-
control person, but that’s
not how I live my life at all.

‘‘I believe strongly in my
sport and I speak out, that’s
how it is.

‘‘I’m just trying to live my
life and support my family

and do the best I can do.’’
The Celebrity Apprentice

cast members include
former sporting greats —
Dawn Fraser, Dermott
Brereton, Jeff Fenech— and
swimmer Stephanie Rice.

Steffensen said hanging
out with the other
celebrities and seeing a
different side to them was
positive for him.

‘‘What you see in the
media and who they are
away from the camera are
often different people,’’ he
said. ‘‘So for me, it was really
good to see that because it
made me feel happy about
the direction I’ve taken with
my life.’’

A screening date for The
Celebrity Apprentice has
been set — after The Voice
on Tuesday, April 30.

Unveiling hidden talent
� THE new-look X Factor
judging panel was unveiled
yesterday at Sydney’s
Homebush venue.

Dannii Minogue, Redfoo
and Ronan Keating came
together for auditions for
the upcoming series.

But a heavily pregnant
Natalie Bassingthwaighte,
with the birth of her second
child imminent, was unable
to fly up from Melbourne.

Minogue, looking
stunning with longer hair,
has just returned after
judging Britain and
Ireland’s Next Top Model.

Redfoo, of LMFAO fame
and real name Stefan
Kendal Gordy, flew in from
New York as the
replacement for Guy
Sebastian.

Bowled over in
tracky dacks
� CHRISTIE Whelan-Browne
is taking a shine to her new
alter-ego Elizabeth Hurley.

Whelan-Browne is playing
Shane Warne’s fiancee in the
revived Shane Warne: The
Musical, which is coming to
Melbourne in June.

‘‘She is so drop-dead
gorgeous and pulls off a pair of
white jeans like no one else,’’
Whelan-Browne said.

Whelan-Browne will begin
rehearsals alongside Lisa
McCune who plays Warne’s ex-
wife Simone Callahan, and
performer Eddie Perfect.

This week, she joined George
Donikian and Shura Taft
(pictured) in promoting
Tracky Dack Day to support
kids in hospitals.

Taft has just finished filming
new Channel 7 show, The Mole.
He also recorded and wrote a
video with Whelan-Browne to
support Tracky Dack Day. Go
to www.trackydackday.com.au.

Switched On
Switched On is a weekly section 
that looks at the ever converging 
world of home entertainment.
With emphasis on the most popular and controversial 
shows, as well as more comprehensive TV show 
reviews, Switched On makes planning the week in 
television easy for readers. 

Published every Wednesday, Switched On also has 
a strong accent on the newest gadgets and games, the 
latest in home entertainment technology, and keeps a 
close eye on what’s happening on the internet.

Edited by Darren Devlyn, Switched On targets media-
savvy consumers thinking about buying electronic 
products or deciding what to watch on television. 

Switched On ensures consumers receive news of 
the latest technology trends from a trusted source and 
guides people who are confused about electronics to 
help them make the right choices.

Confidential
Confidential has its finger on the 
pulse of celebrity news, gossip and 
entertainment. Showcasing all that 
is hot and happening in showbiz, 
fashion, parties and everything 
celebrity.
Appearing in the Herald Sun seven days a week, 
Confidential offers readers everything they need 
to know about the world of celebrities, parties and 
the general fabulousness that comes with living in 
Australia’s most liveable city Melbourne. 

In its hard-to-miss location behind the news pages, 
Confidential is popular amongst women and attracts 
28,000* females aged 18-34, an audience that spends an 
average of 10 minutes^ reading the section. 

Positioned alongside Confidential at the back of the 
Sunday Herald Sun, Party Central captures the must-
see photos of headline guests and VIPs from the latest 
local events and launches.  

Available across these 
media types: Print Web Tablet Mobile

Available across these 
media types: Print Web Tablet Mobile

* emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013.
^ News Limited Sections Research, 2009. 
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A new program challenges families to make 
healthy food and exercise choices, writes 
MICHELLE POUNTNEY

CHOOSE HEALTHY,
LIVE WELL

AFTER SCHOOL 
SNACK IDEAS
Fruit and cheese kebabs 

4 seedless mandarins, peeled

32 seedless grapes

32 blueberries

250g cheese cut in to 32 cubes

4 small apples 

Thread two mandarin 

segments, two grapes, two 

blueberries and two cheese 

cubes on to a bamboo 

skewer. Repeat with 15 

skewers. Stick four skewers 

into the top of each apple 

and serve.

Sweet energy wraps
2 mountain bread wraps
25g crunchy peanut butter (unsalted, 100 per cent peanut)
1 ripe banana, peeled and sliced
Honey, for drizzling
Pinch of Chinese 
fi ve-spice mix

Spread wraps with 
peanut butter and 
banana slices, drizzle with honey and a tiny 
sprinkle of fi ve-spice. 
Roll up and serve.

FUN KIDS’ 
FITNESS 
IDEAS
1DANCE YOUR HEART 

OUT. Encourage your child 
to pick their favourite music, 
crank it up and dance.

2SIMON SAYS. Play Simon 
Says with a focus on 

physical fi tness: Simon Says 
run around the back yard, 
Simon Says do 10 sit-ups.

3HELPING AROUND 
THE HOUSE. Kids can help 

with cleaning and gardening.

4OBSTACLE COURSE. 
Incorporate an imaginary 

adventure scenario into an 
obstacle course such as 
escaping from the jungle, 
being pirates at sea.

5FITNESS DAY OUT.
Take your children 

bowling, rock climbing, 
roller skating or bike riding.

6DUCK, DUCK, GOOSE 
REINVENTED. The 

child who gets tagged has 
to do an exercise before 

tagging someone else – 
fi ve squats, 10 push-ups, 15 
jumping jacks.

7MAKE IT A RACE.
Exercise is more entertaining 

when it’s a competition.

8TAG WITH A TWIST.
When the tagger tags 

someone, they join hands to 
form a tagging pair and chase 
while holding hands.

9 AT HOME SCAVENGER 
HUNT. Hide easily 

recognisable objects around the 
house. Give each child a list of 
items to fi nd and clues to help.

10THERE’S A HOLE IN 
MY BUCKET. Punch 

holes in the bottom of a bucket. 
At one end of the playing fi eld 
have a large empty container. At 
the other end a container full of 
water of similar size. Using the 
bucket with holes, children have 
to transport water from the full 
container to the empty.

The fi rst team 
to fi ll their 
bucket 
wins.
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RUN AROUND 
AUSTRALIA

It is the fourth year of the 
Run Around Australia program.

Children accumulate “kilometres” for 
their school by making healthy choices 

when doing their grocery shopping 
at a Colonial First State Global Asset 

Management shopping centre. 
Participating Victorian centres are at 
Broadmeadows, Forest Hill Chase, 

Bayside, Northland, Corio, Brimbank, 
Altona Gate, Rosebud and Bendigo. 

Each dollar spent earns 1km with 
students earning double kilometres 
when they buy fresh healthy food. 
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‘‘ It’s
startling,

the obesity epidemic
we are facing, when
it comes to kids

K EEPING kids
healthy with fresh
food and plenty of
exercise can be a
challenge.

Latest research has shown
a staggering gap between
the fresh food and exercise
children need, and what they
actually get.

According to experts, up
to one in four children are
overweight or obese — which
endangers their health as
children and into adulthood.

Part of the reason for our
growing waistlines is a lack
of exercise and poor food
choices.

About 85 per cent of
children don’t get the
recommended 60 minutes a
day of moderate to vigorous
physical activity. Studies
have also shown more than
75 per cent of children don’t
eat enough vegetables, and
almost 60 per cent don’t eat
enough fruit.

Personal trainer and
nutrition expert Michelle
Bridges is leading a
campaign to encourage
families to make healthy
choices.

‘‘It’s startling the obesity
epidemic we are facing when
it comes to kids.

‘‘We know for a fact that
once a young child or
teenager is overweight or
obese it’s probably an 80 to
90 per cent chance that will
be the case as an adult.

‘‘We’ve got to start making
changes somewhere,
somehow.’’

Bridges is heading the Run
Around Australia campaign
which rewards families who
buy more healthy fresh

foods. She says the
program makes parents
think more about what
they should be eating
with their children.

‘‘It’s just a really
basic initiative to get
people thinking
about spending
money on healthy
fresh food rather
than processed
food.’’

She says
educating
children to make
healthy food
choices and
make exercise
fun are two ways
to bring about
positive change.

One strategy is
to involve
children more in
food choices and
preparation. This
may see them try
fruit and vegetables
they would not
normally touch.

‘‘It’s about thinking
out of the box. It doesn’t
have to be tricky or hard,
just have the kids
involved in making the
food,’’ she says.

As part of the
program, Bridges has
nominated 10 fun fitness
ideas and some of her
favourite healthy snacks.

She says fruit kebabs,
popcorn, and wraps are
some of the ways to make
healthy food fun in an age of
processed snacks.

Kay Richardson from the
Children’s Food Education
Foundation says snacking
has also become a problem
in children’s diets.

She says snacks are now
more likely to be packaged
and processed and they have
grown in size to become
more like a meal.

‘‘You only need a snack the
size of your fist,’’ she says.

‘‘We are teaching children
to start developing good
habits and find the
motivation to eat well.’’

Feeling great directory HEALTH, FITNESS & VITALITY

FITNESSFITNESS
TAI CHI BRUNSWICK

Wednesday 7.30 p.m.
www.taichibrunswick.com.au

Used Gym Equipment
● Xtrainers/ Bikes/ Treadmills
● Strength equip/ Multi stations
● Spin Cycles, Reebok Steps

Contact Gray’s Fitness
9369-8544 or 0416 139 792

www.graysfitness.com.au

HEALTHHEALTH
A BEAUTIFUL Native/African
American Healing Treatment.
Mentone. MAA 0433 220 327.

AFRICAN/EUROPEAN STYLE
� 9596-6551 MAA

AMAZING MASSAGE MAA
Camberwell 0425 505 888

A RELAXATION Deep Tissue
and Lomi Lomi. Brunswick East
MAA � (03) 9388 9663

AWESOME MASSAGE MAA
Malvern - 0425 505 888

AWESOME RELAX MASSAGE
60 High St, Northcote. MAA
9.30am-8pm. � 0406 333 766

BALWYN THERAPY 7days
10am/8pm MAA 0401866801

Body Relaxation 7 Days
Level 1, 685 Centre Rd,

Bentleigh East - 0451 174 946
146 Rosebank Ave, Westall

� 0410 680 558 MAA

BODY & SOUL RELAXATION
Sports/back problems. Sciatica
relief. � 0432 236 160 MTA

CAIRNLEA MASSAGE
10 a.m. to 8 p.m. 7 days

Shop 2C, 100 Furlong Rd,
Cairnlea � 0425 414 418 MAA

Carlton Chinese Massage - MAA
63 Pelham St 7 days

0403 714 219 � 9939 8867

COLLINGWOOD THERAPY
83 Johnson St Collingwood,
MAA Open 7 days 9417-1601

COZY MASSAGE STH YARRA
0433 669 666 MAA

D & J MASSAGE relaxation, deep
tissue, hot stone. 9.30 a.m. -
9.00 p.m. 7 days. 37 Byron St,
Footscray. � 9687-3272 MAA

DEEP T ISSUE MASSAGE
100 East Esplanade, St. Albans

MAA � 0470 455 993

Deluxe Thai Massage
Thai massage and relaxation.
Open 7 days. 13 Chapel St,
Windsor. � 9510-6768.
AWESOME THAI MASSAGE
221 Clarendon St, Sth Melb
� 9690-4888 MAA 3439G

DONCASTER MASSAGE
By appt, 0448 694 939. MAA

EMPEROR THERAPY New Shop
253A High St. Ashburton MAA
� 03 9885 4804 Open 7 days

EUROPEAN CLASS 9am-7pm
by appt. � 0447 447 555 MAA

EXCELLENT MASSAGE
$1 per minute!
Open 10am - 9pm 7 days a week
9689 5768. 56 Lee St Footscray
Opposite train station MAA

EXOTIC BODY RELAXATION
East Subs. MAA. Appointment

� 0401 510 131�

EXOTIC FULL BODY
SWEDISH

Lomi Lomi Relaxation
Four hands massage AAMT

Euroasian staff 10am-9pm
4 Railway Pde Pascoe Vale
9043-6586.
143 High St Thomastown
9044-9446 Walk in 7 days

FINGERTIPS
New Girls, New Techniques

Oakleigh MAA 0438 001 994

✭ FIRST CHOICE MASSAGE ✭
14 Young St, Moonee Ponds

Phone: 9913-5643. AMA

FULL BODY MASSAGE MAA
10am - 8pm 30 min $40.
1106 Nepean Hwy, Highett.
Open 7 days. � 0430 686 010

FULL BODY MASSAGE
From $40. 1352 Centre Rd,
Clayton � 0422 487 332 MAA

FULL BODY OIL MASSAGE
Australian, Swedish and Italian.
Kew MAA � 0433 522 286

GLEN WAVERLEY MASSAGE
0410 999 007 MAA

GRAND OPENING - MAA
Blackburn Sth Chinese Massage

159a Eley Rd - Open 7 days
9802-2888 0470 113 822

GREEN TREE THERAPY
13a Hall St Moonee Ponds
�0432 469 016 MAA

HEALTH MASSAGE Shop 14
1-3 Princess St, St Albans

MAA � 0401 294 069

HEAVENLY
MAA Private. 10am - 11pm
$49 CBD � 0457 121 820

I AM KIKI MAA
Caulfield North 0433669666

Jasmin Massage - MAA
0425 532 598 East Burwood

L M ROSE MASSAGE
Relaxation full body massage.
Open 7 Days, 228 Ballarat Rd,
Footscray. New Management.

� (03) 9318 4828 � MAA

LI MASSAGE Shop 1/132
Nepean Hwy, Aspendale. MAA
9588 0358 /10 am - 8 pm 7 days

LOLILOVE MASSAGE. Young
girls. MAA. 180 Toorak Rd,
South Yarra. � (03) 9939 6198

LUXURY Refreshing Massage
1 / 263 Little Bourke St. MAA.
� 9650 5153 Private rm 7 days

MAGIC TOUCH
6/180 Commercial Rd (Izett St)
PRAHRAN MAA 9533 8877

MASSAGE FULL BODY
$40. 7 days. 191 Springvale Rd,
Nunawading. MAA 9877-6838

MASSAGE THERAPY RELAX
305 Queensberry St, Nth Melb.
10-10 7days 9077-7620 MAA

M/CARE MASSAGE
545 Glenferrie Rd, Hawthorn

� 9818-8058 MAA
MORNINGTON Relaxation
Massage 7d. MAA 32 Wood St.
near McDonalds 0416033 188

NATURAL PLUS RELAXATION
5 City Place, Sunshine, 3020
9311-0198. MAA. 10-8pm 7d

NEW OPENING All new staff,
unique Korean Lomi Lomi Mass-
age. Lvl 1, 136-138 Martin St,
Brighton. � 9530 8828 or
0450 857 907 MAA 3511G

Newly Opened
DOUBLE LOMI with 2 Turkish

girls for 1/2 price
- Lalor 0450 124 392-MAA

NORTH MELBOURNE
163 Dryburgh St, 10 am - 8 pm

7 Days � 9329-9402 MAA

OIL MASSAGE
Private Rm4/150 Wattletree Rd
MALVERN MAA 9500 9870

ORIENTAL MASSAGE MAA
621 Plenty Rd, Preston.

9471 4623 /10 am - 8 pm 7 days
PINGS PROFESSIONAL
MASSAGE New Open Special -

1/2 hour $30, 1 hour $50.
� 9018 9157. Shop 9 L1/168
Bourke St, Melbourne MAA

RELAX FULL BODY MASSAGE
219 Ascot Vale Rd, Ascot Vale.
10-9pm 7d MAA 9004 1477

RELAXATION RICHMOND
271 Swan St, Richmond, 7 Days
10am-8pm. �9428-0515 MAA

RELAXATION THERAPY
230 Broadway, Reservoir

� 0470 315 724 MAA

Relax/Lomi Lomi/Thai Massage
New open/New experience
7 days, 10 a.m. −10 p.m.
● Level 1, 146 Acland Street
St . Ki lda � 9942-0607/
� 0478 949 288 MIMT
● Shop 3, 190 Belmore Rd
Balwyn � 0458 917 606

✭✭ Royal Garden Body Care ✭✭
Massage, Spa, M/F Waxing,

Luxury Aircon Studios. New VIP
room with U.S. infrared sauna.

� 9460-2148. Open 7 days
29 Johnson St, Reservoir

royalgardenbodycare.com.au
Also at 140 Queen St,

Melbourne � 9642-4368 MAA

SAMUI SUNSET
Traditional Thai Massage.MAA
Richmond ✭ � 9428 6388
Kensington ✭ � 9078 7089
Port Melbourne✭ � 9645 3323
Carlton North ✭ � 9381 2251

www.samuisunset.com.au

✭ SS MASSAGE CENTRE ✭ MAA
L1, 16 Errol St, Nth Melbourne
240 Coventry St. Sth Melb.
� 9078 1355 � 9077 6318

SWEDISH RELAXATION
Full body relaxation,

Californian. Prof. fem staff.
9.30am-10pm. 108 Sydney Rd,
Coburg. Open 7 days. AAMT

0481 113 440 / 9972 3907

SWEDISH RELAXATION
Full body massage by female
therapist Alexandra and Erica.
Epping area. AAMT 10am-8pm

7 days.� 0469 824 777.

SWEET ANGEL
MAA Moonee Ponds. Appt only

� 0498 076 228

THERAPY RELAXATION
658 Smith St, Clifton Hill

MAA � 9482 5372

THREE SISTERS MASSAGE
891 Burke Road Camberwell

2/521 Toorak Road, Toorak.
9882 0598 � 9824 0995 MAA

New Yarraville premises
340 A Williamstown Road

(1st floor, rear ent) Yarraville
� 0412 955 688

REMEDIAL
HEALTH CARE

REMEDIAL
HEALTH CARE

M & J SHINING HANDS
84 Elgin Street Carlton

28A Wingfield Street Footscray
CCMT 9347 9264 / 9362 0277

Uncover your
potential

Advertise your

Feeling
great
products and
services, new

sections available
for

Personal Training,
Health Retreats,
Day Spas, Beauty

Phone 8804-7018
Fax: 9292-2062

Herald Sun

Body+Soul
Body+Soul captures the relaxed 
weekend mindset.
For more than 10 years Body+Soul has been a leading 
source of inspiration for those seeking to live a happier, 
longer, healthier life. 

Loyal readers rely on Body+Soul for expert health, 
body, food, parenting, beauty and relationship advice 
as well as trustworthy information and research to help 
them make up their own minds about their health  
and wellbeing.

Read by 48 per cent* of female Sunday Herald Sun 
readers, with an average of 15 minutes^ reading time, 
Body+Soul is accessible across multiple platforms.

With the launch of its new website, it is now even easier 
for readers to locate Body+Soul content online and in 
print. Working hand-in-hand, the liftout and website 
provide readers with more information on each and 
every topic, every day of the week.

Your Time
Your Time is a great way to take time 
out during the day.
Topics range from relationship issues and health and 
fitness ideas, to advice on parenting, healthy eating, 
shopping bargains and the latest fashion trends.  

Published weekdays in print, Your Time includes 
crosswords, puzzles, Sudoku, horoscopes and cartoons 
helping readers to unwind and relax.

Available across these 
media types: Print Web Tablet Mobile

Available across these 
media types: Print Web Tablet Mobile

* emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013.
^ News Limited Sections Research, 2009. 
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Classic CATCHES
The cars you can buy today that will be collectable tomorrow

150,000 + cars online
@carsguide                    carsguide.australia@carsguide                    carsguide.australia

150,000 + cars online
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CarsguideCarsguide

RealestateRealestate
Realestate is the property bible. 
Offering comprehensive coverage of the local real 
estate market for an audience that is passionate about 
property. Research shows 88 per cent of Herald Sun 
readers believe the section gives them a good feel 
for prices in their suburb and surrounds, 84 per cent 
say Realestate gives them an idea of active agents 
in their local area and 61 per cent agree they need a 
combination of newspapers and property websites to 
find a property*. 

Realestate is published in print on Saturday and 
includes news and information about buying and 
selling, the best advice from experts, market insights 
and house listings.  

Available across these 
media types: Print Web Tablet Mobile

Available across these 
media types: Print Web Tablet Mobile

*Pulse Panel Real Estate Study, Jan 2013 (Vic). 

Carsguide brings readers up to 
date news and reviews of all things 
automotive.
Each week 494,000* Friday Herald Sun readers read 
Carsguide in print while 91,000* Victorians visited 
carsguide.com.au in the last four weeks. Readers turn 
to Carsguide to learn all they need to know about the 
biggest financial investment most of them will make 
after buying a home. In fact, 72 percent^ of male Friday 
Herald Sun readers who intend to buy a car in the next  
12 months read Carsguide.

The only national, weekly publication for car buyers, 
Carsguide is home to the nation’s leading motoring 

journalists and opinion leaders. Every new passenger 
vehicle on the market is assessed, compared and 
reviewed; from the cheapest commuter runabout to the 
most expensive, top of the range automobile. 

Turn to ‘Prestigeguide’ at the back of the Carsguide 
section and read what the experts think about the latest 
prestige vehicles, from the aspirational to the exotic, 
direct from car launches around the world.

* emmaTM conducted by Ipsos MediaCT, 12 months ending Dec 2013,  
  Nielsen Online Ratings Dec 2013.
^ News Limited Sections Research, 2009. 



Creative Options

Sizes

Rates

Deadlines

Advertising Specs

Terms & Conditions

Inserts

Contacts

Our Brands

Our Audiences

From the editor

Herald Sun      Media Kit 2013/2014	 19.

46 TUESDAY, MAY 14, 2013 HERALDSUN.COM.AU
+

+

+
+

F
B

1
2

3
C

M
Y

K
D

H
S

14
-M

A
Y-

20
13

PA
G

E
46

FI
R

ST

Learn
Next poster 2013 STAMP EXPO 

The 2013 World Stamp Expo at the Royal Exhibition Building, 
Carlton Gardens, concludes tomorrow. It is the second-largest 
international stamp show ever held and celebrates a number of 
key chapters in Australian history.

Stamp dealers, exhibitors, postal administrators, traders, 
students and collectors from more than 60 countries are there. 
Details at worldstampexpo.com.au 

heraldsun.com.au

Great 
Explorers

EDITOR: Jane Howard  I  9292 1616  I  hslearn@heraldsun.com.au 

Magic can happen when
students and an artist
get together, writes
Jane Howard

It’s a jungle out there
Teamwork: Artist Tara Kingston, Pakenham Secondary College teacher Jordana Hurrell and VCAL students Hayden Mills, Chantelle Heagney and

Angela Gilligan worked on the jungle-themed mural at a Pakenham childcare centre.

WHEN 13 Victorian Cer-
ti f icate of Applied
Learning (VCAL) stud-
ents from Pakenham
Secondary Col lege

teamed up with local artist Tara
Kingston, you could be excused for
thinking it was child’s play.

And in a way it was.
The students — Andrew Neels,

Hayden Mills, Aaron Brown,
A n g e l a G i l l i g a n , C h a n t e l l e
Heagney, Jamie Edwards, Nathan
B a c o n , M i c h a e l a O t e n e ,
Christopher Brook, Timothy
Wishart, Mitchell D’Arcy, Michael
Luttgens and Natalie Dereus —
and Ms Kingston designed and
painted a huge mural for Paken-
ham’s Hippity Hop Childcare, and

it has already become something of
a landmark.

The striking, multi-coloured 24m
long, 2.5m high mural is crawling
with cute and cheeky jungle ani-
mals, including the centre’s logo
figurehead, the hippo.

Designed to appeal to the
centre’s pre-school children, the
child-friendly mural was produced
on 10 large panels.

Ms Gilligan dreamed up the
jungle theme and it was brought to
life with an artful mix of spray and
hand painting.

The mural even has a clever in-
sert where young Picassos can add
their own jungle jottings.

Mr Brown, Ms Heagney and Mr
Edwards said there were many
benefits to the project.

‘‘Reaching out to the community
and creat ing something for
Pakenham that will be there for a
long time so we can look back at it
in the future and feel proud about
was the best,’’ Mr Brown says.

Ms Heagney adds: ‘‘We learnt
artistic skills and communication
skills, and we got to do something

we wanted to do to pass our
outcomes.’’

Mr Edwards agrees: ‘‘It was fun
most of the time but not when on
some days it hit over 40 degrees
Celsius. That was unbearable.

‘‘But we worked well together and
got to share our ideas, we also got to
learn outside of the classroom.

‘‘It was an overall good experi-
ence for the VCAL course.’’

Jordana Hurrell, a VCAL personal
development skills and art teacher
at Pakenham Secondary College,
says the approach by council could
not have come at a better time.

The students were completing a
personal development skills unit
for VCAL, for which they needed
to team up with community mem-
bers in a project to benefit the
local area.

They also needed to demonstrate
working together to achieve a com-
mon goal, and connectedness to
the community, Ms Hurrell says.

‘‘Producing this mural has been
so satisfying and beneficial for the
students. It’s helped them develop
valuable networking, teamwork,

time management, goal setting
and problem solving skills.

‘‘It’s really helped the students
b u i l d t h e i r c o n f i d e n c e a n d
self-esteem.

‘‘Some students in particular
have really flourished during this
project and will take many positive
things away from it.’’

After consulting the childcare
centre on theme and emphasis, the
students worked on the mural
every Thursday morning for two
school terms.

It was completed earlier this
month and has been declared
a winner.

Michelle Smith, owner of Hippity
Hop Childcare, says the mural is
‘ ‘ fantastic’ ’ and way beyond
expectations.

‘‘It’s turned a drab fence into
something quite spectacular.
Thanks to the students for their
brilliant work,’’ Mrs Smith says.

Pakenham councillor Jodie
Owen says the mural illustrates the
magic that can happen when the
community works together to pro-
duce something special.

Naplan tests start
ONE million students in
years 3, 5, 7 and 9 will com-
mence testing in language
skills and writing today for
the annual National Assess-
ment Program Literacy and
Numeracy (Naplan).

Robert Randal l , ch ie f
executive of the Australian
Curriculum, Assessment and
Reporting Authority, which
develops Naplan tests, says
parents, schools and stud-
ents should take the tests in
their stride.

‘‘Literacy and numeracy
are at the heart of everything
that goes on in schools, and it
makes sense to check in on
how students are progress-

i n g , ’ ’ M r R a n d a l l s a y s .
‘‘Naplan provides important
information to parents ,
schools and the community
that cannot be obtained any-
where else, and which can be
used to identify strategies to
improve educational results.

‘‘Naplan tests fundamental
skills in reading, writing and
mathematics.

‘‘The tests take only a few
hours over the course of a few
days, and students sit the
tests every other year.’’

Tomorrow students sit
reading tests and numeracy
on Thursday.

Each test takes 40-65 min-
utes, depending on year level.

VCE Study Boost

It’s never
too early
to start
revision

Accounting
Neville Box

I T’S time to take stock of your
progress.
This year the VCE accounting

course follows a new approach after
the scraping of the June
examination.The only examination
for 2013 will be a two-hour test in
November.

However, your revision should
already be well under way.Do not
wait until September or October to
start revising the first half of the year.
Do it now.

You should be fully aware of the
three key accounting reports.

Income statements, balance
sheets and cash flow statements are
all very important.

You should also know by now how
to adjust for prepaid and accrued
expenses, stock losses, bad debts
and depreciation.

Practice doing full reports but also
extracts from the reports.

For example, just do the currents
assets section of the balance sheet.

Some financial information may
also be presented graphically and
students should be prepared to
analyse and interpret such graphs.

Recording and reporting is
important but don’t forget the theory
that supports the practical elements
of the course.

Make sure you revise recording in
journals and ledger accounts
(general ledger and subsidiary ledger
accounts), but also be ready for
theory such as:
DESCRIBE the various aspects of a
recording system
EXPLAIN what double entry means
OUTLINE the advantages of perpetual
inventory
IDENTIFY how stock losses and
gains occur
DISCUSS whether or not a small
business should use control
accounts.
The last few examinations have
featured ‘‘discuss’’-type questions,
with some being allocated as many
as six marks.

With this type of question you
should make as many relevant points
as you can, with supporting evidence
backing up your comments.Write full
sentences, do not just list dot points.

Accounting principles and the
qualitative characteristics of
accounting (QCs) should be revised
throughout the year as new topics
are introduced.

Now is the time to review the
relationships between the principles
and QCs and the topics covered so
far this year.

Make a list now and update it as
you work through Unit 4.

Past exams provide perfect
practice for the November
examination.

Always check with your teacher
first but the exams held in June from
2007-2012 are an ideal starting point
as most of these questions are still
relevant to the current course and
can now be used as practice.

Take action now!
Revise everything and be on top of

things as you continue to work
through Unit 4.

�Neville Box is campus
principal of the Victoria University
Secondary College

Barber cut
down to size
ON Friday, Victorian Arts
Minister Heidi Victoria will
launch Oz Opera’s 2013 tour
of The Barber of Seville.

More than 100 primary
school students from Fitzroy,
Stonnington (Windsor), and
Port Melbourne primary
schools will attend as will
students from Victorian
College for the Deaf.

Oz Opera, the Opera
Australia touring arm, has
devised a 50-minute version
of the opera, The Barber
of Seville, which will
visit primary schools
throughout Melbourne and
regional Victoria.

Find an event near you 
www.lawweek.net.au
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Home magazine
Home is a market leader when it 
comes to new homes, land and 
lifestyle.
During the past 19 years Herald Sun Home magazine 
has earned itself a strong reputation and is a proven 
reference point for ideas, inspiration and information on 
everything to do with the home.

A weekly full-colour magazine, in Saturday’s  
Herald Sun, Home offers a variety of stories including 
decorator looks, design ideas, garden makeovers, 
renovations, easy weekend projects, new land releases, 
the latest display homes plus more – all in a chatty, 
weekend-friendly format. 

Special themed ‘athome’ and property magazine 
supplements, are also part of the mix each month, 
providing readers with added value and even more 
inspiring home ideas.

Learn
Learn is the Herald Sun’s respected 
education section.
Delivering quality news on education issues, trends, 
teacher resources, and study advice on Tuesdays  
in print.

Each week, Learn features a bright educational 
poster on subjects that feature in the new Australian 
curriculum and that matter to your children’s schooling.

Featuring timely exam advice and study tips for VCE 
students from expert teachers, Learn engages with 
parents, teachers, students, schools and communities 
with an interest in learning.

It strikes a chord with teachers and children in both 
primary and secondary school classrooms. 

Learn is your education must-read, published during 
school terms. 

Available across these 
media types: Print

Available across these 
media types: Print
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MORE THAN
JUST JOBS

Saturday, March 16, 2013

Solid foundation 
How to build a career in 
construction, Ben Pike reports  

17.4% SURGE IN 
ELECTRICIAN JOBS 
OVER THE NEXT 
FIVE YEARS 

37,600 MORE 
POSITIONS IN 
BUILDING AND 
INSTALLATION 
SERVICES BY 2017  

86% OF 
CONSTRUCTION 
WORKERS ARE 
FULL TIME  

1000s MORE JOBS CV TEMPLATES APPLY ONLINE JOBS ALERTS RESUME SEARCH EXPERT ADVICE

FORMORE JOBS
LOOK ONLINE AT

THE Australian construction indus-
try has improved for the first time in
almost two years, making carpen-
ters, electricians and plumbers
among the most in-demand workers
in the country.

Australian Industry Group figures
released March 7 show the nation’s
third-biggest employing industry has
had its best month since June 2010,
with the Australian Performance of
Construction Index of employment
lifting 15.1 points to 48.4.

AIG public policy director Peter
Burn said: ‘‘While it is only one

month’s reading and comes after
more than 21/2 years of decline, the
pick-up in house building activity is
very welcome news.

There are more than 1 million
construction workers around the
country and 13 construction trades
are on the Federal Government’s
National Skills Needs List, including
roof tilers, roof plumbers, bricklayers
and wall and floor tilers.

On the employers’ side, those
looking for an injection of fresh
blood on the building site can benefit
from the extension of a new scheme.

Master Builders Australia chief
executive Wilhelm Harnisch says
that with the federal Kickstart
Apprentice Bonus, there has never
been a better time for young people
to get into the industry.

In a male-dominated industry,
an all-woman renovation team is
thinking outside the flatpack and
creating opportunities in a strug-
gling construction industry. Eve
Renovations directors Laura Mad-
den and Juanita Mottram (pic-
tured) have turned a renovation
company into a haven for female

apprentices, who are then encour-
aged to set up their own businesses.

Eve Workwear is a side project
that started in July last year, to
address a lack of tailor-made
workwear for women. Mottram
says the business is primarily about
providing support for females in
the construction industry.

‘‘We want young apprentices to
come with us and get experience
working alongside us,’’ she says.
‘‘But we eventually want to push
them on their own so they run
their own companies.’’

UpSkill training
and courses

INSIDE

NUMBER OF PEOPLE
EMPLOYED IN
CONSTRUCTION

254,000 

1,106,000 
NATIONAL 

VIC

INSIDE TODAY
e *fuSkill for UpSkill

INSIDETODAY

Professional
PAGES63, 64

Trades, Services &
Industry

PAGES64, 65
Transport & Logistics

PAGE67

Government Careers
PAGE64

Health andMedical
PAGE64

Auto Employment
PAGE65

UpSkill training and
courses

PAGES66, 67

“Working with people to support 
them and allow them to shine.”

Get the

care
 career

BONUSFind out more at
baptcarebonus.org.au

Woody, Baptcare Housing 
Caseworker

CareerOne
CareerOne is all about careers and 
job skills.
Published in the Herald Sun each Saturday, CareerOne 
gives readers an insight into the latest employment 
news and trends, advice on workplace issues and 
informative facts and figures to help them make 
decisions about their career path.

CareerOne is targeted to people who work in a trade 
or professional role, want to improve in their current 
position, make a change into a different job or field, 
or are passive jobseekers and would be enticed into 
making a switch for just the right role.

CareerOne includes dedicated ‘Upskill’ training and 
education editorial which aims to encourage all workers 
to update and upgrade their informal and/or formal 
skills to improve their career prospects.

Classifieds
Herald Sun’s daily Classifieds 
section includes shopper retail 
listings, general services and 
public notices. 
The Classifieds section is the perfect opportunity to 
share life’s special moments including marriages, the 
arrival  
of a new baby, or a friend or loved ones’ birthday.

The Classifieds section is also the destination for 
memorial tributes, death notices, and event listings. 
Permanent tributes and memorial message boards are 
published online. Classifieds are published daily in 
print and online.  

Available across these 
media types: Print Web Tablet Mobile

Available across these 
media types: Print Web Tablet Mobile
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LIFE’S 
A DRAG

IT’S DELIVERY TIME FOR
OFFSPRING’S ASHER KEDDIE

’S 
G

tv19.05.13

Sunday Herald Sun
7-DAY GUIDE

BABY 
LOVE

LIFE
A DRA

S
A TV Guide

TV Guide offers everything the avid  
or casual couch surfer needs.
Featuring a complete seven day program guide, along 
with reviews and interviews, TV Guide is one of the 
most popular sections in the Sunday Herald Sun.  
It includes detailed TV listings complemented by expert 
recommendations and reviews with all the week’s 
listings for free to air, digital TV as well as popular 
subscription TV shows. 

TV Guide’s compact size and format make it perfect for 
the coffee table. With a long shelf life, advertisers have  
the opportunity to connect with their target audiences 
for the whole week and gain a competitive edge through 
the use of positioning on specific viewing days.  

Available across these 
media types: Print
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Print creative options overview

Please note:

	 Subject to availability at time of booking.

	 News Australia reserves the right to cancel any  
	 execution if deemed inappropriate.

	 Page positioning will not be guaranteed.

	 Limited to one execution per issue or at the discretion  
	 of the News Australia General Manager – Sales/Editor.

MEGAWRAP

SLIDE

T-SHAPE SPINAL GAP

SPINAL TAP FRAME

W-SHAPE CHECKERBOARD TRIANGLE DIAGONAL STEPS H-SHAPE

CORNERS CIRCLE FIREPLACEBOOKENDS 
WITH CIRCLE

CONTOUR/
INTRUSIONS

PODIUM BOOKENDS STRAP & STRIP FLOATING 
STRIP

TOP SHELFUPSIDE DOWN
T-SHAPE

TAB SLIDE 8-PAGE UNCUT

5x7 COVER
WRAP

30x2 COVER
WRAP

HALF PAGE
GATEFOLD

BELLY
BAND

RIBBON SCENTED L-SHAPE U-SHAPE Z-SHAPE

PAGE  
COLOUR

TINT

ADNOTE

TOP  
& TAIL

TRAM
TRACKS

TRANSPARENT
WRAP

Designed to deliver dominance on any platform our wide range of creative options is a great way 
to take your brand to market and raise your company profile. 
 
A specially designed package can be created to fulfil your business objectives within budget.
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Tram track

AdNotesU-shape

Bookends

18 Herald Sun, Wednesday, May 2, 2012 heraldsun.com.au

+

+

+
+

F
B

1
2

3
C

M
Y

K
D

H
S

2-
M

A
Y-

20
12

PA
G

E
18

FI
R

ST

IN BLACK
& WHITE

JOIN OUR 
COMMUNITY
MMS: 0404 333 444
PH: (03) 9292 2708     

email: inblackandwhite@
heraldsun.com.au   

STEVE PERKIN 

Inside
out in
sin city

MARIA saw
this sign in
Sydney,
where they
don’t know if
they’re
coming or
going, what’s
up or down, or
what’s in or
what’s out.

SNAP OF 
THE DAY

NAPPPP OOOOOOOOOOOO

When the chips
are down
SEVEN-year-old Dylan spent the last
school holidays with his grandfather,
who lives on the coast.

They went out boating and caught
a couple of fish, dug up the vegie
patch for a few spuds and cooked
up a storm of old-fashioned fish
and chips.

A week after Dylan returned home,
his grandfather received a letter.

It read:
‘‘Dear Pop, I am very sorry for you. I

am saving up my pocket money and
the next time I visit you I will buy you
real fish and chips from the shop. I am
sorry you are too poor to buy them.
Dylan.’’

Meanwhile, in
the back seat ...
FIONA pulled into her driveway after
dropping off her eldest daughter,
Paige, at school on Monday.

Suddenly there was a noise from
the back seat.

‘‘Mummy, aren’t I going to school
today?’’

Oops. Fiona had forgotten her
youngest school-goer, Isabelle.

We know this has happened before
because Terry told us last year how
he got to work and luckily saw his
three-year-old son asleep in the back
seat.

He’d forgotten to drop him off at
creche.

Breathing key
to lasting love
DONNA is a journalist who recently
had to interview a couple celebrating
their 60th wedding anniversary.

As any journalist would in such a
situation, she asked them what was
the key to a long marriage.

The wife looked at Donna and
replied: ‘‘You just don’t die, dear’.’’

An apostrophe
catastrophe
STEVE noticed an interesting ad in
the local Wagga paper last Saturday
for a cleaner.

‘‘The ad said any applicant ‘must
have attention to detail’ and at the
end said ‘refrenses assential’.

‘‘Not much of an eye for detail when
it comes to spelling,’’ says Steve.

And Jackie saw an ad for a caravan
on the internet and she’d like to
nominate it for the Worst Use of An
Apostrophe award. It reads:

Caravan for small car’s. Suitable
for couple’s who prefer single bed’s
and friend’s.

Now Joyce is
Phyllis-ophical
JOYCE was born in Mooroopna in
1934 and, as happened in those days,
her father was sent off to register her
name.

Joyce was supposed to be named
Phyllis Lorraine, but her father
couldn’t spell Phyllis so he wrote
Joyce.

‘‘For which I am truly grateful,
because I married Harold Phillips
and would have been Phyllis Phillips
for the 58 years we have been
married.’’

Oh, and in her email, Joyce spelt
Phyllis two different ways, so perhaps
she’s just like her father.

You don’t mess
with Madge
IT’S a big welcome to our
Centenarians Club today to Madge
Mawhinney.

Madge was born in Maffra and has
never lived further than 10km from
the town centre.

You’ll find her tonight at the local
pub, challenging tradies to bouts of
arm-wrestling, with the loser buying
the next round. Believe it or not,
Madge hasn’t paid for a round in
almost 80 years.

70 years on, Hugh’s
the one for Esma
IT’S time for a standing ovation for
Esma and Hugh Darragh of Belmont
who are today celebrating their 70th
wedding anniversary.

And they’re not alone.
Charlie and Violet Dann of

Leongatha and Jack and Dorothy
Barker from Greensborough have
also reached the magnificent 70 years
together.

A whole 10 years behind them are
Gwen and Kevin Downing from
Thomastown.

Well done to all couples.
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THE NIGHT JULIA KNIFED MY DAD
JUNE 23, 2013
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$2 Inc. GST

TEXTS
THAT 
KILL

The story every driver must 
read before it’s too late…

Brooke Richardson, 20, 
died after sending this 

text message while driving

52-PAGE 
GLOSSY MAG

SAME OLD 
STORY 
FOR DEES

INVESTIGATION P10-12

hardson, 20,ardson 20

Hey are you 
still coming 
today?

December 4, 2012 
8.27am

Brooke Richardson

TELL US WHY
Marie-Faith Fiawoo had 
everything to live for. Now her 
family in France want to know  
why a Swanston St wall collapse 
took their beloved girl. SHELLEY 
HADFIELD talks to a mother who 
just wants answers. PAGES 6-7

PAGE 14

SPORT
LIFTOUT

INSIDE 
TODAY

Fiona HudsonTRIVIAL text messages sent
or read by drivers have
claimed the lives of at least
20 people on the nation’s
roads and left many more in-
jured, a Sunday Herald Sun
investigation shows.

A man believed to have
crashed while texting a
smiley face emoticon to a
mate is among cases being
probed by state coroners
and police. Other short
messages linked to recent
fata l acc idents on the

nation’s roads include ‘‘I’ll
be home soon’’ and ‘‘Hey are
you still coming today?’’.

Revelations of the mount-
ing death toll come as Vic-
toria Police prepares to test
hi-tech laser cameras that
can capture photos from up
to 500m away of motorists
fiddling with their phones.

Likely trial zones are
40km/h shopping strips
where driver distraction sig-

nificantly increases the risk
to pedestrians and cyclists.

Victoria’s top highway pa-
trol cop, Acting Superin-
tendent David Griffin, said
texting drivers were a sig-
nificant concern to police.

‘‘I personally know a per-
son whose young daughter
was killed on the road and it
was determined she was
texting at the time she was
killed. It’s just terrible . . .
totally unnecessary,’’ he said.

Continued Page 10
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IN CINEMAS TOMORROW

 facebook.com/WaltDisneyStudiosAUNZ

.com.au/muppets
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With Alice Coster, Kate McMahon and Jackie Epstein

Stunner likes
the look of us

Right: Brooklyn Decker enjoys a bay view.

Picture: MATT ROBERTS/ GETTY IMAGES

S TUNNING Hollywood starlet Brooklyn Decker has
declared Melbourne her home away from home.
The American swimsuit model turned actor has ac-
companied US tennis star hubby Andy Roddick to

Melbourne for the Australian Open and said Victoria’s
capital was one of their favourite destinations.

‘‘I travel a lot for work so if I had to pick a place to be my
second home it would be Australia and Andy feels fairly at

home in Melbourne, he is here a lot,’’ Decker said.
‘‘We are doing all the touristy things that people make

fun of and there is a lot of stuff that we really don’t see in
the states.’’

Her Aussie visit isn’t all about being courtside
cheerleader for Roddick, the sexy Just Go With It
star is an ambassador for the 2012 Magic Millions
Carnival in Surfers Paradise this week.

The bubbly blonde, who was praised as one
of the Hottest 100 Women of All Time by

Men’s Health magazine had some sound
advice for Aussie gals on race day.

‘‘I think the secret is longer hem
lines,’’ Decker said.

‘‘The races really embrace being
formal so if gir ls wore longer

hemlines it would seem less night
clubby.’’
Decker praised Australian style overall

and said our fashion was fresh compared to the
US. ‘‘Australian style is very different. What I love
best is that the people are very casual,’’ she said.

‘‘I spend a lot of time in New York and it is very
formal there but here people relax , it is summer
they embrace colour.’’

Alex White

Andy’s always open to a busy Aussie summer
TENNIS ace Andy Roddick
(left) took to the court
yesterday to warm up for
this year’s Kooyong Classic.

The former world No.1 is
in town for the tournament,
which starts today and
includes tennis aces Wilfred
Tsonga,Gael Monfils and
Aussie favourite Bernard
Tomic.

Roddick will face French
star Monfils in the first
round and will compete next
week for the Australian
Open title.

The US champ travels to
Melbourne every year for
the Open, and this year
brought wife Brooklyn
Decker (above) to see the
sights.

+

+

F
B

1
2

3
C

M
Y

K
SH

S
23-JU

N
-2013

PA
G

E1
F

IR
S

T23JU
N

THE NIGHT JULIA KNIFED MY DAD
JUNE 23, 2013
heraldsun.com.au

$2 Inc. GST

TEXTS
THAT 
KILL

The story every driver must 
read before it’s too late…

Brooke Richardson, 20, 
died after sending this 

text message while driving

52-PAGE 
GLOSSY MAG

SAME OLD 
STORY 
FOR DEES

INVESTIGATION P10-12

hardson, 20,ardson 20

Hey are you 
still coming 
today?

December 4, 2012 
8.27am

Brooke Richardson

TELL US WHY
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why a Swanston St wall collapse 
took their beloved girl. SHELLEY 
HADFIELD talks to a mother who 
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Fiona HudsonTRIVIAL text messages sent
or read by drivers have
claimed the lives of at least
20 people on the nation’s
roads and left many more in-
jured, a Sunday Herald Sun
investigation shows.

A man believed to have
crashed while texting a
smiley face emoticon to a
mate is among cases being
probed by state coroners
and police. Other short
messages linked to recent
fata l acc idents on the

nation’s roads include ‘‘I’ll
be home soon’’ and ‘‘Hey are
you still coming today?’’.

Revelations of the mount-
ing death toll come as Vic-
toria Police prepares to test
hi-tech laser cameras that
can capture photos from up
to 500m away of motorists
fiddling with their phones.

Likely trial zones are
40km/h shopping strips
where driver distraction sig-

nificantly increases the risk
to pedestrians and cyclists.

Victoria’s top highway pa-
trol cop, Acting Superin-
tendent David Griffin, said
texting drivers were a sig-
nificant concern to police.

‘‘I personally know a per-
son whose young daughter
was killed on the road and it
was determined she was
texting at the time she was
killed. It’s just terrible . . .
totally unnecessary,’’ he said.

Continued Page 10
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AdNotes

Bone Christmas Tree Flower Popcorn Star

Bus Circle Heart Price Tag Star Burst

Butterfly Diamond House Shamrock

We have multiple AdNote die cuts 
available. To tailor an AdNote for your 
next campaign please talk to your  
News Australia Sales Representative.

Car Dollar Sign Leaf Snowman
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Online and mobile creative options

Side skins Over the page Push down

Mobile site medium rectangleMobile site banner
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Print sizes: tabloid 405mm (h) x 290mm (w)

	 Double Page Spread	 Half Page Spread	 Quarter Page Spread	 Full Page	 Half Page Horizontal	 Large Strip
	 M12x12	 M6x12	 M3x12	 M12x6	 M6x6	 M4x6
	 380mm x 551mm	 188mm x 551mm	 92mm x 551mm	 380mm x 262mm	 188mm x 262mm	 124mm x 262mm

	 Medium Strip	 Small Strip	 Dominant	 Portrait	 M3x4	 Half Page Vertical	 Quarter Page	 M5x3
	 M3x6	 M2x6	 M12x4	 M9x4	 92mm x 174mm	 M12x3	 M6x3	 156mm x 129mm
	 92mm x 262mm	 60mm x 262mm	 380mm x 174mm	 284mm x 174mm		  380mm x 129mm	 188mm x 129mm

	 M4x3	 M3x3	 Third Page Vertical	 M6x2	 M5x2	 M4x2	 M3x2	 M2x2
	 124mm x 129mm	 92mm x 129mm	 M12x2	 188mm x 85mm	 156mm x 85mm	 124mm x 85mm	 92mm x 85mm	 60mm x 85mm
			   380mm x 85mm	
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Online sizes

Half page 
300 x 600 (px)

Medium rectangle 
300 x 250 (px)

Leaderboard 
728 x 90 (px)

Side skins 
115 x 1,050 (px)
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Mobile sizes

Mobile site medium rectangleMobile site banner
300 x 50 (px) 300 x 250 (px)
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Print advertising rates by ad size

Ad Size Name Height in
Modules

Width in
Modules

Total
Modules

Mon-Fri 
(excl.GST) GST Total  

(incl. GST)
Saturday 

(excl.GST) GST Total  
(incl. GST)

Sunday 
(excl.GST) GST Total  

(incl. GST)

M12 x 12 (Double) 12 12 144 $100,512.00 $10,051.20 $110,563.20 $90,000.00 $9,000.00 $99,000.00 $101,664.00 $10,166.40 $111,830.40

M12 x 6 (Full Page) 12 6 72 $50,256.00 $5,025.60 $55,281.60 $45,000.00 $4,500.00 $49,500.00 $50,832.00 $5,083.20 $55,915.20

M6 x 12 
(Half Page Spread) 6 12 72 $50,256.00 $5,025.60 $55,281.60 $45,000.00 $4,500.00 $49,500.00 $50,832.00 $5,083.20 $55,915.20

M12x4 (Dominant) 12 4 48 $33,504.00 $3,350.40  $36,854.40 $30,000.00 $3,000.00  $33,000.00 $33,888.00 $3,388.80  $37,276.80

M3 x 12 
(Quarter Page Spread) 3 12 36 $25,128.00 $2,512.00 $27,640.80 $22,500.00 $2,250.00 $24,750.00 $25,416.00 $2,541.60 $27,957.60

M9x4 (Portrait) 9 4 36 $25,128.00 $2,512.80 $27,640.80  $22,500.00 $2,250.00 $24,750.00 $25,416.00  $2,541.60 $27,957.60

M6x6 (Half Horizontal) 6 6 36 $26,444.71 $2,644.47 $29,089.18  $23,661.00 $2,366.10 $26,027.10 $26,745.26 $2,674.53 $29,419.79

M12x3 (Half Vertical) 12 3 36 $25,128.00  $2,512.80 $27,640.80  $22,500.00 $2,250.00 $24,750.00  $25,416.00  $2,541.60 $27,957.60

M12x2 (Third Vertical) 12 2 24 $16,752.00 $1,675.20 $18,427.20  $15,000.00 $1,500.00 $16,500.00 $16,944.00 $1,694.40 $18,638.40

M4x6 (Large Strip) 4  6 24 $16,752.00  $1,675.20  $18,427.20  $15,000.00 $1,500.00 $16,500.00 $16,944.00 $1,694.40 $18,638.40

M6x3 (Quarter) 6 3 18 $12,564.00  $1,256.40  $13,820.40 $11,250.00 $1,125.00 $12,375.00 $12,708.00  $1,270.80 $13,978.80

M3x6 (Medium Strip) 3 6 18 $12,564.00 $1,256.40 $13,820.40 $11,250.00  $1,125.00  $12,375.00  $12,708.00 $1,270.80 $13,978.80

M5x3 5 3 15 $10,470.00 $1,047.00 $11,517.00  $9,375.00 $937.50 $10,312.50 $10,590.00  $1,059.00 $11,649.00

M2x6 (Small Strip) 2 6 12 $8,376.00 $837.60  $9,213.60 $7,500.00 $750.00 $8,250.00  $8,472.00 $847.20 $9,319.20

M3x4 3 4 12 $8,376.00 $837.60  $9,213.60 $7,500.00 $750.00 $8,250.00  $8,472.00  $847.20  $9,319.20

M4x3 4 3 12 $8,376.00  $837.60  $9,213.60  $7,500.00 $750.00 $8,250.00 $8,472.00 $847.20 $9,319.20

M6x2 6 2 12 $8,376.00 $837.60 $9,213.60 $7,500.00 $750.00  $8,250.00 $8,472.00 $847.20  $9,319.20

M5x2 5 2 10 $6,980.00 $698.00 $7,678.00  $6,250.00 $625.00 $6,875.00 $7,060.00 $706.00 $7,766.00

M3x3 3 3 9 $6,282.00 $628.20 $6,910.20  $5,625.00  $562.50 $6,187.50 $6,354.00 $635.40 $6,989.40

M4x2 4 2 8 $5,584.00 $558.40 $6,142.40 $5,000.00 $500.00 $5,500.00 $5,648.00 $564.80  $6,212.80

M3x2 3 2 6 $4,188.00 $418.80 $4,606.80 $3,750.00 $375.00 $4,125.00 $4,236.00 $423.60 $4,659.60

M2x2 2 2 4 $2,792.00 $279.20 $3,071.20 $2,500.00 $250.00  $2,750.00 $2,824.00 $282.40 $3,106.40
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Print advertising rates

Sectional discounts					   
	 				  

Classification Mon-Fri Sat Sun

Business -15% -15% -15%

Entertainment -15% -15% -15%

Escape -15%

Features -12% -12% -12%

Sport -15% -15% -15%

Taste -15%

Modular rates*

Discount Mon-Fri 
(excl.GST) GST Total  

(incl. GST)
Saturday 

(excl.GST) GST Total  
(incl. GST)

Sunday 
(excl.GST) GST Total  

(incl. GST)

Casual 0%  $698.00  $69.80  $767.80  $625.00  $62.50  $687.50  $706.00  $70.60  $776.60 

 $60,000 -2%  $684.04  $68.40  $752.44  $612.50  $61.25  $673.75  $691.88  $69.19  $761.07 

 $115,000 -4%  $670.08  $67.01  $737.09  $600.00  $60.00  $660.00  $677.76  $67.78  $745.54 

 $230,000 -6%  $656.12  $65.61  $721.73  $587.50  $58.75  $646.25  $663.64  $66.36  $730.00 

 $450,000 -8%  $642.16  $64.22  $706.38  $575.00  $57.50  $632.50  $649.52  $64.95  $714.47 

 $860,000 -10%  $628.20  $62.82  $691.02  $562.50  $56.25  $618.75  $635.40  $63.54  $698.94 

 $1,250,000 -12%  $614.24  $61.42  $675.66  $550.00  $55.00  $605.00  $621.28  $62.13  $683.41 

Position loadings	
				  

Page Location %

Page 1# 100%

Page 2-7 50%

Page 8-15 30%

Back Page 50%

Specified Position 20%

Front Page Sections 20%

Notes:
Rates apply from July 1, 2013.
Rates are inclusive of colour.
Prices based per module. 72 modules = Full Page.
Page dominant loading applies to ‘Half Page Horizontal’ rates. Please see ‘Half Page Horizontal’ base rates detailed on previous page.
Should back to back colour not be available, your advertisement will appear in mono and a 20% discount will be applied. 

*Modules not sold individually but only sold by ad sizes shown on previous page.
#Must be part of a creative execution (wrap).
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Modular rates calculator: example

Medium Strip M3 x 6 ( 3 x 6 = 18 modules) Module Cost

Load +/-% $ $625.00

Section -15% $93.75 $531.25

Mono - - -

Module Cost $531.25

Base Cost

Base Rate = Module Cost ($531.25) x No. Modules (18) $9,562.50

Position Load - - -

Creative Execution - - -

GST +10% $956.25 $10,518.75

Total Insertion Cost $10,518.75

A medium strip (M3 x 6) colour advertisement is to appear in  
the Sport section of Saturday’s Herald Sun.  
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Classifieds and magazine style environments advertising rates

8 Column Pages Daily

8 Column Pages Daily

WEEKDAYS SATURDAY SUNDAY

Column cm
(exc. GST) GST

Column cm
(inc. GST)

Column cm
(ex GST) GST

Column cm
(inc. GST)

Column cm
(ex GST) GST

Column cm
(inc. GST)

CareerOne (main section on Saturday) - - - $90.95 $9.10 $100.05 - - -

General Classifieds $131.45 $13.15 $144.60 $131.10 $13.15 $144.25 $131.45 $13.15 $144.60

8 column pages daily

Lineage 
Per Line

(exc. GST) GST
Per Line

(inc. GST)

CarsGuide $14.20 $1.42 $15.62

CareerOne $13.35 $1.34 $14.69

Property $11.80 $1.18 $12.98

General Classifieds $14.10 $1.41 $15.51

Lineage

Magazine - Style
Environments

Per Page*
(exc. GST) GST

Per Page
(inc. GST)

Home Magazine $26,840.20 $2,605.85 $28,664.29

Body+Soul (Victoria) $23,873.50 $2,387.35 $26,260.85

TV Guide $22,212.65 $2,221.27 $24,433.92

Magazine style environments 

* For specific ad shapes and sizes, please contact your News Australia Sales Representative. 
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Online and mobile advertising rates

Buyout Timing Execution Cost (ex GST) GST Cost (inc GST)

Homepage  
Daily Buyout

Weekday
Reduce Weekend 
Buyout by 50%

Roadblock Med Rec Home Buyout  $12,800.00  $1,280.00  $14,080.00 

Roadblock Med Rec Weekend Home Buyout  $6,400.00  $640.00  $7,040.00 

Roadblock Med Rec RMX Home Buyout  $16,000.00  $1,600.00  $17,600.00 

Roadblock Med Rec Video Lightbox Home Buyout  $17,600.00  $1,760.00  $19,360.00 

Skins Buyout (in addition to Buyout)  $3,200.00  $320.00  $3,520.00 

Breaking News 
Section Buyout

Weekday
Reduce Weekend 
Buyout by 50%

Roadblock Med Rec, Home Buyout  $900.00  $90.00  $990.00 

Roadblock Half Page Buyout  $1,100.00  $110.00  $1,210.00 

Skins Buyout (in addition to Buyout)  $200.00  $20.00  $220.00 

State News 
Section Buyout

Weekday
Reduce Weekend 
Buyout by 50%

Roadblock Med Rec Home Buyout  $1,000.00  $100.00  $1,100.00 

Roadblock Half Page Home Buyout  $1,500.00  $150.00  $1,650.00 

Skins Buyout (in addition to Buyout)  $400.00  $40.00  $440.00 

Creative Type Size

Per 1,000  
Ad Impressions 

(exc GST) GST

Per 1,000  
Ad Impressions 

(inc GST)

Leaderboard 728x90 $30.00 $3.00 $33.00

Medium Rectangle 300x250 $40.00 $4.00 $44.00

Half Page 300x600 $50.00 $5.00 $55.00

Roadblock Medium Rectangle 300x250 + 728x90 $60.00 $6.00 $66.00

Roadblock Half Page 300x600 + 728x90 $70.00 $7.00 $77.00

Mobile Site Banner 300x50 $15.00 $1.50 $16.50

Mobile Site Medium Rectangle 300x250 $30.00 $3.00 $33.00

 Please note: The above rates are valid until Monday, March 31, 2014. Roadblocks include Medium Rectangle and Leaderboard. 
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Print advertising deadlines
Day Section Booking/Cancellation Deadline Copy for In-house Setting

Material Deadlines Display Material Deadlines Lineage

Full Colour Spot Colour/Mono By Telephone By Email or Fax

Monday - Saturday

Premium positions 5pm, 2 weeks prior 12pm, 2 working days prior 5pm, 2 working days prior 9am, 1 working day prior

General News 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 9am, 1 working day prior

Business Daily 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 9am, 1 working day prior

Confidential 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 9am, 1 working day prior

Sport (Mon-Fri) 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 9am, 1 working day prior

Entertainment (Mon, Tue, Wed, Fri) 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 9am, 1 working day prior

General Classifieds 10am, 2 working days prior 11am, 2 working days prior 3pm, 1 working day prior 3pm, 1 working day prior 6pm, 1 day prior 4pm, 1 day prior

Monday
Your Time 5pm, Tuesday prior 12pm, Wednesday prior 1 2pm, Friday prior 12pm, Friday prior

Your Money 5pm, Tuesday prior 5pm, Thursday prior 12pm, Friday prior 2pm, Friday prior

Tuesday
Taste 12pm, Tuesday prior 12pm, Thursday prior 12pm, Friday prior 12pm, Friday prior

Learn 9am, Thursday prior 12pm, Thursday prior 5pm, Friday prior 9am, Monday prior

Wednesday
Commercial Property 5pm, Friday prior 10am, Friday prior 12pm, Monday prior 12pm, Monday prior 6pm, Monday prior 4pm, Monday prior

Switched On 11am, Wednesday prior 12pm, Thursday prior 9am, Friday prior  5pm, Friday prior

Business Tenders 5pm, Monday prior 11am, Monday prior 12pm, Tuesday prior 12pm, Tuesday prior 4pm, Tuesday prior 2pm, Tuesday prior

Thursday

Hit 5pm, Monday prior 12pm, Tuesday prior 12pm, Wednesday prior 12pm, Wednesday prior

Gig Guide (inside Hit) 5pm, Monday prior 12pm, Tuesday prior 12pm, Wednesday prior 12pm, Wednesday prior 1pm, Tuesday prior 11am, Tuesday prior

BusinessOwner 5pm, Tuesday prior 9am, Tuesday prior 3pm, Tuesday prior 9am, Wednesday prior

Friday CarsGuide 10am, Monday prior 12pm, Tuesday prior 2pm, Wednesday prior 2pm, Wednesday prior 6pm, Wednesday prior 4pm, Wednesday prior

Saturday

Weekend 5pm, Monday, 5 days prior 12pm, Tuesday prior 12pm, Wednesday prior 12pm, Wednesday prior

Travel Directory (inside Weekend) 5pm, Monday, 5 days prior 12pm, Tuesday prior 12pm, Wednesday prior 12pm, Wednesday prior

Weekend Sport 9am, Thursday prior 12pm, Tuesday prior 9am, Thursday prior 5pm, Thursday prior

Property 5pm, Friday, 8 days prior 12pm, Friday prior 5pm, Monday prior 5pm, Monday prior 6pm, Wednesday prior 4pm, Wednesday prior

CareerOne 10am, Thursday prior 11am, Thursday prior 3pm, Friday prior 3pm, Friday prior 6pm, Friday prior 4pm, Friday prior

Home 12pm, Tuesday, 11 days prior 12pm, Wednesday, 10 days prior 4pm Friday, 8 days prior Not applicable 12pm, Thurs, 9 days prior 12pm, Thurs, 9 days prior

Sunday

Premium positions 9am, Monday prior 12pm, Thursday prior 5pm, Thursday prior 9am, Friday prior

General News 5pm, Tuesday prior 12pm, Thursday prior 5pm, Thursday prior 9am, Friday prior

General Classifieds 10am, Thursday prior 11am, Thursday prior 3pm, Friday prior 3pm, Friday prior 6pm, Friday prior 4pm, Friday prior

Sunday Sport 5pm, Tuesday prior 12pm, Thursday prior 5pm, Thursday prior 9am, Friday prior

Escape 9am, Tuesday prior 9am, Thursday prior 12pm, Thursday prior 12pm, Thursday prior

Travel Directory (inside Escape) 4pm, Tuesday prior 11am, Tuesday prior 3pm, Thursday prior 3pm, Thursday prior 4pm, Thursday prior 2pm, Thursday prior

Making Money 12pm, Thursday prior 12pm, Thursday prior 5pm, Thursday prior 9am, Friday prior

Entertainment 5pm, Tuesday prior 9am, Thursday prior 12pm, Thursday prior 12pm, Thursday prior

Gig Guide (inside Entertainment) 5pm, Wednesday prior 12pm, Wednesday prior 12pm, Thursday prior 12pm, Thursday prior 1pm, Tuesday prior 11am, Thursday prior

tvguide 12pm, Friday, 16 days prior 5pm, Thursday, 10 days prior 5pm, Thursday, 10 days prior 5pm, Thursday, 10 days prior

Body+Soul 10am, Wednesday, 18 days prior 12pm, Tuesday, 12 days prior 12pm, Tuesday, 12 days prior 12pm, Tuesday, 12 days prior
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Online and mobile advertising deadlines

Creative Type Turnaround Time*

Leaderboard 2 full working days

Medium Rectangle 2 full working days

Half Page 2 full working days

Rich Content (Video, Side Skins) 5 full working days

*All digital turnaround times are based on receiving correct creative.

Delivery 

�Email creative@newsdigitalmedia.com.au and place insertion order number in the subject field.
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Print advertising specifications

	 Height	 Width
Ad Size Name	 mm	 mm

M2x2	 60	 85

M3x2	 92	 85

M4x2	 124	 85

M5x2	 156	 85

M6x2	 188	 85

M12x2 (Third Page Vertical)	 380	 85

M3x3	 92	 129

M4x3	 124	 129

M5x3	 156	 129

M6x3 (Quarter Page)	 188	 129

M12x3 (Half Page Vertical)	 380	 129

M3x4	 92	 174

	 Height 	 Width	
Physical Dimensions	 mm	 mm

Mechanical	 405 	 289

	 Height	 Width	
Live Art Area	 mm	 mm

	 380 	 262

	 Height	 Width
Ad Size Name	 mm	 mm

M9x4 (Portrait)	 284	 174

M12x4 (Dominant)	 380	 174

M2x6 (Small Strip)	 60	 262

M3x6 (Medium Strip)	 92	 262

M4x6 (Large Strip)	 124	 262

M6x6 (Half Page Horizontal)	 188	 262

M12x6 (Full Page)	 380	 262

M3x12 (Quarter Page Spread)	 92	 551

M6x12 (Half Page Spread)	 188	 551

M12x3 (Double Page Spread)	 380	 551
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News Limited is leading the world in colour news 
printing. To achieve our consistently high quality, 
we’ve dedicated years of research to develop 
the clearest colours, the cleanest whites and the 
sharpest blacks in the world of newsprint. To 
pass on these achievements to our advertisers, we 
insist on trade houses adhering to some simple 
yet strictly enforced procedures. This enables 
you to achieve the best possible results from the 
fastest newspaper presses in the world. 
 
Newscolour quality control

News Limited specifies GCR. Grey Component 
Replacement (GCR) is the procedure used in the 
colour separation process to reduce, or remove a 
grey component made up of yellow, magenta and 
cyan inks and replace it with a suitable amount of 
black ink.  
 
The application of GCR improves shadow detail, 
reduces ink weight and renders cleaner colors 
on newsprint with less set off to other pages. For 
these reasons Newscolour specifications insist 
that the colour separator apply GCR. 
 
Please note: replacement of more than 70% of the grey component 
may result in a coarse (grainy) reproduction, therefore it is 
essential the scanner operator assess the original material and 
use the appropriate percentage of GCR. Call our Quality Control 
Manager on 1300 557 418 to assist you with expert knowledge 
outlining the GCR process. 
 

Four colour requirements

	Image resolution 	 200dpi @ 100%

	Print sequence 	 Cyan, Magenta 
	 Yellow, Black

	Dot shape 	 Round 

Tone reproduction guidelines

Highlights C M Y K

Catchlights 0% 0% 0% 0%

Highlights 0% 0% 0% 0%

Non-essential whites 0% 0% 0% 0%

Essential whites 3% 2% 2% 0%

Midtones

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

1.	� A maximum total shadow end density not to 
exceed 230%.

2.	� To allow ink trapping, limit Cyan, Magenta & 
Yellow to 90%.

3.	 Halftone Black limit is 80%.

 
Black & white material 
requirements 

Monochrome

	Image Resolution:	 200dpi @ 100%

	Catchlights:	 0%

	Non-essential whites 	0%

	Essential whites 	 2%

	Midtones 	� Allow for 30% dot gain

Mechanical requirements
Tabloid format image size

Single page: 	� 380mm x 262mm  
(no bleed available)

Double page spread:	 380mm x 551mm 
		�  (incl. gutter bleed)

Spot colour

There are eight News Limited spot colour inks 
available and each of these can be broken down 
into process with one solid  
ink element.  
 
Therefore spot color jobs should be supplied 
as process ‘spot ready’ separated files, to take 
advantage of the increased placement options 
within our publications.

 

Spot 1   100% M

Spot 2   100% C • 95% Y

Spot 3   100% Y

Spot 4   100% C • 60% M

Spot 5   100% C

Spot 6   100% M • 90% Y

Spot 7   50% M • 100% Y

Spot 8   100% C • 40% M

 
 
Please note: certain PMS colours are difficult to emulate with 
process colours on newsprint. The News Limited Advertising 
Quality Control Manager will be happy to assist you in this 
selection if you have difficulty. Please telephone 1300 557 418.

Print and classifieds advertising specifications
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Publishing conditions Advertorial/editorial style 
requirements

•	 News Australia reserves the right to refuse  
	 any material that is considered unsuitable  
	 for publishing.

•	 While every effort will be made to publish  
	 advertisements, no liability can be  
	 accepted for 	misplacement or omission.

•	 News Australia cannot guarantee a level  
	 of response or be held responsible for  
	 poor response.

•	 The advertiser undertakes that the  
	 advertisement or insert does not contain 
	 material that is misleading or deceptive,  
	 and that it does not contravene any Federal  
	 or State laws or advertising industry codes.

•	 The advertiser and/or the accredited 
	 agency jointly and severally agree to  
	 indemnify News Australia against any  
	 liability or potential liability for any  
	 penalty, damages, costs or otherwise  
	 arising from publication of advertisements.

Ad delivery
News Australia is currently using third party providers 
Adstream and AdSend. News Australia prefers files to be 
sent with Adobe Acrobat compression (PDF)*. To obtain 
the News Australia Acrobat settings, please contact 
our Quality Control Team on 1300 557 418. All material 
successfully processed for publication are flagged with an 
acceptance in both Adstream and AdSend systems. If you 
have not received an acceptance before the publication 
date please contact the Media Support Team on 1300 557 
418 to ensure the material has been used. 
 
*PDF/X-1a required for TV Guide.

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

AdDrop
AdDrop enables pdf delivery via FTP where an ‘email link’ 
can be sent several days prior to publication deadline.

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 

Payment Options
Cash, bank cheque, personal cheque (subject to 
approval), Electronic Funds Transfer, credit card – 
American Express, Bankcard, Diners, Mastercard and 
Visa only.

The maximum dollar value transaction(s) allowed on 
credit card(s) within a 30 day calendar period must not 
exceed $20,000 for an individual direct customer. 

The credit card payment facility is not available to 
advertising agencies, newsagencies or third parties. 
 
 

Advertisements which emulate an editorial style are 
subject to approval prior to publication. Guidelines for 
these advertisements are below:
 
Design
Advertisements must not copy the overall design of  
the newspaper.

Type
Advertisements must not use the same or similar typeface 
as those used by the host publication.

Border
Advertisements must be fully enclosed within a border. 
The border must have a minimum thickness of 4 point.

Header
Advertisements must have the word ‘Advertisement’ 
centred at the top and breaking into the border. 
‘Advertisement’ must be set in a minimum 14 point for  
a full page, or for smaller advertisements, 10 point is  
the minimum.

Deadline
Advertisements of this nature are subject to an earlier 
deadline than usual. Complete material must be received 
no later than 12 noon, 2 working days prior to publication. 
Advertisements must not be misleading.

Advertorial/editorial style deadlines
Deadlines for special sections and features may differ 
from those printed in this rate card. Please check with 
your sales representative for details. These deadlines may 
vary from time to time.

Note: days prior excludes weekends and public holidays.
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Online advertising specifications

Ad Format Dimensions Max File Size  
(Flash/Image)

Notes

Leaderboard 728 x 90 40kb

Required for all CPC/CPA performance campaignsMedium Rectangle 300 x 250 40kb

Half Page 300 x 600 40kb

Rich Content Available on request Available on request

For updated specifications please visit http://sops.news.com.au/adspecs/NewsAustralia_DigitalAdSpecs.pdf

3rd party ad serving guidelines and creative acceptance policies

•	 All 3rd party redirects must be live when submitted, to enable thorough  
	 testing before creatives go live. All 3rd party ad serving charges are the 
	 responsibility of the advertiser or agency.

•	� Should you wish to utilise a 3rd party ad serving vendor not currently listed, 
please contact your Campaign Manager as early as possible to arrange 
testing/certification and provide detailed publisher trafficking instructions. 
Vendors who do not provide the ability for News Australia to track clicks 
through DFP will not be certified.

•	 News Australia reserves the right to remove from rotation or request the  
	 removal/revision of any creative that is deemed unsuitable for the users of 
	 our sites.
 
•	 News Australia may at its absolute discretion refuse to publish any  
	 advertisement without giving any reason. In case of refusal, no charge to 
	 the advertiser shall be incurred.

•	 News Australia reserves the right to remove any creative from rotation 
	 that does not meet our specifications, contravenes any of these guidelines  
	 or adversely affects the rendering of our site, other ad placements or  
	 user experience.

•	 The setting of 3rd or 4th party cookies on News Australia sites for  
	 re-targeting or any other user tracking purposes is not permitted without  
	 prior approval from News Australia. Creatives featuring unauthorised  
	 connections to external servers for the purposes of user tracking will be  
	 removed from rotation. Creatives can be returned to rotation once  
	 unauthorised connections have been removed.
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Mobile advertising specifications

Ad Format Dimensions Max File Size  
(GIF/JPG) Notes

Standard Banner 300 x 50 15 kb ---

BTYB Header Banner 300 x 20 25 kb Creative must include text “In Partnership with <LOGO>” or 
“Brought To You By <LOGO>”

Medium Rectangle Banner 300 x 250 40kb Dynamically resizes to fit all screens and positioned to appear in article
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Inserts rates

Inserts

1-4 PAGES 5-12 PAGES

Per 1,000
(exc. GST) GST Per 1,000 

(inc. GST)
Per 1,000 

(exc. GST) GST Per 1,000 
(inc. GST)

Full Run^ $110.70 $11.07 $121.77 $117.50 $11.75 $129.25

Metro Run $116.85 $11.69 $128.54 $120.25 $12.03 $132.28

Minimum $134.60 $13.46 $148.06 $134.60 $13.46 $148.06

Inserts

^ Full Run refers to Victorian copies only. Boxing Day inserts attract a 30% loading.
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Inserts deadlines and distribution

Booking deadlines
Availability should be checked as soon as a 
preferred date for insertion is available, at least  
seven days.

Delivery deadlines
Herald Sun inserts must arrive five working days 
prior to publication date, and nine days prior 
for Sunday Herald Sun. Additional costs to the 
customer will apply if delivery times are not 
adhered to or agreed to by Publishing Manager.

Deliveries earlier than 14 days will not be accepted. 
(Unless by prior agreement)

Cancellation
Cancellation must be verified four weeks prior to 
deadline of booked publication date. 

Publisher’s conditions
•	 Select Runs (special regions runs) are based on  
	 News Australia’s current delivery runs not  
	 individual suburbs and as such every attempt  
	 will be made to cover nominated areas however  
	 100% coverage is not guaranteed.

•	 All inserts are subject to approval of the  
	 Publisher, who reserves the right to refuse any 
	 material considered unsuitable for publication.

•	 Whilst every effort will be made to publish  
	 inserts as ordered, no liability can be accepted 
	 for misplacement or omission.
	
•	 The Publisher does not guarantee a level of 
	 response regarding an insert.

•	 The advertiser undertakes that there is nothing 
	 misleading or deceptive in the insert material 
	 submitted for publication and that it does not  
	 contravene any Federal or State advertising laws  
	 or advertising industry codes.

•	 Both the advertising principal and the accredited 
	 agency jointly and severally agree to indemnify  
	 News Australia publications against any  
	 liability for any penalty, damages, costs or 
	 otherwise arising from publication of the insert.

•	 The Publisher reserves the right to abort 
	 insertion of products outside of specification if it  
	 disrupts production.

•	 Commercial inserts may appear in any section 
	 within the booked day’s publication.

•	 Please note insert quantities will be updated  
	 quarterly. 

•	 News Australia cannot guarantee that insert 
	 customers have solus positioning within the 
	 book, or will not conflict with like businesses.

•	 News Australia will give first right of refusal 
	 for insert berths to advertisers that book regular  
	 activity.

If you have any questions regarding inserts or for 
technical support please call our Inserts Manager 
(03) 9292 3468.
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Inserts advertising specifications
Acceptable inserts

All paper weight specifications are 
the minimum acceptable. Please see 
following page for detailed information 
on acceptable sizes and stock weights.

Single sheet
390mm x 285mm		  (180gsm)
200mm x 180mm		  (135gsm)

 
Single fold
390mm x 285mm		  (100gsm)
200mm x 180mm		  (80gsm) 

 
Acceptable folds 

 
Unacceptable folds
No single spine. Uneven stack height
will cause jamming. 

Tabloid inserts
Four and eight page tabloid products, 
less than 100 gsm, must be quarter 
folded. Prior to acceptance tabloid 
products must be inspected to 
determine whether a quarter fold is 
required. Maximum size is 390mm 
deep x 285mm wide.

Card and envelope inserts
Cards and envelope inserts should be 
stacked flat in cartons with no turns. 
Packing should be used to fill gaps in 
rows. The weight of the carton should 
not exceed 15kg. The cartons should 
then be palletised and strapped as per 
palletising illustration.

Maximum insert thickness
The normal acceptable size 
(pagination) is 48 pages.  
Acceptance of inserts above this size 
will require consultation with the 
Publishing Manager.

Use of unsuitable products
�A product which has been delivered 
after deadline or does not meet the 
required specifications may not be 
inserted. Faulty products will be 
referred to clients for clearance prior  
to inserting.

Stapled inserts
Inserts less than 24 pages should 
not be stapled; a glued spine is the 
preferred option. Any insert that is 
stapled must have the staples firmly 
attached so they are not able to pull 
free and jam up the equipment.  

If staples are used they must not 
exceed the thickness of the product 
and be placed perfectly within the fold 
of the product.

Unusual inserts
�Any card, envelope, perforated insert, 
stickers, part fold backs, index folds 
or steps, or other insert material of an 
unusual nature, will require a dummy 
sample of the product to be viewed by 
the Publishing Manager prior  
to acceptance.

Testing of unusual products may be 
required, a minimum of 500 samples 
will be required, 6 weeks in advance 
of intended publication date. Inserts 
containing metal or sharp objects, such 
as keys, coins, razor blades etc, will 
not be accepted. Clients are advised 
to seek assurance from printers that 
gloss surfaces will not be sticky or 
compacted into unmanageable bricks. 
Excessive slip may affect the insertion 
or retention of the insert into the paper.

Inserts with externally 
printed magazines

Loose inserts
Minimum Size of the insert must be 
no less than 75% of the height and 
width of the product which it is being 
inserted into. Maximum Size of the 
insert must be 20mm smaller than the 
width (spine to foredge) and 30mm 
smaller than the length (head to tail) of 
the product which it is being  
inserted into.

Bound inserts
Inserts which fall below the above 
loose insert specification bound-in 
inserts are the preferred option. Small 
bound inserts still present issues 
winding the host product onto disk and
consultation with publishing 
anagement is required prior to 
approval. Bound insert specifications 
and guidelines will need to be
coordinated with the commercial 
printer supplying the host product.

Inserting conditions
Whilst the specification table allows 
for some landscape shaped inserts it  
is preferred that the spine is the 
longest edge.

Some high gloss inserts are difficult to 
insert and may require approval prior 
to insertion.

Maximum size inserts (390mm x 
285mm) run the risk of damage during 
the inserting and packaging processes.

Inserts below the winding capabilities 
(smaller than A4) will require direct 
(hopper) feeding into the publication 
and a surcharge may be applied to 
cover additional processing costs. No 
guarantee is given for full coverage of 
these inserts in the distribution areas.
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Inserts advertising specifications

H
ei

gh
t

x 180 190 200 210 220 230 240 250 260 265 270 280 285

200 135 135 135 135 135 140 140 140 145 145 145 145 150

210 135 135 135 135 140 140 140 145 145 145 145 150 150

220 135 135 135 140 140 140 145 150 150 150 150 150 150

230 135 135 140 140 140 145 145 150 150 150 150 150 150

240 135 140 140 140 145 145 150 150 150 150 150 150 150

250 140 140 140 145 145 150 150 150 150 150 150 150 160

260 140 140 145 145 150 150 150 150 150 150 150 160 160

270 140 145 145 145 150 150 150 150 160 160 160 160 160

280 140 145 145 150 150 150 150 150 160 160 160 160 160

290 145 145 150 150 150 150 150 160 160 160 160 160 160

300 145 150 150 150 150 150 160 160 160 160 160 160 160

310 150 150 150 150 150 160 160 160 160 160 160 160 180

320 150 150 150 150 160 160 160 160 160 160 160 180 180

330 150 150 150 160 160 160 160 160 160 180 180 180

340 150 160 160 160 160 160 180 180 180 180 180

350 150 160 160 160 160 180 180 180 180 180 180

360 160 160 160 160 180 180 180 180 180 180

370 160 160 180 180 180 180 180 180 180

380 180 180 180 180 180 180 180

390 180 180 180 180 180 180 180H
ei

gh
t

Single sheet 
Minimum stock weight (gsm)

Wide x 180 190 200 210 220 230 240 250 260 265 270 280 285

200 85 85 85 85 85 85 85 85 85 85 85 85 90

210 85 85 85 85 85 85 85 85 85 85 85 90 90

220 85 85 85 85 85 85 85 85 90 90 90 90 90

230 85 85 85 85 85 85 85 90 90 90 90 90 90

240 85 85 85 85 85 85 90 90 90 90 90 90 90

250 85 85 85 85 85 85 90 90 90 90 90 90 90

260 85 85 85 85 85 90 90 90 90 90 90 90 90

270 85 85 85 85 90 90 90 90 90 90 90 90 90

280 85 85 85 85 90 90 90 90 90 90 90 90 90

290 85 85 85 85 90 90 90 90 90 90 90 90 90

300 85 90 90 90 90 90 90 90 90 90 90 90 90

310 90 90 90 90 90 90 90 90 90 90 90 90 100

320 90 90 90 90 90 90 90 90 90 90 90 100 100

330 90 90 90 90 90 90 90 90 90 100 100 100

340 90 90 90 90 90 90 90 100 100 100 100 100

350 90 90 90 90 100 100 100 100 100 100

360 90 90 90 90 100 100 100 100 100 100

370 90 100 100 100 100 100 100 100

380 100 100 100 100 100 100 100

390 100 100 100 100 100 100 100H
ei

gh
t

Single sheet folded (4 Pages or up to 6 Pages) 
Minimum stock weight (gsm)

Wide x 180 190 200 210 220 230 240 250 260 265 270 280 285

200 65 65 65 65 65 65

210 65 65 65 65 65 65 65

220 65 65 65 65 65 65 65 78

230 65 65 65 65 65 65 78 78 78 78

240 65 65 65 65 65 78 78 78 78 78 78

250 65 65 65 65 65 78 78 78 78 78 78 78

260 65 65 65 65 65 78 78 78 78 78 78 78 90

270 65 65 65 65 78 78 78 78 78 78 78 90 90

280 65 65 65 65 78 78 78 78 78 78 90 90 90

290 65 65 65 65 78 78 78 78 90 90 90 90 90

300 65 78 78 78 78 78 78 90 90 90 90 90 90

310 78 78 78 78 78 78 90 90 90 90 90 90 90

320 78 78 78 78 78 78 90 90 90 90 90 90 90

330 78 78 78 78 90 90 90 90 90 90 90 90

340 78 90 90 90 90 90 90 90 90 90

350 78 90 90 90 90 90 90 90 90 90

360 90 90 90 90 90 90 90 90 90

370 90 90 90 90 90 90 90 90 90

380 90 90 90 90 90 90 90

390 90 90 90 90 90 90 90

From 8 to 10 pages 
Minimum stock weight (gsm)

Wide

x 180 190 200 210 220 230 240 250 260 265 270 280 285
200 54 54 54 54 54 54
210 54 54 54 54 54 54 54
220 54 54 54 54 54 54 54 54
230 54 54 54 54 54 54 54 54 54 54
240 54 54 54 54 54 54 54 54 54 54 54
250 54 54 54 54 54 54 54 54 54 54 54 54
260 54 54 54 54 54 54 54 54 54 54 54 54 60
270 54 54 54 54 54 54 54 54 54 54 54 54 60
280 54 54 54 54 54 54 54 54 54 54 54 60 60
290 54 54 60 60 60 60 60 60 60 60 60 60 60
300 54 60 60 60 60 60 60 60 60 60 60 60 65
310 54 60 60 60 60 60 60 60 60 60 60 65 65
320 60 60 60 60 60 60 60 60 60 60 65 65 65
330 60 60 60 60 60 60 60 65 65 65 65 65
340 60 60 60 60 60 60 65 65 65 65 65 65
350 60 60 60 60 65 65 65 65 65 65
360 60 60 60 65 65 65 65 65 65 65
370 65 65 65 65 65 65 65 65
380 65 65 65 65 65 65 65
390 65 65 65 65 65 65 65H

ei
gh

t

From 12 to 16 pages 
Minimum stock weight (gsm)

Wide x 180 190 200 210 220 230 240 250 260 265 270 280 285
200 48 48 48 48 48 48
210 48 48 48 48 48 48 54
220 48 48 48 48 48 54 54 54
230 48 48 48 48 54 54 54 54 54 54
240 48 48 48 54 54 54 54 54 54 54 54
250 48 48 54 54 54 54 54 54 54 54 54 54
260 48 54 54 54 54 54 54 54 54 54 54 54 54
270 54 54 54 54 54 54 54 54 54 54 54 54 54
280 54 54 54 54 54 54 54 54 54 54 54 54 54
290 54 54 54 54 54 54 54 54 54 54 54 54 54
300 54 54 54 54 54 54 54 54 54 54 54 54 54
310 54 54 54 54 54 54 54 54 54 54 54 54 54
320 54 54 54 54 54 54 54 54 54 54 54 54 54
330 54 54 54 54 54 54 54 54 54 54 54 60
340 54 54 54 54 54 54 54 54 54 60 60
350 54 54 54 54 54 54 54 54 60 60 60
360 54 54 54 54 54 60 60 60 60 60
370 54 54 54 60 60 60 60 60 60
380 60 60 60 60 60 60 60
390 60 60 60 60 60 60 60H

ei
gh

t

From 18 to 24 pages 
Minimum stock weight (gsm)

Wide x 180 190 200 210 220 230 240 250 260 265 270 280 285
200 45 45 45 45 45 48
210 45 45 45 45 48 48 48
220 45 45 45 48 48 48 48 54
230 45 45 48 48 48 48 54 54 54 54
240 45 48 48 48 48 54 54 54 54 54 54
250 48 48 48 48 54 54 54 54 54 54 54 54
260 48 48 48 48 54 54 54 54 54 54 54 54 54
270 48 48 48 54 54 54 54 54 54 54 54 54 54
280 48 48 54 54 54 54 54 54 54 54 54 54 54
290 48 54 54 54 54 54 54 54 54 54 54 54 54
300 48 54 54 54 54 54 54 54 54 54 54 54 54
310 54 54 54 54 54 54 54 54 54 54 54 54 54
320 54 54 54 54 54 54 54 54 54 54 54 54 54
330 54 54 54 54 54 54 54 54 54 54 54 54
340 54 54 54 54 54 54 54 54 54 54 54
350 54 54 54 54 54 54 54 54 54 54 60
360 54 54 54 54 54 54 54 54 60 60
370 54 54 54 54 54 54 60 60 60
380 54 54 54 60 60 60 60 60
390 54 60 60 60 60 60 60H

ei
gh

t

From 26 to 48 pages 
Minimum stock weight (gsm)

Wide
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Inserts packaging and delivery
Packaging

•	 Full packaging and delivery instructions must  
	 be supplied to the commercial printer. Please
	 provide printer’s name, address and phone  
	 number to your News Australia representative.

•	 Inserts are to be turned so that the minimum 
	 turned height is 100mm (as per illustration). 		
 
•	 Spine of the insert to be packed all the one way 
	 within a bundle or turn. Bundles must contain  
	 a maximum of one turn with a maximum bundle  
	 weight of 10kg.

•	 Bundles may be strapped from top to bottom,  
	 single tie only (the wider the strapping the
	 better). The tension of the strapping should not  
	 in any way damage the bundle.

•	 Boxes or cartons for packing should only be  
	 used at publishing managers request if neat	  
	 bundles can not be achieved. If packed in cartons 
	 inserts should be stacked flat with no turns.  
	 The weight of the carton should not exceed 15kg.

•	 Pallets should be Australian standard size  
	 1165mm x 1165mm and in good condition,
	 without loose or broken timbers.

•	 Maximum height of pallet to be 1200mm  
	 including runners and the maximum weight not
	 to exceed 1000kg.

•	 If the pallet does not have a solid smooth  
	 base, a piece of wood or a substantial piece of  
	 cardboard should be placed over the pallet 
	 before stacking.

•	 The use of a sturdy piece of cardboard at even  
	 intervals throughout the stack will help keep 
	 the inserts flat, and avoid shifting during  
	 transportation. Gaps between bundles on the  
	 pallet should be kept to a minimum.

•	 A solid piece of wood, the same dimensions as  
	 the base of the pallet, should be placed on top  
	 of the stacked bundles to prevent strap damage.

•	 Inserts are to be stacked squarely on pallets  
	 with cardboard corners and shrink wrapped.

•	 Outside edges should be vertically even and  
	 the inserts should be stacked so that they do not 	
	 protrude beyond the limits of the pallet.

•	 The pallets should be strapped four ways as per 
	 the following illustration.

•	 The pallet should be wrapped in plastic with 		
	 cardboard corner protection and shrink wrapped  
	 for further protection.

•	 The Publisher reserves the right to refuse  
	 inserts which have been damaged in the process 	
	 of printing, packaging and transportation.

Deliveries

All deliveries must be accompanied by a delivery docket 
which must indicate the following details:

•	 The name of insert and key number or code if available.
•	 The total number of pallets for delivery.
•	 The total amount of copies on each pallet.
•	 The number of pallets on each vehicle.
•	 When more than one delivery is used the last docket is  
	 to be marked ‘final’.

A	product which has been delivered after deadline or 
does not meet the required specifications may not be 
inserted. Faulty products will be referred to client prior to 
inserting.

Pallet identification

The pallets must have the following information shown 
on at least two sides:

1.	 Client’s name
2.	 The name and address of the company and the  
	 publication concerned
3. 	The publication issue, insertion date or other details  
	 for further identification
4. 	The estimated weight of the pallet
5. 	Total supplied quantity
6. 	Individual pallet quantity
7. 	Total number of pallets in consignment

Inserts delivery address

Publishing Department,
Herald & Weekly Times Westgate Park
127 - 129 Todd Road
Port Melbourne Vic 3207
Telephone (03) 9292 3461
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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. 

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.
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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.

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.
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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

Publisher If limited, then in relation to: Jurisdiction

News Limited News Australia New South Wales

Nationwide News Pty Ltd

The Daily Telegraph

The Sunday Telegraph

The Australian

mX

New South Wales

Nationwide News Pty Ltd The Sunday Times Western Australia

Nationwide News Pty Ltd Quest Publications Queensland

Nationwide News Pty Ltd News Local New South Wales

Nationwide News Pty Ltd NT News Northern Territory

Leader Associated Newspapers Pty Ltd Victoria

Messenger Press Pty Ltd South Australia

News Digital Media Pty Ltd New South Wales

The Herald & Weekly Times Pty Limited Victoria

Advertiser Newspapers Pty Limited South Australia

Davies Brothers Pty Limited Tasmania

Gold Coast Publications Pty Limited Queensland

News Life Media Pty Limited New South Wales

Queensland Newspapers Pty Limited Queensland

The Cairns Post Pty Limited Queensland

The Geelong Advertiser Pty Limited Victoria

The North Queensland Newspaper Company Pty Limited Queensland
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News Australia Sales

Victoria
Level 5, HWT Tower  
40 City Road
Southbank, VIC 3006
T:	03 9292 2885

New South Wales
Level 23, 175 Liverpool Street
Sydney, NSW 2000
T:	02 9288 8440

Queensland
28 Mayne Road
Bowen Hills, QLD 4006
T:	07 3666 7431
F:	 07 3666 7430

South Australia
Level 3, 31 Waymouth Street
Adelaide, SA 5000
T:	08 8206 2332
F:	 08 8206 3677

Western Australia
34 Stirling Street
Perth, WA 6000
T:	08 9326 9805
F: 	08 9326 9801

Contacts
News Australia

Herald Sun Advertising
T:	1300 398 151

Tasmania
91 - 93 Macquarie Street
Hobart, TAS 7000
T:	03 6230 0655
F:	 03 6230 0766

Northern Territory Printers Place
Darwin, NT 8000
T:	08 8944 9900
F:	 08 8981 3693


