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Welcome to the Herald Sun 
The Herald Sun is Australia’s most read and highest selling 
daily newspaper*. With 24/7 access to breaking news, sport 
and entertainment coverage consumers can now access the 
Herald Sun wherever and however they choose.
The Herald Sun remains as popular and accessible as ever, continuing to reach 72% of the Victorian 
population each month, with an audience of over 3.2 million Victorians in print and online*.

Herald Sun delivers readers unrestricted access to the best local news, expert opinions, 
investigations and analysis across mobile, desktop and tablet. And our website, heraldsun.com.au 
has a new site layout and design to showcase greater live, local and personal content.

The launch of our digital subscription offering, Herald Sun+, puts the Herald Sun brand front and 
centre in readers’ minds. Herald Sun+ provides members with new features, functionality and 
benefits including a personalised hub, My News, where members can save articles to read later, 
access shortcuts to favourite areas as well as a new member benefits program +Rewards.

Commercially, we continue to invest in our products. We have introduced a greater range of 
creative advertising options to engage our readers and deliver significant value to advertisers. From 
ad-note mini books, creative shapes and wraps to integrated multi-platform solutions, advertising 
packages are specially designed to suit a variety of business objectives.

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, we 
continue to create compelling journalism that reflects Victorians’ views and interests.

Sincerely, 

Damon Johnston  Nathaniel Bane
Editor, Herald Sun  Head of Digital (News), Herald Sun

Sources: * emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015.
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Cameron Adams  National Music Writer 

Cameron has been the music writer at the Herald Sun for over 10 years. In that time he has interviewed 
everyone from Madonna to Meat Loaf, Robbie Williams to Radiohead and people who don’t bother 
with surnames like Pink and Kylie. With a broad taste in popular music, Cameron reviews concerts 
from Britney Spears to Fleetwood Mac.

Andrew Bolt  Associate Editor and Columnist 

Andrew Bolt is Australia’s most-read social commentator and some would say the most contentious. 
Andrew began his stellar career at News Limited and then soon became the Asian correspondent 
before becoming a bi-weekly columnist with the Herald Sun. Specialising in a range of topics from 
politics to film, and foreign affairs to education, Andrew is never afraid to speak his mind, making him 
a popular speaker and debater.   

James Campbell  State Politics Editor

James Campbell is a straight shooter and social commentator best known for his award-winning 
political journalism. Prior to becoming a journalist, he worked for a number of Liberal MPs in Victoria 
including the shadow health, community services and housing ministers.   

Darren Devlyn  National TV Editor  

Darren began his career in journalism in writing for TV Week before becoming Melbourne Editor of 
Woman’s Day. In 2002, Darren was appointed television and features writer for the Herald Sun and 
edited the Herald Sun TV Guide for seven years before being appointed National TV Editor in  
mid-2009. His passion for TV and entertainment is apparent in Switched On, which recognises TV  
and technology are changing rapidly and that people are feeling strapped for time and overwhelmed 
by choice. 

Terry McCrann  Associate Editor – Business 

A journalist for more than 40 years and a columnist for over 30 years, Terry McCrann provides 
critical analysis on the wide range of events and personalities that have shaped the nation, from 
entrepreneurs to politicians. His commentaries on the great stories and issues in and around the 
economy, business and politics, have won him numerous awards. 

Susie O’Brien  Columnist 

Susie O’Brien is a weekly columnist at the Herald Sun, writing on family, social, political and lifestyle 
issues. She’s cheeky, forthright and fun, and has even been known to take off her clothes to make 
a point. She has three kids – four if you count her husband – and has a PhD in Education. Susie is an 
experienced media performer, used regularly on the 7pm Project, Today, and Melbourne Talk Radio. 

Mark Robinson  Chief Football Writer 

Mark “Robbo” Robinson is a household name in footy-mad Victoria. His award-winning and incisive 
journalism helps shape the news agenda each day in our sport-crazed state. Robbo is a hard-hitting 
reporter, not afraid to ask the tough questions. He’s outspoken, opinionated and, not surprisingly, 
has a large following of loyal readers who turn to his top-rating blog, ‘The Tackle’, each Monday at 
heraldsun.com.au for their post-weekend footy fix. 

Andrew Rule  Associate Editor 

Andrew Rule’s CV is as long as the rap sheets of many of the crooks whose lives and crimes he has 
covered. After more than 30 years as an all-round investigative journalist, much of it on the crime 
beat, Rule has a contact book that contains more fiends than friends. The co-author, editor and 
publisher of many non-fiction titles is well known for the Underbelly books that inspired the successful 
TV series. 

Wendy Tuohy  Feature Writer - Weekend

Wendy Tuohy has worked as a journalist since she started as a school-leaver cadet in 1984. Wendy 
is currently writing regular light-hearted opinion pieces as well as an ‘every woman’ style column 
for Weekend each Saturday. Wendy’s column often covers subjects including women’s issues, pop 
culture, working motherhood, parenting, relationships and humorous takes on contemporary family 
and workplace life. 

Experienced writers
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THE GREAT LEVELLER

WINNERS AND LOSERS

TH
ERE’S ALW

AYS NEXT WEEK

Kenneth - male sports fans 25-54
792,000 Herald Sun readers are men aged 25-54 who are interested in sport

Combined, News Corp Australia products reach 94% of Victorian males aged 25-54 including:

• 99% who have visited a sports website in the last 3 months

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

•  98% who have placed a bet in the last 3 months

Matt - professionals
760,000 Herald Sun readers are professionals

Combined, News Corp Australia products reach 96% of Victorian professionals including:

• 96% who are employed full time

• 97% who have a degree or other tertiary qualification

• 97% who earn $100,000 a year or more

N
A

RROW

VIEW AND COMPARE

RESEARCH

Print Web Tablet Mobile

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Print Web Tablet Mobile
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Mrs Swinburne - mums
305,000 Herald Sun readers are mothers of children under 18

Combined, News Corp Australia products reach 96% of Victorian mothers of children under 18 including:

• 96% who are the main grocery buyer

• 97% who spend $200 or more at the supermarket in an average week

• 97% who have bought pharmacy items in the last 4 weeks

Mel and Ben - all people 25-54
51% of Herald Sun readers are aged 25-54

Combined, News Corp Australia products reach 94% of Victorians aged 25-54 including:

• 94% who have children aged under 18

• 95% who are employed including 95% who work full time

• 96% who are currently paying off their mortgage

• 94% who have renovated their home in the last 3 months and 93% who have redecorated or refurbished

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.
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Print Web Tablet Mobile

  

ME-TIME

H
O

M
E M

A
K

ER

DECISION MAKER

W
O

RK
ER

MOTHER

Print Web Tablet Mobile



HERALD SUN      MEDIA KIT 2015/16      9

FROM THE EDITOR

EDITORIAL TEAM

OUR AUDIENCES

OUR BRANDS

CREATIVE OPTIONS

SIZES

DEADLINES

SPECIFICATIONS

INSERTS

TERMS & CONDITIONS

CONTACTS

M
44

53
2

ME-TIM
E

FINDING BALANCE

WHAT’S GOOD FOR M
E?

W
H

ERE DID SHE GET THAT?

Belinda - women 25-39
370,000 Herald Sun readers are women aged 25-39

Combined, News Corp Australia products reach 93% of Victorian women aged 25-39 including:

• 93% who have bought clothes in the last 12 months

• 94% who use toiletries and personal care products

• 94% who have bought personal products in the last 4 weeks

• 95% who use cosmetics and 95% who have bought pharmaceutical/health products in the last 4 weeks

George and Anne - Baby Boomers
31% of Herald Sun readers are Baby Boomers

Combined, News Corp Australia products reach 96% of Baby Boomers including:

• 97% who have $500,000 or more in savings and investments and 97% with $1,000,000 or more

• 96% who have shares

• 96% who have any kind of investment products

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Print Web Tablet Mobile

LE
IS

URE A
ND RELAXATION

PLANNING A
HEAD

KEEPING ABREAST

LIFESTYLE INSPIRATION

Print Web Tablet Mobile
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Joe and Kate - home owners
1,949,000 Herald Sun readers are home owners

Combined, News Corp Australia products reach 95% of home owners including:

• 96% who have bought hardware/gardening products in the last 12 months

• 96% who have renovated their home in the last 3 months

• 96% who redecorated in the last 3 months

FA
SHIO

N HUNTER

EXPERIENCE H
UNTER

INFORMATION HUNTER

ENTERTAINMENT HUNTER

Eddie and Jane - all people 18-24
331,000 Herald Sun readers are aged 18-24

Combined, News Corp Australia products reach 87% of Victorians aged 18-24 including:

• 90% who have had a drink at a hotel/wine bar in the last 3 months

• 91% who have been to a nightclub in the last 3 months

• 91% who have been to a concert in the last 3 months

• 88% who have been to the cinema in the last 3 months

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Source: emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Nielsen Online Ratings Mar 2015. Total Audience (last 4 weeks). Filter: Vic.

Print Web Tablet Mobile

Print Web Tablet Mobile
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WE’RE FOR AUSTRALIA
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HERO

P24

ROSIE BATTY NAMED 
AUSTRALIAN OF THE YEAR 

AND PAYS TRIBUTE TO 
TRAGIC SON LUKE  

CAHILL’S 
AUSSIE 
PRIDE

EVERY 
HONOURS 

WINNER

GEOFFREY 
BLAINEY 
WRITES

TOMIC OUT AS RAFA FIRES
YOUR AUSTRALIAN 
OPEN NEWSPAPER

REPORTS, PICTURES: PAGE 7, SPORT 
ALL THE OZ DAY TENNIS ACTION: HERALDSUN.COM.AU

P27-29 P7

$1.30 (inc GST)   HERALDSUN.COM.AU  MONDAY, JANUARY 26, 2015

ROSIE Batty has dedicated her
Australian of the Year award to
her son Luke, as she vows to
continue her fight against dom-
estic violence. 

“He is the reason I have
found my voice and I am able to
be heard,” Ms Batty said as she
received the honour last night. 

“Luke, my little man, you did
not die in vain and will not be
forgotten. You are beside me on
this journey.”

Wiping away tears, the emo-
tional Melbourne mum ac-
cepted her award from Prime
Minister Tony Abbott at a cer-
emony at Parliament House in
Canberra. 

Ms Batty has become a
passionate advocate against
family violence since Luke was
brutally murdered by his father
last February. She promised to
continue to bring the issue “out

from these shadows and into
broad daylight”.

The three other Australian of
the Year awards for senior, jun-
ior and local hero also went to
women – the first time in the
honours’ 55 years.
FULL REPORT, PAGE 5

With over 3.2 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 and 
Dermott Brereton 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 for 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  
Mar 2015, Vic 14+, Nielsen Online Ratings Mar 2015, Vic 14+.  
^ News Limited Sections Research, 2009. 

Herald Sun
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SPORT ROBBO
GO HARD OR 

GO HOME 
PAGE 60 Monday first

CATS 
STAND 

TALL
Stokes, Bartel, Lonergan hurt

Ablett to stay with Suns
Cats win the four points, just

A WOUNDED Geelong can
turn its season around on the
back of an inspiring second-
half comeback against Gold
Coast, says coach Chris Scott.

The Cats were reduced to
one player on the bench for the

last quarter but held

off a rejuvenated Suns to win
their first game this season.

With full-forward Tom
Hawkins a late withdrawal for
family reasons, the Cats lost
Jimmy Bartel (knee) and Ma-

thew Stokes (ankle) in the first
half before Tom Lonergan
(concussion) was stretchered
off in the third quarter.

“I’m really proud of our
players, the way they respond-
ed,” Scott said.
CONTINUED PAGE 61

SCOTT GULLAN

HAWKS RELOAD WITH 
INTENSE PRESSURE PAGE 62

SUPERSONIC BOMBERS
ON ANZAC MISSION PAGE 58

GEELONG 16.9 (105) GOLD COAST 13.18 (96)

Geelong’s Tom Lonergan 
is knocked out as Gold 
Coast’s Sam Day attempts 
a mark at Simonds 
Stadium yesterday. 
Picture: COLLEEN PETCH

PHEW

OUCH
OUCH

Find your local Victorian dealer at kia.com.au or call 131 KIA/131 542

END OF
FINANCIAL YEAR

OFFERS

Offer ends June 30 2015, or while stocks last. Vehicles must be purchased between 1st April and 30th June 2015. Offers valid while vehicle stocks last and exclude fleet, government, commercial use and rental buyers. Kia reserves the right to change, supersede or extend these offers. Premium Paint at additional cost. 
A. Recommended drive away price for Cerato S petrol hatch and sedan with automatic only, savings based on CTP, registration, stamp duty and automatic transmission.B. Recommended drive away price for Sportage Si manual. C. Recommended drive away price for Sorento Si auto with family pack valued at $3,400 RRP. 
Gift card can be printed from www.kia.com.au/giftcardoffer or available at the participating dealer. Gift card must be claimed, completed and redeemed at the time of purchase at participating dealers and the $1,000 amount will be deducted from the purchase price of the vehicle. *Kia’s unlimited km 7 year warranty. Note: 
7 year/150,000km warranty for vehicles used for the following: rental vehicles, hire cars, taxis, courier vehicles, driving school vehicles, security vehicles, bus and tour vehicles. Capped Price Servicing: Maximum payable for specified number of manufacturer’s standard scheduled maintenance services up to 7 years or 
105,000kms, whichever occurs first. Complimentary Roadside Assistance for the first year. Renewed yearly by completing scheduled maintenance services at Kia Dealerships (up to maximum 7 years). Terms and conditions for Warranty, Capped Price Servicing and Roadside Assistance can be found at kia.com.au  KIA48HSOBC

$19,990
A

DRIVE AWAY

FROM

CERATO S HATCH

•110kW engine•6 SRS airbags  
•iPod connectivity with Bluetooth®  

•Front corner and rear parking sensors with dash display

FREE AUTO  
~SAVE $4,300~

$37,990
C

DRIVE AWAY

NOW FROM
~RUN OUT OFFER~ 

SORENTO Si
$26,990

B

DRIVE AWAY

FROM

SPORTAGE Si

•Front fog lamps•Rear parking sensors 
•16" alloy wheels•Cruise control

•17" alloy wheels•Reverse camera•Rear parking sensors
•Dual zone climate control air conditioning

$1,000 GIFT CARD
FREE FAMILY PACK ~VALUE $3,400~

Pack includes:•Alloy nudge bar•Side steps 
•Cargo mat•Floor mats•Weathershield set

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 “Robbo” 
Robinson, the Herald Sun team has the heaviest 
hitters in footy - with triple premiership player 
and columnist Jonathan Brown, dual premiership 
player David King, premiership player and 
Brownlow medallist Shane Crawford and five-
time premiership player Dermott Brereton. 
Not to mention 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’ and Jon Ralph’s 
‘The Buzz’. The Score, sports news and gossip 
column, appears on weekdays and culminates in a 
mega column on Sundays. 

65 per cent* of Victorians will turn to a newspaper 
in the lead up to, during and after the AFL Grand 
Final in order to stay informed and receive the full 
picture. 

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 team the 
Melbourne Storm, A-League’s Melbourne Victory 
and Melbourne City, 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

*Pulse Panel Sport Study, May 2014 (Vic).
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RISING SUN: STEADY AS SHE GOES SAYS INSURANCE GROUP’S NEW CHIEF, PAGE 28

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

5946.6 5916.2
17,977.04 27,561.49 19,908.68 $26.34 $9.28

5940

5948

5955

5963

5970

The share market has closed lower 
due to falls by miners, the big banks, 
retailers and Telstra.

-11.90 -0.20%
-45c   -4.62%+$1.69   +6.86%

-13.70 -0.23%
-80.61 -454.85 +3.22

DOW JONES HANG SENG NIKKEI SIRTEX MEDICAL WORLEYPARSONS

10 11 12 1 2 3 4

Business
Daily

Australia's leading
business commentator

The Budget 
certainties in 

life are deficits 
and taxes

TERRY McCRANN
Page 29

IN THE BLACK
Brave new world of a 

one-time miner 

Nation 
put on 
notice

IMF tips slower growth 
THE world’s leading economic
group has cut its growth fore-
cast for Australia as the nation
feels the crunch from the rout
in commodity prices.

The global commodities
downturn is hampering the
economy, the International
Monetary Fund says, and as a
consequence, the jobless rate
will also rise more than pre-
viously forecast.

In its latest World Econ-
omic Outlook report, released
overnight, the IMF said it now
expected Australia’s economy
to grow 2.8 per cent this year.

This is slightly lower than
the 2.9 per cent forecast by the
fund in October 2014.

The group predicted a rise
in the nation’s unemployment
to an average of 6.4 per cent
this year — up from its 6.1 per
cent forecast last October.

“The downturn in the glo-
bal commodity cycle is con-
tinuing to hit Australia’s
economy,” the World Econ-
omic Outlook report said.

It said the downturn was
“exacerbating the long-antici-
pated decline in resource-re-
lated investment”.

But it said low interest rates
and the fall in the Australian

dollar would encourage ac-
tivity beyond mining. “Sup-
portive monetary policy and a
somewhat weaker exchange
rate will underpin non-re-
source activity,” it said.

The Reserve Bank cut the
official interest rate to a his-
toric low of 2.25 per cent in
February, and the Australian
dollar has fallen almost US20c
since mid last year.

The IMF said growth in
gross domestic product would
recover next year, rising to 3.2
per cent, with the jobless rate
tipped to ease to 6.2 per cent.

Further afield, the report
said global growth would re-
ceive a boost from lower oil
prices, which have fallen about
55 per cent since September.

But it warned the benefits
would be “more than offset” by
negative factors such as invest-
ment weakness as both ad-
vanced and emerging markets
lowered their medium-term
growth expectations. Global
growth for 2015 is forecast to
be 3.5 per cent, while 2016
growth is tipped at 3.7 per cent.
jane.harper@news.com.au

JANE HARPER
THE ECONOMY

IRON CURTAIN?
Pressure on junior miners 
grows as shockwaves keep 
rolling across industry

n BHP Billiton, Rio Tinto 
among miners on review for 
credit rating downgrade

n Fortescue overhauls staff 
rosters in move that could 
cost 700 jobs

n Standard & Poor’s warns  
it may cut Western 
Australia’s credit rating

n Sinosteel’s Bluehills 
mine to be shut down 
earlier than expected

n Citi analysts say 
BC Iron should cease 
production to save cash

Shock and ore as downgrades loom 
THE nation’s biggest miners
— as well as Western Australia
— have had their credit ratings
put on review for a downgrade
following the plunge in iron
ore prices.

And Fortescue Metals is
overhauling staff rosters in a
move likely to cost hundreds of
jobs, while analysts at invest-
ment bank Citi say junior
miner BC Iron should moth-
ball its mines.

In another bleak day for the
nation’s ailing iron ore indus-
try, Standard & Poor’s put
eight major miners, including

BHP Billiton, Rio Tinto and
Fortescue, on negative credit
watch after drastically cutting
its forecast for the price of ore.

The ratings agency also put
the state of WA on negative
credit watch, warning crashing
iron ore prices threatened its
AA+ rating and noting its Gov-
ernment had “limited political
will to make difficult deci-
sions”.

It came as Fortescue an-
nounced the roster overhaul in

an attempt to further slash
costs, potentially resulting in
more than 700 job losses.

Fortescue will change its
roster from eight days on, six
days off to two weeks on, one
week off at its Pilbara mines.
The miner has not said how
many jobs will go, adding it will
explore internal transfer op-
tions.

“While we would prefer not
to have to change what has
been a successful and differen-
tiating roster for Fortescue, we
are taking steps in response to
the threat of oversupply in the

market,” chief executive Nev
Power said in a statement. 

Stockbroker Patersons Se-
curities estimated it could re-
sult in as many as 765 workers
losing their jobs. The Austra-
lian Workers’ Union said about
450 positions were at risk.

The iron ore price climbed
early yesterday to $US48.82 a
tonne but still remains at a
near decade low.

The prolonged slump has
put all junior miners under-
water and raised questions
about Fortescue’s profitability.
CONTINUED PAGE 28

JOHN DAGGE
RESOURCES

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 59,000* professionals and 
managers who read the Herald Sun BusinessDaily 
every weekday. Read by around 43,000* university 
educated readers, BusinessDaily is also the paper 
of choice for 21,000* 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.

BusinessDaily

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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Should we save or borrow? 
IF we were to pick one word 
to describe the Australian 
economy at the moment, it 
would have to be confused. 

Without a mining boom to
fall back on, there are more 
questions than answers about 
what’s next for the country.

Consumers are torn on 
whether to use record low 
interest rates to save and pay 
off debt, or to spend, borrow 
and invest while it’s cheap 
to do so.

Businesses are coming to 
terms with the Government’s 
mixed messages – last year a 
confidence-sapping austerity 
budget, this year tax cuts 
and 
a message to 
start 
spending.

The 
Governm
ent has its 
work cut 
out for it 
balancing 
falling 
commodity 
prices, 
returning to 
surplus and actually 
implementing policy. 

And lastly, there are 
potential property bubbles in 

Sydney and Melbourne, China 
slowing down, a patchy US 
recovery 
and ongoing uncertainty 
around Greece. 

So let’s cut through the 
avalanche of economic data 
and the political spin to check 
the pulse of the Australian 
economy as it stands right now.

.ECONOMIC GROWTH
The release of positive GDP 
figures last week provided a 
much-needed shot in the arm 
for the domestic economy – 
and proved all the economic 
doomsayers wrong again.

GDP grew by a seasonally 
adjusted 0.9 per cent in the

March quarter, for an
annual growth rate

of 2.3 per cent.
This beat analyst
expectations of
0.7 per cent
quarterly
growth,
although the 12-

month figure is
still well below the

long-term average 
of about 3 per cent.

Still, it’s a good sign for the
economy and will have lots of 
people breathing a little easier 
(including the Government, 

which forecast 2.75 per cent 
GDP growth for 2015 in the 
budget). So the economy 
continues on its record- 
breaking 25 consecutive 
years of economic growth.

The bottom line is the 
economy is doing okay. Not 
great, but  pretty good compared 
with most other countries.

INTEREST RATES
The day before the GDP data 
was released the RBA opted 

for a wait-and-see approach to 
monetary policy, keeping rates 
on hold for the month.

With the cash rate at a 
record low of 2 per cent, there’s 
already enough incentive for 
business and consumers to get 
out there and spend without 
encouraging more dangerous 
speculation in asset markets.

Interestingly, there was no
mention of a specific easing bias 
in the RBA’s policy statement, 
which could indicate that 

further cuts are off the table for 
the moment.

We think it’s more likely 
the RBA is waiting to see how 
things play out. Expect next 
month’s decision to be revealing 
in terms of longer-term 
monetary policy direction.

PROPERTY 
We’ve had repeated warnings  
about potential housing bubbles 
in the Sydney and Melbourne 
property markets, including  

from Treasury Secretary John 
Fraser and ASIC chairman 
Greg Medcraft.

But while it’s true that these
markets are hot, it’s not the case 
for rest of the country.  And 
monetary policy affects the 
whole country.

The focus is now shifting 
towards regulators and lenders 
to bring speculative investment 
under control, and all of the 
major lenders have recently 
tightened up their lending 
standards to investors. Watch 
this space.

Also watch the huge number
of new apartments being built 
in Sydney and Melbourne over 
the next two years. It’s all about 
demand and supply.

THE WORLD AROUND US
China continues to slow to 
a more sustainable rate of 
growth, although it seems to be 
doing so gradually and with no 
indication of a hard landing. 

Greece urgently needs to 
agree on a realistic and effective 
solution with its creditors to 
bring stability to the Eurozone. 

And the eyes of the world are
closely watching the Federal 
Reserve for an indication it has  
enough confidence in the US 
economy to raise interest rates.

Until that happens, it looks
like our dollar is going to remain 
higher than the RBA would like, 
dragging on our exports and 
many domestic businesses. 

There are more questions than 
answers about what’s next

IF THERE’S ONE THING YOU 
DO THIS WEEK, IT’S...

Sun Mon Tues Thurs Fri SatWed

TO DO
Make your money work harder by timing 

payment of bills correctly.

l Discounts of 10 per cent or more are 

often available for paying insurance, car 

registrations and utility service charges 12 

months in advance.
l State governments love to get paid early 

and usually offer even bigger discounts for 

bills such as licences and registrations.

l Pay your private health fund in advance 

and lock in the previous year’s cheaper 

premium before the next April price rise. 

l June is a good time to think about 

other prepayments — such as interest on 

investment loans  or property insurance — 

to lock in a tax deduction.

Get on top 
of your finances

Plan to keep spending on track during a break, writes Sophie Elsworth

Beware a holiday budget blowout

BLOWING your holiday 
budget can leave a sour taste in 
your mouth  after enjoying a 
great getaway.

It’s easy to get caught up in
the moment and spend money 
you don’t have, but this can be 
easily avoided with some simple 
planning ahead.

The Westpac Global Travel
Study revealed one in three 
travellers have a daily budget 
when travelling, however 57 per 
cent of Aussies concede they 
have made impulse purchases 
while away.

SET A BUDGET
Westpac’s head of consumer 
finance, product and payments, 
Stephen Benton, says the first 
step is to set up a budget before 
jetting off.

“People need to spend some
time before they travel to set a 
proper, realistic budget,” 
Benton says.

The report found Aussie 
travellers spend an average of 
about $4680 per trip on a three-
week holiday. 

Setting out a plan of what 
you expect your costs to be each 
day and converting it into the 
local currency will also help you 
as a guide.

Rising Tide Financial 
Services’ managing director 
Chris Browne suggests putting 
a small limit on your credit card 
before you leave home.

“Make sure you set a credit
limit, if it’s $10,000 and you’re 
like most people you’ll just keep 
spending and spending,” 
Browne says.

MONITOR YOUR SPEND 
Benton says travel money cards 
are a good way for travellers to 
lock in currencies and check 
their balances online.

“When people are travelling
they need to have some sense of 
awareness to control their 
finances,” he says.

Benton says travellers 
should have a combination of 
cash in the local currency, use 
preloaded travel money cards 
and also have credit cards as a 
back up.

Erika Hay, 38, regularly 
travels overseas, has a five-week
trip planned to Egypt,  Jordan 
and Israel later this year and has 
a diligent savings plan in place . 
“I save money every week and 
have about $10,000 saved for 
holidays,’’ she says.

“I sometimes use travel 
money cards and I use an ATM 
to take cash out.”

Hay sometimes uses a credit
card while travelling but pays it 
off in full by the end of the 
month to avoid interest 
charges. 

Once you arrive at your 
holiday destination, Browne 
says simple cost-saving tactics 
include eating where locals eat 
to instantly save money.

MONEY CHEWERS
Expensive ATM charges and 
currency conversion costs 
can sting travellers so they 
need to be organised to 
ensure they escape 
these costs.

Some Australian
banks have affiliations 

with international financial 
institutions which helps cut 
down ATM charges.

Jetsetters should also keep
track of exchange rates to make 
sure that when they are 
converting money they are 
getting a good deal. 

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, and 
every day online, 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 also runs a monthly, online 
customer focused campaign. Thousands of 
Australian households have signed up to be part 
of the switch and save campaigns, harnessing the 
combined people power to drive competition and 
cut the cost of bills such as mortgages, electricity 
and health insurance.

moneysaverHQ reaches 294,000 Victorians every 
Monday.*

“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

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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SUNDAY, APRIL 26, 2015

FRENCH BLESSING
MONACO’S GLITZ

AND GLAMOUR

TRAVEL DEALS
10 HOLIDAYS TO

BOOK TODAY

mountain
Ain’t no

 New Zealand and 
Australian ski spots high enough

Package + save! 

Access our exclusive Escape Fares™ 

when booking 4 nights  accommodation, 

 a 7-day tour or cruise^

*Travel restrictions & conditions apply. Prices & taxes are correct as at 21 Apr 15 & subject to change without notice. Updates & corrections may be found at www.escapetravel.com.au/ads. Prices quoted are on sale until 30 Apr 15 unless otherwise stated/sold out prior. Prices are per person & subject to avail. Accommodation (if included) is twin share unless otherwise 
stated. Seasonal surcharges/blackout dates may apply. Additional levies & applicable fees specifi c to departure date may apply & are beyond our control. Payments made by credit card incur a surcharge. Prices shown are for payments made by cash in store. Escape Fares: Only available to adult travellers and are non-refundable & non-transferable. Minimum 4 nights 
accommodation or 7-day tour or cruise needs to be booked in conjunction with this Escape Fare to receive discount. This must be within the same continent of Escape Fare or as part of a stopover to destination. A non-refundable deposit of $250* per person is required at time of booking for your accommodation, tour or cruise. Your consultant will advise payment deadlines 
for airfare and if any further deposit is required for your land or cruise arrangements. Escape Fares are only available over selected dates; please ask your consultant for more details. FROM MELBOURNE. Flight Centre Travel Group Limited (ABN 25 003 377 188) trading as Escape Travel. ATAS Accreditation No. A10412.  mshs_26apr_2x6_et

The Naviti Resort 
4-Star 
 4 nights from 

$595*

Stay 4 nights with buffet breakfast daily.
Travel: 16 Apr – 24 Dec 15. Deal: 3612426

Aqua Aloha Surf 
3-Star

 4 nights from 
$375*

Stay 4 nights with free WiFi. 
Travel: 6 Oct – 20 Nov 15. Deal: 3566057

 Over 165 stores   |   escapetravel.com.au  |   1300 872 366

Fiji

$909*
return from

Everyday Airfare

$859*

Fiji Airways 
return from

Hawaii

$1449*
return from

Everyday Airfare

$1349*

Hawaiian Airlines 
return from

+ +

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. 

Regular Escape 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 reaches 560,000 Victorians every 
Sunday. It’s read by 206,000 who intend to travel 
overseas and 331,000 looking to travel interstate 
in the next 12 months.*

Escape

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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HERALD SUN 28.02.2015

HORSE

TRUE STORY
LANDMINE 
CRUSADER  

FINDS PEACE  
IN MELBOURNE

MUSIC MAN
THE RISE  

AND RISE OF
SAM SMITH

THE PROJECT’S NEW CO-HOST  
GORGI COGHLAN OPENS UP ABOUT 
HER IVF STRUGGLE AND HOW FARM 

LIFE HELPED HER HEAL AFTER  
A CUT-THROAT TV AXING

WHISPERER

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 section 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 parenting 
trials and tribulations while Chrissie Swan, 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 Saturday night 
entertaining to Sunday brunch 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 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 reaches 494,000 Victorians every 
Saturday and 82,000 women aged 25-49.*

Weekend

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.



Herald Sun      Media Kit 2015/16      18

Available across these media types: Print Web Tablet Mobile

FROM THE EDITOR

EDITORIAL TEAM

OUR AUDIENCES

OUR BRANDS

CREATIVE OPTIONS

SIZES

DEADLINES

SPECIFICATIONS

INSERTS

TERMS & CONDITIONS

CONTACTS

M
44

53
2

HERALDSUN.COM.AU TUESDAY MARCH 17 2015  27

V1 - MHSE01Z01MA

MATT 
PRESTON
My fAvE
AuTuMN 
SOuPS

WINE
TOP cAbS
fOR $25  
ANd  
uNdER

17.03.2015

Spain
grain in

The

Step-by-step guide to making paella

Eating out / dining in / your guide to great food & drink

The perfect balance of new 
places to eat out and new dishes 
to eat in, Taste has everything 
everyday foodies need to get 
their weekly cuisine fix.
Each week, Taste showcases the best in local and 
national restaurants, food trends, news about 
established and new chefs as well as how readers 
can achieve mouth-watering dishes at home.

Taste features a weekly column by Australia’s 
popular foodie Matt Preston as he gives his 
‘cravatalicious’ take on dining in and out of the 
home. Taste ‘Confidential’, wine, beer and 
restaurant reviews are all part of the weekly  
Taste mix along with delicious recipes to whip  
up at home.

Weekly recipes are designed to delight and 
inspire readers and are graded by time, ease of 
preparation and skill, and are based on in season 
ingredients and the most popular searches on 
taste.com.au.

The Herald Sun Taste 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 reaches 587,000* Victorians every Tuesday.  
80 per cent* of readers say flavour and taste are 
their priorities when choosing food.

Taste

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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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.

Read by 355,000 Victorians every Thursday, its readers are  
27 per cent more likely to have been to a concert in the last  
3 months.*

Entertainment
The Herald Sun brings the vibrant 
world of Melbourne entertainment 
into readers’ hands every day. The 
daily Entertainment pages cover movie 
listings, 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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PASSION PIT
KINDRED 

SPIRITS

BLUR
MAGICAL 
REUNION 

hammer
Underthe

Chris Hemsworth reveals the family
 man behind the mighty Thor

38 HIT THURSDAY JUNE 4 2015 HERALDSUN.COM.AU
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3 DANIEL WANG
HOUSE DA FROST

Ever seen records by Bali Hu, 
Chroma Oscura, Danny Ultra 
Omni, Eugene Tambourine, 
Morning Kids or Oto Gelb? Well, 

they’re all aliases of Californian
disco purveyor Daniel

Wang (left). Along with
Zanzibar Chanel and
Andee Frost he’ll help
THDF celebrate 7 years!

TOFF IN TOWN, CITY, SAT, 
10PM, $25, MOSHTIX.COM

2 NAKED BODIES
BAPTISM OF UZI

Quang Dinh wrote one of Little 
Red’s smartest pop songs, Forget 
About Your Man, the band broke 
up and then in 2012 he formed 
Naked Bodies, an outlaw 
cowboy band. They launch 
their Piranha (MGM) LP.

THE GASOMETER, FRI, 
8PM; SOOKI LOUNGE, 
SAT, 8PM; BARWON CLUB,
GEELONG, SUN, 3PM, 
$39.80, OZTIX.COM.AU

Muse serve up
familiar fare

Who knew Muse had an 
autopilot button?

The British stadium 
subverters hover tentatively 
above the button throughout 
this seventh album, and slap 
down on it several times.

After pushing themselves 
with 2012’s The 2nd Law (some 
dubstep, the electro wonder of 
Madness) they’ve used Mutt 
Lange (Def Leppard, Shania 
Twain, um, Nickelback) as 
producer here and reverted to 
their comfort zone of theatrical, 
bombastic stadium rock with a 
political narrative (see some 
war samples a la The Wall).

Nothing wrong with that, it’s
just that there’s nothing here 
Muse haven’t already done 
before and better.

The Globalist, all 10 minutes
of it, uses Knights Of Cydonia’s 
spaghetti western then morphs 
into a Queen ballad with lovely 
piano and Matt Bellamy’s 
sweet vocals.

The (Freddie) Mercury is 
also rising on Defector while 
Reapers flashes back to early 
Muse with high vocals and 
metal riffage. The Handlers is 
more Muse that Lange helps 
inflate while keeping the 
melodies and falsetto intact.

Psycho starts like Depeche
Mode’s swampy Personal Jesus 
before morphing into a Marilyn 
Manson song, just with 
someone who can actually sing 
handling the vocals.

Lange pumps Mercy up into
a monster that sounds like a U2 
song with a chorus that pushes 
the boundaries of what’s radio 
friendly. 

Conspiracy theorists 
(Bellamy loves them) suspect 
Dead Inside — the so-so lead 
single — is about Bellamy’s 
failed relationship with Kate 
Hudson.

This is not a bad record, just
a surprisingly familiar one from 
a band usually pushing things 
forward.

ALBUM OF 
THE WEEK

MIKEY’S 
MUST SEE 
THREE

1 EMMA 
DONOVAN 

And The Putbacks, of 
course. Donovan doesn’t 
leave home without 
them. Head to HopeStreet
Recordings party to see 
Emma Donovan, Latin 
Lotharios San Lazaro and a set 
of respectful funk by The 
Putbacks. DJ Mike Gurrieri will 
play Mojito Del So(u)l music.

HOWLER, BRUNSWICK, SUN, 8PM, 
$18, H-W-L-R.COM

[ M A T A D O R / R E M O T E  C O N T R O L ]

hhhh

Genre-snappers Young Fathers
surprised everyone by winning
the UK’s  Mercury Prize last year
and here comes another band,
Algiers, from Atlanta, who switch
from vintage TV On the Radio to

razor-sharp gospel then deranged Birthday Party 
post-punk, a foul wind a’blowing the whole time, 
bringing the rats up from the sewers to overtake the 
rat race. Remains sets the scene with the bluesy, 
peeved vocals of  Franklin James Fisher and Blood 
trots through the forest like the Headless Horseman. 
Algiers often quote  Flannery O’Connor “the South is 
hardly Christ-centred, it is most certainly Christ-
haunted.”  Yahweh’s spectre looms. Algiers are 
addictive, like watching a volcano spew. / MIKEY CAHILL

SOUNDS LIKE: sinewy arms scrambling for their lives
IN A WORD: Marxist

ALGIERS
ALGIERS

[ W A R N E R ]

hhh

As Rihanna has learned, it’s risky
to not release an album every
year. While Jason Derulo is out
touring his previous hits, young
songwriters are making new ones
for him. Cheynne is the stand-out

here, like Taylor Swift’s Style it channels Don Henley’s 
The Boys Of Summer and Miami Vice for pulsating ’80s 
pop. Keith Urban and Stevie Wonder combine 
(unexpectedly) on the unexpectedly great hillbilly 
R&B blues romp Broke. Future hit Try Me, with J-Lo, 
seriously recalls Sexual Healing but gives Marvin Gaye 
a writing credit. Take note Robin Thicke. And M-Train, 
or Meghan Trainor, sings Derulo’s name for him on 
Painkiller. It’s the best thing she’s ever done, but that’s 
not saying much. / CAMERON ADAMS

SOUNDS LIKE: more songs to get sick of on radio soon
IN A WORD: slick

EVERYTHING IS 4
JASON DERULO

[ P I A S ]

hhh

Big shoes to fill. Leftfield’s back
catalogue is as consistent as
Christopher Pyne is insufferable.
This is the British act’s third
album in 26 years, comparable to
Terence Malick’s filmic output.

Now led by Neil Barnes alone, he’s followed up the 
tribal tap-thunk of Rhythm and Stealth (1999) with an 
LP that stays the course, thumping along with a 
velvety bassdrum (Bad Radio), acidic, functional funk 
of James Holden (Universal Everything), breakbeat, 
breakup beats (Bilocation) and progressive waist-
winder (Little Fish). Poliça’s Channy Leaneagh sings on 
those last two tracks. Skip Head and Shoulders feat. 
Sleaford Mods, it’s Karl Hyde-lite bantering (c)rap. 
Source is a mostly good bunch of space shanties. / MC

SOUNDS LIKE: dubby techno with flashes of the ‘90s 
IN A WORD: gestated

ALTERNATIVE LIGHT SOURCE
LEFTFIELD

[ S O N Y ]

hhhh

Bypass Better Things on A$AP
Rocky’s sophomore – he
spitefully disses old fling Rita Ora
– and it’s one of 2015’s most
reflective, and adventurous, hip-
hop releases. The Harlem

rapper/producer transcends trap (and obvious Skrillex 
hit Wild For the Night) revelling in experimental and 
existentialist cloud rap – Danger Mouse’s Holy Ghost 
more trip than hop. There are also psychedelically 
soulful spells conjured by wizard producers Kanye 
West and Mark Ronson (Everyday, featuring Miguel 
and Rod Stewart, sampled via lost Aussie band Python 
Lee Jackson). Rocky ruminates on escaping poverty 
and navigating fame while grieving late mentor A$AP 
Yams (the poignant Back Home). / CYCLONE WEHNER

SOUNDS LIKE: through a glass, Rockily
IN A WORD: revelatory

AT.LONG.LAST.A$AP
A$AP ROCKY

ARIA CHART
ALBUMS
1 EMPIRES

Hillsong United
God has won

2 TALK
Daniel Johns
Solo album misses No.1

3 PITCH PERFECT 2
Soundtrack
Film doing well

4 EUROVISION 2015
Various
First ever Eurovision Top 
10 entry! Go Guy!

5 AT LONG LAST A$AP
A$AP Rocky
Big debut from US rapper

6 X
Ed Sheeran
Six times platinum now

7 DARK NITE SWEET LITE
Hermitude
Drops from No.1

8 IN THE LONELY HOUR
Sam Smith
Touring in December

9 1989
Taylor Swift
Bad Blood is No.1

10 SOL INVICTUS
Faith No More
Falls from No.2 debut

JB HI-FI NOW
SINGLES
1 SEE YOU AGAIN

Wiz Khalifa & Charlie 
Puth
Oh it’s you again

2 LEAN ON
Major Lazer ft. MO
New album out now

3 SHUT UP AND DANCE
Walk the Moon
The video is terrible

4 UPTOWN FUNK
Mark Ronson ft. B.Mars
Who will sing this in Oz?

5 WHERE R U NOW?
Jack U ft. Justin Bieber
Another Diplo outfit, as 
well as Major Lazer

6 THINKING OUT LOUD
Ed Sheeran
Still streaming well

7 WASN’T EXPECTING 
THAT
Jamie Lawson
Inspired lyrics

8 DO YOU REMEMBER?
Jarryd James
Charting well overseas

9 RUNAWAY (YOU & I)
Galantis
Fresh entry

10 MARVIN GAYE
Charlie Puth
Features Meghan Trainor

CAMERON ADAMS
MUSIC WRITER

MUSIC LATEST 
RELEASES

hhh

SOUNDS LIKE: second hand 
Muse
IN A WORD: epic

DRONES
MUSE

LISTINGS
blogs.news.com.au
/heraldsun/mikeycahill

[ W A R N E R ]

Available across these media types: Print Web Tablet Mobile* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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APPLE WATCH
WHAT IT NEEDS TO SUCCEED

DEBORAH KNIGHT
‘I’M LEARNING TO OPEN UP’

18.03.2015

OPPOSITES 
ATTRACT

Matthew Perry and Thomas Lennon  
are no real-life Odd Couple 
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Voice brings 
Jess to tears

JESS Mauboy shed tears
of joy as she watched
her long-time idol,
John Farnham, 
perform on the Crown

Riverwalk yesterday.
Mauboy and Farnham 

headlined the Sony 
Foundation’s
River4Ward charity
lunch, raising funds
for a specialised
youth cancer centre,
The You Can
Centre, which is
currently under
construction at the
new Peter 
MacCallum Cancer
Centre site in
Parkville.

Mauboy arrived
via helicopter

(pictured below left) and 
kicked off the day by 
performing her hits.

Also there supporting the
cause were Human Nature, 
Nathaniel, Stan Walker, 
Molly Meldrum, Natalie 
Bassingthwaighte, Francesca 
Packer-Barham, Dermott 
Brereton, Barry Hall, Joel 
Creasey, Giaan Rooney and 
many VIP and corporate 
guests.

“I think I’m more looking
forward to seeing John 
Farnham (than taking a ride 
in the helicopter),’’ Mauboy 
said. 

“I’ve never seen him 
perform and he’s someone I 
look up to spiritually and 
vocally, and he’s an Aussie 
icon. I’m going to be front and 

centre, I’m going to cry, I love 
his music. Age of Reason ... 
hopefully I hear all those 
numbers.”

Mauboy said it was an 
event close to her heart. She 
also sang an emotional duet of 
I Don’t Know Much with 
Nathaniel.

“This is my fifth year and I
did the very first one in 2007 
and I remember it was actually 
with (Australian) Idol and I got 
to entertain and sing with 
everyone,’’ she said. 

“I feel as much as part of 
the family and the growth of it 
and it’s doing so well. It’s 
pretty magical to watch it 
grow and be at a different 
venue and what a spectacular 
venue, a stage built on the 
Yarra.”

confidential@heraldsun.com.au

JESSICA MAUBOY

SUE GUDINSKI and
MOLLY MELDRUM

CAMERON McGLINCHEY
and NATALIE 

BASSINGTHWAIGHTE

JOEL CREASEY MELANIE VALLEJO NATHANIEL and
STAN WALKER 

FRANCESCA 
PACKER-BARHAM

and JOSHUA 
MULLANE

Tell SmoothFM what ANZAC 
Day means to you

Entries open 07.00am 13/04/2015 and close 07.00am 24/04/2015. Open to VIC residents only. Winner drawn daily (13/04/2015 -17/04/2015 
and 20/04/2015-24/04/2015) at Level 2, 678 Victoria Street, Richmond, Victoria, 3121. Winners names published on 24/04/2015 at  
heraldsun.com.au/competitions. Total prize pool valued at $2000.00. Full terms and conditions available at heraldsun.com.au/competitions .

For your chance to receive a complete ANZAC Official Coin 
Collection, plus a $200 donation to Legacy on your behalf, head to 
smoothfm.com.au and share in 25 words or less what ANZAC Day 
means to you then listen to smoothfm 91.5 between 6am and 9am 
Monday – Friday.

O F F I C I A L  C O I N  C O L L E C T I O N

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 
focus 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.

Switched On is popular amongst TV lovers with readers being 
28 per cent more likely to be heavy consumers of television 
watching 4 hours or more a day.*

Confidential

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
^ News Limited Sections Research, 2009. 

Available across these media types: Print Web Tablet Mobile

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 
58,000* females aged 18-34 across the week, an audience 
that spends an average of 10 minutes^ reading the section. 

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

The Herald Sun also recently launched a new-look 
Confidential section online and on mobile. It’s richer, more 
engaging and more local.

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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soul+body  
bodyandsoul.com.au

march 1, 2015 

hair headaches 

simplified  
& solved

re-born
in the usa?

SURPRISING 
WAYS TO 

BOOST YOUR  
CALCIUM

INTAKE

LESSONS FROM   
A TRIP TO THE 
HEALTH MECCA 
OF LOS ANGELES

+
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Feeling great directory HEALTH, FITNESS & VITALITY

HEALTHHEALTH
ABC RELAXATION

230 Broadway, Reservoir
� 0470 315 724 MAA

BABYFACE - CAMBERWELL
� 0410 999 007 MAA

BALWYN MASSAGE
� 0401 866 801 MAA

BAYSIDE RELAXATION
2/170MartinStreet

Brighton95969275MAA
2/250CharmanRoad

Cheltenham95856670

CALIFORNIAN/SWEDISH/ Lomi
Lomi � 0466 232 343 ARC

Candy 0488 041 250
Exotic Oil Massage CBD MAA

CARLTON CHINESE MASSAGE
63 Pelham St 7 days
10am - 9pm � 9939 8867 MAA

CHINESE BODY MASSAGE
MAA. Malvern. 0425 505 888

CHINESE MASSAGE
Chinese house massage. MAA
St Albans. � 0411 561 285

CHINESE RELAXATION
OIL MASSAGE

Suite 1A/402 Chapel St, South
Yarra � 9804 8856 MAA

COBURG THERAPY MASSAGE
14 Waterfield St, Coburg, 3058
10-10 7days 9355 8884 MAA

DEEP TISSUE MASSAGE
56 Leeds St Footscray

� 03 9689 8682 MAA

DOLLS DOLLS
Malvern � 9500 9870 MAA

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

EUROPEAN MASSAGE
In CBD. Phone 0417 506 582
melbournecitymassage.com

FOREVER YOUNG MASSAGE
MAA. Oakleigh. 0430 341 888

FULL BODY MASSAGE
SPRINGVALE, Relaxation,
Deep Tissue, Shower avail,
Off street parking, Open 7 Days
MAA-1291 9546 9999

FULL BODY - OAKLEIGH
MAA. 0430 341 888

HAPPY MASSAGE South Yarra.
� 0433 669 666 MAA.

✭ HOLT MASSAGE ✭
� 0405 743 229 MAA

HOT & EXOTIC
Port Melb. � 9681-7220 MAA

LOMI LOMI MASSAGE MAA
MALVERN � 0425 505 888

✭✭ LOVELY ANGELS ✭✭
Oakleigh MAA 9563 0080

MAGIC MASSAGE CARNEGIE
� 0403 275 278 MAA

MASSAGE Centre 763 High St,
Reservoir � 9478 3297

771 High St, Thornbury
� 9480 2546 MAA

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

Melb’s Leading Masseuse
Enjoy best touch 7 days. MAA
In/Out call 0413 021 451

MIDDLE CAMBERWELL
SAKURA MASSAGE

766 Riversdale Rd
� 9972-8824. 7-Days MAA

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

Northcote Health and Wellness
� 9489 7078 M.A.A.

ORIENTAL MASSAGE 7 days,
10-8pm, 159 Eley Rd Blackburn
Sth � 03 8806 3428 MAA

ORIENTAL MASSAGE MAA
621 Plenty Rd, Preston.

9471 4623 /10 am - 8 pm 7 days

PING FULL BODY CARE
Professional Massage MAA
$30 - 30mins $50 - 1hr

Shop 19/108 Bourke St.
Taramount SC, CITY

� 9663 1366
Shop 9, Level 1, 168 Bourke St
MELBOURNE � 9018 9157
250 Victoria St. RICHMOND

� 9428 5989
Ladies & Gents Welcome!

PRESTON MASSAGE
179 Plenty Rd. Preston.

0410 489 309 MAA

RELAX FULL BODY MASSAGE.
219 Ascot Vale Rd. 10-9. MAA
� 9004 1477 � 0487 097 290

Relaxation Therapy MAA
375b Springvale Road, S/Vale
10am - 8.30pm - 0450 629 477

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

Luxury Warm 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

SENSATION
Oil massage 0451 216 680
505 Highett Rd, Highett MAA

SENSUAL Touch Lomi by an
exo t i c l ook i ng massage
therapist. Full body $50
� 0478 058 572 CBD MAA

STRONG HAND MASSAGE
NEW MANAGEMENT!!!!
Relaxation & Deep tissue oil.
29 Harrington Square, Altona.
10am - 8pm, 7days.
� 0406 529 678 (MAA)

THERAPY RELAXATION
658 Smith St, Clifton Hill

MAA � 9482 5372

THREE SISTERS MASSAGE
193QueensPdeCliftonHill

� 0406977811
340WilliamstownRoad

Yarraville � 0406977811
891BurkeRoadCamberwell

� 98820598

TOTAL BODY, BEAUTY
Painless wax, massage, facial
7 days til late 9752-2169 MAA

Total massage and wellbeing
� 9830 5948 M.A.A.

Touched By Angels
Nunawading. 9877-6838 MAA

371 Burwood Hwy, Burwood
� 8395-7348 7-Days MAA

$65 Full Body Massage
L 1/136 Martin St, BRIGHTON
9530 8828 (New Staff) MAA

Health & Fitness
Advertise your Health & Fitness

products and services here.
New sections available for

Personal Training, Health
Retreats, Day Spas, Beauty

and more
For information or to advertise

Phone 13 11 13

Herald Sun

THERE was a time when 
personal trainers were for the 
rich and famous who focused 
on looking their best. Now 
they’re for anyone looking to 
improve their fitness and 
change their lifestyle.

A personal trainer can help
people looking to lose weight, 
improve their wellbeing and 
build muscle mass, as well as 
those seeking motivation and 
accountability.

Many also use a personal
trainer to add some variety to 
their exercise routine.

Unless you are a motivated
individual who can shake off 
the shackles of winter weather 
and overcome self-sabotaging 
thought patterns that trend 
toward hibernating until the 
weather is warmer, a personal 
trainer may help you reach 
your health goals faster.

A good personal trainer will
push you hard and know your 
limits, allowing you to achieve 
more than you thought you 
could. Andre Sammut from 
Sage Institute of Fitness says 

there are many benefits from 
using a personal trainer.

And personal trainers don’t
have to work one-on-one. 

Many trainers allow you to
train with a friend or partner, 
or may run group exercises or 
small group sessions to give a 
social feel to your workouts.

Sammut says one of the big
benefits of personal trainers is 
the accountability and 
motivation they bring to your 
health plans.

“Not only will having a 
scheduled appointment with a 
trainer help motivate you to 
get off the couch and get to the 
gym, your trainer will also 
encourage you and hold you 
accountable,” he says.

A PT can also help you cut
through the overload of 
information about health and 
fitness.

“It can be difficult to sift 
through this information to 
figure out what is valid and 
what will work for you,” 
Sammut says. “Personal 
trainers work with you and 

your individual needs to 
ensure they select the best 
training modalities to help you 
reach your goal.”

If you are time poor and 
struggling to fit your workouts 
in to your schedule, a personal 
trainer can help develop 
routines, maximise your 
workouts and minimise time.

“Personal trainers will help
you create a realistic and 
achievable path to attain your 
health and fitness goals. 
Having a trainer will also help 
you maximise your workout 
time by creating routines for 
each visit,” Sammut says.

Without a set routine, 
people exercising often lose 
time while figuring out what 
exercise to do next.

A personal trainer can help
you train for an event — 
perhaps something that has 
been on your to-do list for 
some time.

“If you are training for a 
key event such as a marathon, 
charity swim, iron man, Tough 
Mudder or fun run, a personal 

trainer will create a program 
to help you achieve your goals 
and prepare you physically for 
the challenge.”

The cost of a personal 
trainer puts some people off in 
favour of watching YouTube 
videos and reading fitness 
magazines and designing their 
own workout.

But a qualified personal 
trainer offers more than that. 
One of the most important 
aspects of their job is ensuring 
their clients exercise 
effectively with the proper 
technique to avoid injury.

“Not only will proper 
technique give you the best 
results, but it will prevent 
injuries as well. A personal 
trainer will work with you to 
ensure your workouts are safe 
and effective,” Sammut says.

And if you are pregnant, or
working to overcome an injury 
or manage a medical 
condition, a personal trainer 
can help and even work with 
your health professionals to 
ensure you reach your goals.

Do you need a trainer?

A
personaltrainer may helpyou reach yourfitness goals, writes MICHELLE POUNTNEY

FINDING THE RIGHT PT
● Ask family and friends for 
suggestions.
● Consider the 
cost/payment options/any 
discounts for a certain 
number of sessions a week.
● Are they 
available at the 
times/days 
when you’re 
free to 
exercise?
● Do they 
recommend 
you complete 
a pre-
exercise 
screening questionnaire and 
consult with a health 
professional before you 
start training, particularly if 
you haven’t exercised for a 
long time, are overweight, 
aged over 45 or have a 
chronic medical condition?
● What range of physical 
activity options do they 
offer and which venues do 
they train at — outdoors, 

home gym, your home, in a 
gym where membership 
may be required.
● Find out how they tailor 
exercise programs for 
clients.

 Do you like the trainer and 
feel you can
get along
with them.
● Does the
trainer ask
questions to
understand
your goals
and what you
want to
achieve.

● How will your trainer track 
and assess your progress. 
● Ask the trainer for 
referrals from current 
clients.
Sage Institute of Fitness is 
part of the Melbourne Career 
Expo at Melbourne 
Convention and Exhibition 
Centre, Southbank, July
24-26. careerexpo.com.au 

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

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.

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
^ News Limited Sections Research, 2009. Available across these media types: Print Web Tablet Mobile
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THEY’RE DREAMIN’ 

Xxxxxxxxxxxxxxxxxxxxxxxxxxxx 
xxxxxxxxxxxxxxxxxxxx.  [PX]

Does it pay to keep quiet on your asking price when you’re selling?  [P9]

SATURDAY, APRIL 11

Realestate
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 each Saturday and includes news and 
information about buying and selling, new developments, 
suburb profiles, Dream Home, Market Wrap, advice from 
experts and open for inspections.

Sunday Realestate has just got better with a new and 
improved section that includes style guru Neale Whitaker, 
property confidential as well as those all important auction 
results. This easy to read and relaxed section gives readers 
everything they need know about real estate.

Realestate readers are 39 per cent more likely to be in the 
market to buy a property in the next 12 months.*

^ Pulse Panel Real Estate Study, Jan 2013 (Vic). 
* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+. Available across these media types: Print Web Tablet Mobile

V1 - MHSE01Z02CG

At your
service
The next battleground in the new-car market

Carsguide

Carsguide brings readers up to  
date news and reviews of all  
things automotive.
Each week 295,000* Friday Herald Sun readers read 
Carsguide in print. 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, nearly 46,000* 
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 Mar 2015, Vic 14+. 
  Nielsen Online Ratings Mar 2015,, Vic 14+.
^ News Limited Sections Research, 2009. 
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Learn
Read: heraldsun.com.au/nie Email: hsnie@news.com.au Follow:  on Facebook @newsined or Twitter @NewsInEd

Sources and useful links:
winternetbasics.gov.au
winternetworldstats.com

winternetsociety.org
whistory.com

CAUGHT 
IN THE 
WEB

WHAT IS THE 
INTERNET?

The internet is actually made 
up of millions of computers 
around the world, linked to 

each other by a network of telephone 
lines, cables and satellite connections.

The World Wide Web is the 
information and services that we 
have access to when we use the 
internet connection.

When we are using the internet  
or “web” we can also refer to it as 
being “online”.

WHY WAS IT 
INVENTED?

The internet was not invented 
as a system quite as we know 
it today. It evolved over time 

to become the essential tool used 
globally today.

More than 50 years ago, the US 
developed a communication system 
as part of its defence strategy during 
the Cold War.

The US was concerned about what 
could happen if the Soviet Union 
attacked its telephone system.

In 1962, J.C.R. Licklider, a scientist, 
came up with the idea that a “galactic 
network” of computers that could 
talk to each other could solve the 
problem.

The technology was further 

enhanced in 1965 with the 
development of computers being 
able to send information from one 
to another. This was called “packet 
switching”. Packet switching is where 
data (information) is broken down 
into blocks (packets) and sent to its 
destination. 

The breakdown of the data 
safeguarded it from attack as each 
“packet” took its own route to 
the destination. This government 
network of computers was known as 
ARPAnet.

This network was small, just four 
computers. But over time it grew and 
other networks from Hawaii, London 
and Norway were integrated. But it 
was hard for these multiple networks 
to talk to each as one network.

It took another scientist, Vinton 
Cerf (pictured below), to solve 
this problem by inventing the 
“Transmission Control Protocol”. This 
invention provided a virtual space 
for all of these distant computers to 
talk to each other. Cerf’s invention 
transformed the internet and enabled 
it to grow into what we all use today.

WHAT WAS LIFE 
LIKE BEFORE THE 
INTERNET?

The internet could not have been 
invented without two other 
major inventions of the 19th 

century: electricity and the telegraph. 
Another big invention before the 
internet, which changed how people 
communicated, was television. 

The development of the telegraph 
system into a major global telephone 
network was what allowed the 
internet to flourish.

Before the internet, the telephone 
system allowed people to call each 
other and copy documents via 
facsimile. 

A fax machine scans the original 
document and transmits it via 
telephone to another fax machine, 
which prints out a copy. 

Fax machines offered an alternative 
way to communicate other than the 
traditional postal service. 

Official communication was 
made through printed products, 
including brochures, books, reports, 
newspapers, newsletters, journals, 
catalogues and magazines.

Books also provided entertainment, 
alongside television, radio, 
newspapers, magazines, cinema and 
live shows, as they all still do.

HOW DO WE USE 
THE INTERNET?
To be able to use the internet 
you need a device that has 
access to it. The common 
devices include personal 
computers, laptop 
computers, smartphones, tablets, 
gaming consoles and smart TVs.
We use the internet to find 
information, for entertainment and to 
communicate in a multitude of ways 
with people around the world. 

We shop online and explore the 
world via travel websites and satellite 
maps, we book tickets, read, chat, 
publish, surveil and connect 
via video links. 

We use the internet 
to email and send large 
computer files around 
the world. We gather our 
news from it, personally 
through social media and 
on a wider scale around 
worldwide events.

The development of the internet 
has transformed the way people 
communicate with each other 
around the world 

Poster 1 in a series of 2 to 
complement the Web & You 
education kit. 
Compiled by Karina Grift 

PICTURE THIS:
A 12-year-old girl sits in her room 
and listens to a cassette tape from 
her older brother, describing what 
he is seeing on his travels around 
Europe. The girl just received the 
tape in the post that day and she is 
eager to hear the latest news. 

Her older sister is in the room 
next to her, using encyclopaedias 
to research a project for school. 
She is writing her project by hand 
in an exercise book. 

She has the radio playing so 
that she can listen to her favourite 
DJ who is only on that time of day 
and she doesn’t want to miss it. 
She is distracted for a moment and 
reads a handwritten note from a 
boy in class she received that day.

The girls’ mother is in the 
kitchen cooking dinner and is 
watching the 6pm news bulletin. 

Unpaid bills are sitting on 
the kitchen bench, next to the 
morning’s newspaper. 

After dinner she will write 
cheques to pay for the bills and 
post them the next day.

The phone rings and it’s dad, 
who says he is running late and he 
asks his wife if she can set the VHS 
to record a television program he 
wants to watch. 

When dad finally makes it 
home he is all smiles, he holds out 
a facsimile message he received 
from new client in another city 
saying they want to give him some 
extra work. 

 At 45.7 per cent, internet users in Asia make up almost half of the population worldwide using the internet

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 and online.

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 Web Tablet Mobile
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Government Careers

PRISON OFFICER
INFORMATION SESSION 
NORTH WEST METROPOLITAN AREA 

If you’re looking for a new challenge and the chance to make a difference,
then working as a casual prison offi cer could be just the job for you. 

6pm, Wednesday 10 June 2015, Sunshine 
Applications are currently open for casual positions available at the 
Metropolitan Remand Centre, maximum security, male facility located
in Truganina.

To register your attendance or to apply for these casual roles online, 
please visit correctionsjobs.vic.gov.au or call 1300 304 128.
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Aboriginal and/or Torres Strait Islander people are strongly encouraged to apply.

Professional,
Office & Sales

A C C O U N T A N T T r a i n e e
Permanent - Full Time. We are
looking for an enthusiastic
person to join our team based in
Fawkner. We will provide
excellent on-the-job training in
all aspects of business &
taxation services. Email your
resume & transcripts to:
kris.chandra@
kcandassociates.com.au

Government Careers

For more information scan the 
QR code or visit the careers 
section of our web site: 
www.mornpen.vic.gov.au

Statutory 
Planner
•   Permanent Full Time
•  Salary:  $64k to $74k
•  Ref:  10287
Closing 19 June 2015, 12.00noon
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Accounts Assistant
Melbourne
job ref. 1276, An active,
dynamic recruitment company,
seeking an Accounts Assistant.
Looking for communicative and
motivated employees for immedi-
ate start. Only excellent candi-
dates need apply as this is a
permanentpositionwithpotential
for a significant promising career.
Optical Training will be provided,
but you must be eager to learn
and have the ability to work effec-
tively in our environment from
your first day.
mga—gurbir.singh@ mail.com.

A SALES CONSULTANT
We are looking for an Energetic,
Confident Salesperson
✭ Easy to earn over $1,100 p/w
✭ Paid Training
✭ No Experience Required
✭ Based in Melb CBD
Call 0414 173 615 To Apply!

Sales Professional
Energetic Salespeople wanted.

Interviews today.
✭ Full Training
✭ Earn $1,000+ p/w
Call 0411 055 050 To Apply!

Community Health & Welfare

Senior Child Protection 

Worker
Country Services 

Web Search No: 009514, 009650

Level/Salary: Level 2, SC, $87,137 - $96,303 pa – 

PSGOGA

Two (2) permanent full time positions available.

Work in the areas of child protection, children in 

care, and family support by investigating serious 

concerns about the welfare and safety of children 

taking action appropriate to the situation.

To Access Detailed Information: jobs.wa.gov.au 

and key in the Web Search No. or Ph: 9222 2901 to 

be mailed an info pack. 

For Specifi c Inquiries: Please contact Belinda 

Wainwright on (08) 9965 9500. 

Location: Geraldton

Closing Date: Wednesday, 10 June 2015 at 

4.00pm.

Government of 
Western Australia
Department for Child 
Protection and Family Support 

SPORTS BROKER
We are a Leading Corporate
Hospitality Company requiring
an enthusiastic, hard working
and reliable individual to join
our sales team. No experience is
required as full training will be
provided.
Call Anthony on 038 610 6580
or Email: enquiries@stadium
hospitality.com.au

SALES
REPRESENTATIVE/

ACCOUNT MANAGER
A full time position exists for a
Sales Representative/ Account
Manager wi th a lead ing
plasterboard distributor.
We are seeking a motivated,
r e l i a b l e i n d i v i d u a l w h o
understands the values of
ma in ta in ing an ex i s t ing
customer base and to expand
our business. Experience in
sales & the building industry is
essential. An excellent salary
package, including company
vehicle is on offer.

Please send resume to:
steve@plastergroup.com.auor

fax (03)98786604

Storeperson
Collingwood
We are a leading aftermarket
prestige autoparts co. looking for
a reliable, experienced
Storeperson. Warehouse skills, a
positive attitude & able to work
well in a team would be an advan-
tage. Please call Michael after
10am.
Phone: 03 9230 6830

TELEMARKETER
For Office In Tullamarine.

Mon - Fri :
9am - 1pm or 1pm - 5pm
Hourly rate + bonuses

Phone Jenny
� 9330 2274

Trades, Services
& Industry

Apprentice Plumber
Rowville
Specialising in Roof Plumbing.
must have own car. no exp req’d.
SE suburbs..
Phone: 0438 262 101

APPRENTICE 1ST YEAR
PLASTERER /CARPENTER
Required for full time work in
North Western suburbs. �
0418557770 or 0408355896

SATURDAY 6. 6. 2015

JOINING THE 
PAPER TRAIL

Reduce, reuse and recycle - what you 
can do to save the planet and boost 
your pay, writes Cara Jenkin PAPER CHASE: Stuart Symons and Kate Bagley are part of a campaign at their credit union to cut paper 

use, with benefits for not-for-profit groups.  Picture: BIANCA DE MARCHI

WORKERS who leave lights 
on, put plastic containers in the 
food waste bin and make the 
airconditioning colder in 
summer may be costing 
themselves a pay rise as well as 
damaging the environment.

Research shows even small
businesses can spend tens of 
thousands of dollars a year on 
energy usage, which can be 
reduced at least 30 per cent by 
introducing energy efficient 
measures as simple as turning 
the lights off. 

About 11 per cent  of 
Australia’s carbon emissions are 
from commercial buildings.

Money outgoing on business
costs can be better spent on 
rewarding staff who make the 
effort to go green by only 
running the dishwasher when
it is full, emailing files instead 
of posting them, and diverting 
paper to the recycle bin instead 
of the rubbish bin.  

At the very least, they will 
create  a healthier workplace for 
themselves. Axiom Projects 

research finds workers in 
environmentally friendly 
workplaces are more productive 
– taking fewer sick days, 
increasing typing speed and 
accuracy, and improving job-
satisfaction levels. 

Pangolin Associates 
managing director Iain Smale 
says most staff do the right 
thing. But many are unaware    
of just how much a company 
can save by participating in 
environmental initiatives.

The consultancy, which 

works with businesses and 
governments in every capital 
city to increase efficiencies, 
finds some companies can save 
up to 90 per cent of their 
lighting costs just by switching 
to globes with a longer life span.

“We had one organisation
save more from not having to 
get them changed every six to 
nine months rather than the 
energy saving,” Smale says. “Ad-
justing the thermostat even just 
one degree can save 8 per cent 
in airconditioning. In printing, 

there’s the toner consumption, 
postage, power use and printing 
itself and one single action (not 
printing a document) can lead 
to four or five different savings. 
A board room may only be used 
once or twice a day, so hit the 
lights off or use motion sensors 
to turn the lights on and off.”

Bringing a jumper in winter
or wearing light clothing in 
summer so that airconditioning 
can be set at a more efficient 
temperature might pay off too.

Recycling bins (82 per cent)

and staff joining  green teams 
(31 per cent) are the two most 
common initiatives  used 
by businesses to be 
environmentally friendly but 
having re-usable dishware (27 
per cent) and awards programs 
also are popular (17 per cent).

Bond University research 
finds employees will feel better 
as those who work in green 
buildings are 38 per cent more 
likely to be comfortable and 
15 per cent less likely to 
suffer headaches. 

STAFF at People’s Choice 
Credit Union have been 
issued a Paper Mass Index 
based on the amount of 
paper they had on their 
desk and in storage.

They were challenged 
to reduce the amount of 
paper received, produced, 
handled, stored, archived 
or destroyed.

Spokesman Stuart 
Symons says workers have 
so far reduced the amount 
of paper they use by 51 
per cent, while the 
amount stored has fallen 
by 61 per cent.

The surplus office 
supplies it led to, such as 
in-trays and folders were 
then donated to not-for-
profit groups.

Healthy, 
happy - 
make the 
switch

SEARCH FOR MORE 
JOBS ONLINE AT  

                                      
.COM.AU                                                 

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.

With a slight male skew, CareerOne reaches 146,000 
Victorians every Saturday.*

* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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List your ad in metro & local 

papers, web & mobile sites 

Post 6 photos on the web 

UNTIL SOLD

FROM $30

SELL YOUR CAR

Car Finance

EAZY CAR LOANS
✭ From.$50PW ✭ Financing

Cars,Commercial 4x4s
97527178or0405705134

NEED a car from $10 per day.
Conditions apply � 9794 7171

Car Rentals
NEED a car from $10 per day.
Conditions apply � 9794 7171

Car Removal
GET CASH NOW-In Any Condition
$$ CARS TRUCKS VANS UTES $$
LMCT 9877 FREE PICK UPS
� 9308 6555 or 0412 333 830

IMLACHS for END OF LIFE
Cars, 4WDs, Vans, Trucks

Drive in - 7 days - For $$$ POA
Ph. 1300 652 070 LMCT 1229

OLD CARS WANTED!
DEAD or ALIVE!

To Dispose of a Car Call TAR
Nobody pays more $$$$$$$$

than Total Auto Recyclers
Ph: 1300 365 221 LMCT-9094

www.tar.com.au

Car & Auto
Parts

AMRICH.
Personal plates, b/w, $500,000
ono. � 0400 410 498

Motorcycles
& Scooters

CASH4MOTORCYCLES
� 0412 911 753 LMCT11335

Property
Residential
Investments

DEV LAND no not $350K per ac
only $35K per acre. Develop
now or landbank for later.

� 0429 788 800

Flats,
Townhouses,
Units to Let

Aircon BedSit Studios s/cont
BERWICK $200-$200/w
CAULFIELD $240-$260/w
FRANKSTON S $205-$230/w
Inc Bills, Opt Furn, close train
� 9012 3445 0425 778 761

ARDEER $215 p/w no bills
1 bdr unit, cls to all ammens,
suite 1. � 0411 664 669

Rooms
& Board

EAST BENTLEIGH
Full board, 5 star rating, homely
atmosphere, country person
welcome. � 9563 7031

ESSENDON FF room, close to
city transport � 0419 540 419

Footscray ff lge rm cls rail/shp sgl
only no bond/bill 0425754799

Cars Wanted

CASH FOR 
CARS
t&WFSZ�NBLF���.PEFM

t�$BST�t��8%T�t�$PNNFSDJBMT�
t�*OTUBOU�&'5�1BZNFOU�
t�'JOBODF�$POUSBDUT�4FUUMFE�
t����ZFBST�&YQFSJFODF

	�4DPUU�	��
��������������������������

CARS WANTED
Every make and model. Cash
Today. 9497-1214, Lmct 9902

HOLDENS WANTED
All Types and models, any
condition. Cash today
9497 1214 LMCT 9902

LATE MODEL
CARS, COMMERCIALS AND

4x4’s WANTED NOW
Instant payments, unbeatable
offers. Easy fast hassle free
service. We come to you.
LMCT 7430 0418 393 129

TOYOTAS WANTED
All Types. Cash Today.

� 9497-1214, Lmct 9902

Boating
& Marine

ALL BOATS WANTED
We come to you. Cash paid

1300 306 972
webuyboats.com.au

✭ BOATS WANTED ✭
CA$H PAID or CONSIGNMENT

� 0417 353 681 �

Share
Accommodation

BUNDOORA $180 P/W, great
location � 0425 775 957

MATURE WOMAN
would like to share her large
home with a mature woman of
good health. Also share bills
and housework. Reference
required. For more information
please call Mary on

0431 049 336

Narre Warren South
1 room, $170 p/w no bills

0418 175 351

Coast &
Country
Properties

AA BARGAINS
3, 6 or 10 acre lots

All Services, STUNNING VIEWS
Over lake, wetlands.

Extra Special ✭ $139,500 ✭
LJ Hooker � 5762 1000

AAA Wanted acreage for
sub-division. Turn your land
into cash. Call 0418 355 759

Almost 50 Ac timbrd block, Only
$999 per ac. Call 9840 8777.

Gold District, build on almost 3
acres close town centre Only
$49,950 Call 9840 8777.

Summer boating? Winter skiing?
Build on this 1 acre+ Only
$89,500 Call 9840 8777

Business
Opportunities
& Franchises

BUSINESS WANTED TO
BUY UP TO $5M

C o r p o r a t e m a n a g e m e n t
company wishes to buy cash
f l o w o n l i n e b u s i n e s s /
manufactur ing/wholesale /
distr ibution to add onto
e x i s t i n g t e a m o f v e r y
experienced accountants and
commercial/ retail managers.
We wish to purchase companies
that can be managed from our
Australian head office.
If you have a business and wish
to sell it while staying in the
business, we are interested.
Other business we presently
own and manage are Hotels,
Medical Centers, Shopping
Centers and Restaurants
Contact: manager@
chairmansoffice.com.au

SHOEBOX BOOKKEEPING Do
you want to create a better bal-
ance between work and lifestyle?
Are you an experienced book-
keeper/accountant? Do you want
flexibility? Contact us now!, 0423
895 786.

Notices
Introduction
Agencies

Asian Lady Specialist
We have a large database of
quality Asian ladies looking for
genuine relationships.

Please Call � 9670-4551
or � 9670 - 4553

www.metropersonal.com.au

Chat Line
ABBY 19YO 1902 227 862

$2.45/min pay/mob extra

GAY/BI Chat/Voice Mail. 1000’s
of callers. 1902 262 558.
$1.75per min pay/mob extra.

HOT LADIES 1901 144 144
$1.98 per min pay/mob extra.

HOT Sizzling Sisters $2.45/min
pay/mob extra 1902 227 875

LIVE HAPPINESS 1902227823
$2.45/minpay/mobextra

MATURE Women40+ $2.45/min
� 1902 228 100 pay/mob extra

Older Ladies 60-70yo $2.45/min
1902 227 839 pay/mob extra

100% Sexy Chat 1902 227 867
$2.45/min pay/mob extra

Psychic
Phone Line

absolutesoulsecrets Angel
Michael Guiding 1902214888
$2.97 p/min pay mobile extra
1300214888 c/c $2.49/min

Public Notices

✩ ★ RICKY GASHI ★ ✩
Looking forward to lovingyou

lots thisweekend.TCx
� � � � � � � �

TRAYTECH PTY LTD of 14
Raimeno St, Lalor VIC 3075 has
made appl icat ion to the
Licensing and Regulation
Division for a Private Security
Business Registrat ion to
provide the service of security
equipment installers.
Any person wishing to object to
the granting of the registration
has 14days fromthe dateof this
advertisement to lodge an
objection in writing to Licensing
and Registration Division,
GPO Box 2807,
Melbourne VIC 3001.

Wanted To Buy
BUYING 1966 50 CENT COINS
AllAustralianpre-decimal silver
coins and banknotes, all gold
c o i n s , w o r l d c o i n s a n d
banknotes, tokens, medals,
badges and militaria. TOP
P R I C E S P A I D / S E L L a t
Auction. www.statusint.com

I.S.Wright � 9650-2345
241 Lonsdale St Melbourne

DECEASED ESTATES CASH Old
furn, china + bric 0419 509 111

GOLD to $60pg, big diams. 352
Plenty Rd, Preston. 9478 3328

Travel

Overseas
Travel

BALI/VIETNAM BEST PRICES
9730 2364 L/31996w

Law Notices
CORPORATIONS ACT 2001

MOUNT ZION STRICT BAPTIST
CHURCH PROPERTY

BOARD INC.
(IN VOLUNTARY
LIQUIDATION)

REGISTRATION NUMBER
A0036666X

MEMBERS VOLUNTARY
WINDING UP

NOTICE INVITING FORMAL
PROOF OF DEBT OR CLAIM

Notice is hereby given that
Leonard A. Milner of Venn
Milner & Co., Suite 1, 10 - 12
Chapel Street, Blackburn,
Victoria 3130 was appointed
L iqu idator of the above
Incorporation in a Members
Voluntary Winding Up on 30
May 2015.
Take note that any person
claiming to be a creditor of the
Incorporation is required on or
before the 1 July 2015 to prove
their debts or claims and to
establish any title they may
claim in accordance with
Corporations Act 2001 -
Form 535 Formal Proof of Debt.
In default they will be excluded
from the benef i t of any
distribution made.
A formal Proof of Debt may be
obtained from the Liquidator.
Dated 3 June 2015
Leonard A. Milner,
Liquidator
C/- Venn Milner & Co
Suite 1, 10 - 12 Chapel Street
Blackburn, Vic. 3130

CREDITORS, next of kin and
others having claims in respect
of the Estate of PRADEEP
VRAJLALL SONI deceased
intestate, late of 113, 233
Dandenong Road, Windsor,
Financial Advisor, who died on 3
March 2014 are requested to
send particulars of their claims
to the Administrator, YAJNA
SONI care of the undersigned
Solicitors by 7 August 2015
after which date she will convey
or distribute the assets having
regard only to the claims of
which she then has notice.
SLATER & GORDON, Solicitors,
100 Paisley Street, Footscray

LLOYD KEITH MORRIS late of
1 St Johns Lane Mt Eliza Victoria
Retired deceased
Creditors next of kin and others
having claims in respect of the
estate of the deceased who died
on 17th November, 2013 are
required by the executors
JILLIAN MARGARET
BRANIGAN and HEATHER
MEREDITH EDWARDS to send
particulars to them care of the
undermentioned Solicitors by
5th August, 2015 after which
date the Executors may convey
or distribute the assets having
regard only to the claims of
which they then have notice.
McCRACKEN & McCRACKEN
Lawyers
60 Railway Road Blackburn
Victoria Australia

RE: Gladys Ada Cariss late of
Unit 1, 36 York Street,
Bonbeach, Victoria, Retired
deceased
CREDITORS, next-of-kin, and
others having claims in respect
of the estate of the deceased,
who died on the 27 December
2014, are required by the
trustees, Julie Anne Baker and
Anthony Stuart Cariss to send
particulars to the trustees care
o f t h e u n d e r m e n t i o n e d
solicitors by a date not later
than two months from the date
of publication of this notice
after which date the trustees
may convey or distribute the
assets, having regrd only to the
claims of which the trustees
have notice.
White Cleland Pty Ltd
Solicitors
3/454 Nepean Highway
Frankston 3199

RE: Rodney Lawrance Pegg
late of Victoria Heights Nursing
Home, 41-47 Victoria Street,
Ironbark, Victoria, Flight
A d m i n i s t r a t i v e O f f i c e r ,
deceased
CREDITORS, next of kin and
others having claims in respect
of the estate of deceased who
died on 8 March 2015 are
required by the trustee,
Margaret Jean Pegg care of
Sandhurst Trustees Limited
ACN 004 030 737 of 18 View
Stret, Bendigo, Victoria to send
particulars to the trustee by 4
August 2015 after which date
the trustee may convey or
distribute the assets, having
regard only to the claims of
which the trustee then has
notice.
Sandhurst Trustees Limited,
18 View Street, Bendigo 3550

RE: VINCENT DANIEL LAFFAN
late of 35 Wilkur Street,
Cobram, Victoria Retired
deceased
CREDITORS, next-of-kin, and
others having claims in respect
of the estate of the deceased,
who died on 2 April 2015 are
required by the trustee,
Sandhurst Trustees Limited
ACN 004 030 737 of 18 View
Street, Bendigo, Victoria to
send particulars to the trustee
by 5 August 2015 after which
date the trustee may convey or
distribute the assets, having
regard only to the claims of
which the trustee then has
notice.
Sandhurst Trustees Limited,
18 View Street, Bendigo 3550

Professional,
Office & Sales

ABSOLUTELY URGENT
T h e N a t i o n a l C a n c e r
Foundation needs 7 people
students, travellers, mature
aged or unemployed for our
fundraising/awareness door
knock campaign. PAID WORK.
Training and transport provided

Ph 9347-9248 for interview

A SALES CONSULTANT
We are looking for an Energetic,
Confident Salesperson
✭ Easy to earn over $1,100 p/w
✭ Paid Training
✭ No Experience Required
✭ Based in Melb CBD
Call 0414 173 615 To Apply!

A SALES CONSULTANT
Energetic Salespeople wanted.

Interviews today.
✭ Full Training
✭ Earn $1,000+ p/w
Call 0411 055 050 To Apply!

Storeperson
Collingwood
We are a leading aftermarket
prestige autoparts co. looking for
a reliable, experienced
Storeperson. Warehouse skills, a
positive attitude & able to work
well in a team would be an advan-
tage. Please call Michael after
10am.
Phone: 03 9230 6830

Trades, Services
& Industry

CIVIL CONSTRUCTION
LEADING HAND /SUPERVISOR
with extensive experience in
Civil works (preferably bulk)
must have valid machine tickets
and plant operation experience.
Must be a team player, long
term opportunity, reputable
company good $$$.

� BecSteele0417998401

CONTINENTAL
BUTCHER

Required full-time for North
Carlton shop. Call Damian on:

� 0402 027 319

LABOURER WANTED
Plaster hanging. Must have own
ABN and transport. Full time.
Ph 0410 866 889

RE: WALTER EDWARD FINCH
late of 8 Dray Lane, Marong,
Victoria, Textile Supervisor,
deceased
CREDITORS, next-of-kin, and
others having claims in respect
of the estate of the deceased,
who died on the 21 April 2015
are required by the trustee,
Sandhurst Trustees Limited
ACN 004 030 737 of 18 View
Street, Bendigo, Victoria to
send particulars to the trustee
by the 5 August 2015 after
which date the trustee may
convey or distribute the assets,
having regard only to the claims
of which the trustee then has
notice.
Sandhurst Trustees Limited,
18 View Street, Bendigo 3550

Liquor
Licences

APPLICATION FOR Variation of
Packaged Liquor Licence
Woolworths Limited of 1
Woolworths Way, Bella Vista,
New South Wales applied to the
Victorian Commission for
G a m b l i n g a n d L i q u o r
Regulation on 3 June 2015 for
the grant of a variation of
Licence No. 31900295, known
as Dan Murphy’s Alphington
and situated at 789 Heidelberg
Road, Alphington, Victoria. The
variation is a decrease in size of
the licensed premises.
Any person may object to the
grant of this application on the
grounds of:
● it would detract from, or be

detrimental to, the amenity of
the area inwhich the premises
are situated; and/or

● it would be conducive to or
encourage the misuse or
abuse of alcohol.

An objection must state the
reasons for the objection. All
objections are treated as public
documents. Objections must be
made in writ ing to: The
Victorian Commission for
G a m b l i n g a n d L i q u o r
Regulation, GPO Box 1988,
M e l b o u r n e , V i c , 3 0 0 1 .
Objections must be made within
30 days of the date of this
notice.

OIL AND GAS
5440 Opportunities in 2015!

Earning Potential
UP TO $130,000 p/a.
No qualifications or
experience required.

APPLY NOW
Allan: � 0420 568 328

Conditions apply

PLASTER - BOARD TO QUOTE
3 x two storey houses in
Braybrook.1st ready in2weeks.

� 9836 4311
or email admin@stosius.com.au

Qualified Dental Assistant
Casual 1-2 days. Must be avail-
able Saturdays and evenings.

ibfo@tecomadental.com.au
� 9754 2148

Building &
Construction

Fire Door Installer
Melbourne
Melbourne Metro area. Previous
experience, tools and vehicle es-
sential.Remunerationnegotiable.
Calls after 4pm weekdays.
Phone: 0417 019 576

Plasterer
Melbourne
3 MAINTENANCE PLASTERERS
REQUIRED FOR WESTERN, GEE-
LONG AND NORTHERN SUB-
URBS. MUST HAVE ABN, RED
CARD, SUITABLE VEHICLE,
AND SOUND CORNICING
SKILLS. PREVIOUS APPLI-
CANTS NEED NOT APPLY,
andrew@lehs.com.au
Phone: 0458 002 219

Plasterer
Melbourne
Qualified plasterers wanted.
Must be highly skilled in trowel-
ing. Must have own tools and
drivers licence. ABN required..
Phone: 0416 788 006

Stonemason-
Experienced

Geelong
Position available for a stone-
mason (Benchtops)Experience in
factory preferred.,
premiumstonebenchtops@
hotmail.com.
Phone: 0429 053 154

Waterproofers
Required

Tullamarine
Waterproofers required for ongo-
ing work Must be Experienced
and Qualified. Also have all Union
tickets and Cbus etc. Melbourne
Metro areas please send a de-
tailed resume to email
kosta@ntta.com.au.

Manufacturing
Labourers & Wool Classers
Laverton North
Established and expanding Sheep
and Lambskin export business re-
quires experience Labourers and
wool / sheepskin classers with
wool / skin experience., zoe@
knoxinternational .com.au.
Phone: 03 9369 4755

Transport
& Logistics

Heavy Haulage Drivers
Somerton
Patlin Transport is looking to em-
ploy experienced Heavy Haulage
Float drivers. Day and afternoon
shift options.
Phone: 0413 054 079

HR TRUCK DRIVERS Needed for
removalist job. Local - starting
from Northern suburbs.
� 9305 4309 or 0406 500 540

- OWNER DRIVERS -
URGENTLY REQUIRED

WHITE LATE MODEL
● 1 & 2 T Vans / Trays
● 3 - 8 T Trays / Tauts

Minimum Guarantees
start at $1000

Ph 9768-8888

OWNER DRIVERS/
SUBCONTRACTORS

● Tray trucks -all sizes
● Tautliners -all sizes
● Perm work available all areas
● Guarantees available
● Must have ACN/insurances
● Exc. communication skills

� 9311 4944

OWNER DRIVERS
Seeking White 1 & 2 Tonne
Vans / Trays, and Taxi Trucks.
Excellent Guarantees offered to
successful applicants.

� 9399 9999

Wedding
Anniversaries

McQUIGGAN. —
To Betty and Don McQuiggan.

Congratulations on your

60th Wedding
Anniversary

— Jeff, Kerryn, Katelyn,
Madison and Roxy.

Births
COREA (Beazley). —
The family of Todd and Melissa
congratulate them on the safe

arrival of their beautiful
daughter

Lyla Caroline
On May 23, 2015

COTÉ (Hoadley). —
Thank you Nadeen and Willem
for our beautiful grandson

Wilder Indie
Born June 2, 2015 (6 lb. 1 oz.)
A gorgeous nephew for Renee
Sand Adam, a first cousin for
Kealy and Wil.
— Love Mum and Dad.

OWNER DRIVERS with White
1 - 2 Tonne Vans/Trays

Required for immediate start.
5 days per week.

� 9269-7000

Automotive
Employment

Heavy Vehicle Mechanic
Somerton
Heavy Vehicle Mechanic required
toservice&maintain internal fleet
ofprimemovers&trailers.Darren
Hayes.
Phone: 0419 999 049

Panel Beater
Experienced panel beater with
knowledge of latest repair
techniques is required for a
purpose built smash repair
facility in the Braeside area.
Excellent wages and conditions
available to the successful
applicant. Contact Manager on
9587 1221 Monday - Saturday

Employment
Services

UNFAIR DISMISSAL?
Sacked from work? Sacked
owner drivers? No Win No Fee
Connect Legal � 0414 442 297

Training &
Education

TRAFFIC CONTROL
Construction Induction Card,
Spotters, First Aid Courses
Call iAscend: 0410 555 588

IMPERATORI. —
Another Tiger Cub is born.
C o n g r a t u l a t i o n s t o o u r
beautiful daughter Natalie and
son-in-law Attilio on the birth of

Luca
on June 1, 2015

(9 lb.15 oz.) at 9.21 a.m.
Love — Mum, Dad, Luke,
Marcello and Alyssia.

Birthday
Greetings

KHOURY, FRED -
HAPPY 90TH BIRTHDAY

’KOO-KOO’
LET’S PARTY! LOVE FROM
ANDREINA MICHELE ANDRIA
ANTHONYANDOURFAMILIES.
XOXO

Birthday
Remembrance

KERNAGHAN. — Wendy.
It’s that time of year once again,
to wish you a Happy Birthday.
Too many years have gone by
without your happy, smiling
face. We miss you coming to talk
to us.

We love you, Wendy
Happy Birthday

Go Pies
Love — Mum and Dad.

To Advertise
Phone 13 11 13

Herald Sun

Classifieds
Herald Sun’s daily Classifieds section 
includes shopper retail listings, general 
services and public notices. 
The Classifieds section is the perfect way 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.

Available across these media types: Print Web Tablet Mobile
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Home magazine
Home is a market leader when it comes 
to new homes, land and lifestyle.
During the past 20 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.

Home is read by 340,000 Victorians every Saturday with 
79,000 having renovated and 56,000 having redecorated 
their house in the last 3 months.*

Available across these media types: Print* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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Golden  Girl

Could 2015 be the  
year Carrie Bickmore 
breaks her Gold Logie 

drought?

may 3-9 2015

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.  

TV Guide enjoys an older skew of readers with 71 per cent* 
being over 45 years of age. TV Guide readers are 44 per cent* 
more likely to be heavy TV watchers.

Available across these media types: Print* emmaTM conducted by Ipsos MediaCT, 12 months ending Mar 2015, Vic 14+.
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Print creative options overview

SPINAL GAP FLOATING STRIPSTRAP & STRIPT-SHAPE PODIUMUPSIDE DOWN
T-SHAPE

TRAM
TRACKS

BOOKENDS

FRAME TOP  
& TAIL

FIREPLACESPINAL TAP CORNERS CONTOUR/
INTRUSIONS

CIRCLE BOOKENDS WITH 
CIRCLE

MEGAWRAP RIBBONHALF PAGE
GATEFOLD

TRANSPARENT
WRAP

5x7 COVER
WRAP

BELLY
BAND

30x2 COVER
WRAP

ADNOTE

TOP SHELFDIAGONAL STEPSCHECKERBOARDW-SHAPE H-SHAPETRIANGLE SCENTED

There are a variety of exciting creative executions that can make your product really stand out in print.
Please contact your News Corp Australia Sales Representative to request an in-depth presentation on the available options.

Note: bookings are subject to availability and approval of News Corp Australia. Additional loads and limitations may apply.

PAGE  
COLOUR

TINT

L-SHAPE U-SHAPE Z-SHAPE8-PAGE UNCUTSLIDE TAB SLIDE ISLAND
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Centenarian kills wife, self
 

VAMPIRE QUITS 

US prosecutors say a 100-year-
old man apparently killed his
wife with an axe as she slept in
their New Jersey home, then
took his own life in the bath-
room with a knife.

Bergen County Prosecutor
John Molinelli said there was a
“history of domestic issues” be-
tween Michael Juskin and his

88-year-old wife, Rosalia. But
he said a motive for the attack
remained under investigation.

Police officers found the
couple in their home after a
relative — who was not in the
home — called authorities. 

Police do not believe
anyone else was home when
the attack occurred.

NINA Dobrev has confirmed reports 
she’s quitting the hit TV series The 
Vampire Diaries. The 26-year-old will 
leave the hit show at the end of the 
current sixth season.

In an Instagram post linked to photos
from her farewell party, Dobrev wrote: “ I 
always knew I wanted Elena’s story to be 
a six-season adventure, and within those 
six years I got the journey of a lifetime.” Nina Dobrev

Casanova’s world crashes
A CHINESE man was caught
out when his 17 girlfriends
came to see him in hospital
after he had a car accident.

The man, identified as Mr
Yuan from Changsha in
Hunan province, had appar-
ently been dating all the
women at the same time — and
even has a child with one of

them — according to the South
China Morning Post. He was
caught when doctors contacted
his loved ones after the crash.

Xiao Li, who had been see-
ing him for 18 months, said: “I
was really worried … but when
I started seeing more and more
beautiful girls show up, I
couldn’t cry any more.” 

SHATNER DEFIANT
WILLIAM Shatner is refusing to 
apologise for putting a charity event 
before his friend and colleague Leonard 
Nimoy’s funeral last month, insisting
it’s what his Star Trek co-star would 
have wanted.

Shatner upset many fans when he 
opted not to fly back to Los Angeles from 
Florida, where he was a guest at an 
American Red Cross event. William Shatner 

Baby dies in Ebola return
A BABY has died of Ebola in a
part of Sierra Leone where the
outbreak first began but that
had recently been declared
“Ebola-free”. 

The eastern district of Kail-
ahun has been at the forefront
of the country’s recovery from
the epidemic, having seen no
new cases for more than three

months. Health ministry offi-
cials confirmed a new case of
the deadly tropical fever in a
nine-month-old boy who test-
ed positive after his death.

His parents and other fam-
ily members in the Njaluahun
tribal chiefdom have been
placed in quarantine, the min-
istry said.

MONKEE BUSINESS
MEMORABILIA from The Monkees 
star Davy Jones’s pop career and 
personal life are heading to the auction 
block as part of an estate sale.

The singer died from a heart attack in
2012 and now his estate executors have 
decided to give fans the chance to snap 
up keepsakes, including a plaque 
commemorating The Monkees’ star on 
the Hollywood Walk of Fame. Davy Jones

Pilots in cockpit punch-up
AIR India has dismissed re-
ports of a cockpit punch-up be-
tween a pilot and co-pilot on
one of its planes, but admits
there were “some tense
scenes” that resulted in the two
men being grounded.

The struggling state-run
carrier “de-rostered” the pair
after the co-pilot allegedly as-
saulted the captain as they pre-

pared for takeoff from Jaipur
to New Delhi on Sunday night.

The co-pilot was irritated by
his superior’s request to write
down critical information for
the flight, such as the number
of passengers on board, takeoff
weight and fuel uptake.

“The co-pilot took offence
at this and reportedly beat up
the captain,” sources said.

Kim Kardashian

PREGNANCY 
RISK FOR KIM
KIM Kardashian has been 
urged by doctors to consider 
using a surrogate to have her 
second baby as another 
pregnancy could be too 
dangerous.

On an episode of Keeping
Up with the Kardashians, 
which aired in the US on 
Sunday, it was revealed a 
complication with her uterus 
from her first pregnancy is at 
the root of the problem. 

QUICK GETAWAY IN A CAB 
A THIEF in a fedora used an 
unusual getaway plan: he 
caught a cab.

The man stole a 55-inch 
TV and another box of goods 
from a medical supply shop 
on Maples Lane in Prahran 
about 6.30am on March 28.

He walked to nearby High
St, hailed a taxi and loaded 
his stash into the back.

Victoria Police 

spokeswoman Leading Sen-
Constable Melissa Seach said 
he also tried to kick another 
car on High St but fell over, 
forcing other cars to swerve 
around him.

Detectives said the man,
who is Aboriginal in 
appearance, was wearing a 
jacket and dark pants. He 
may have been with a second 
caucasian man.

Vow to 
nab ice 

truckies
 More roadside tests

POLICE have vowed to ramp
up roadside drug testing to ad-
dress the problem of ice use
among truckies.

The number of truck drivers
detected high behind the
wheel is already up 20 per cent
this year.

Victoria Police Assistant
Commissioner Robert Hill said
certain truck stops along
routes to NSW, Queensland
and South Australia were all
known dealing hot spots.

“We’ve received intelli-
gence that many truck drivers
that use amphetamines clearly
understand and appreciate
where to actually obtain those
drugs,’’ he said.

“There are truck stops that
people can stop at and pur-
chase drugs from either other
truck drivers or, alternatively,
drug suppliers that are operat-
ing in those locations.”

The comments came after
the Herald Sun yesterday re-
vealed a record 156 truck driv-
ers had tested positive to drugs
last year.

Mr Hill said the figure was
already tracking at 20 per cent
higher this year, posing an “un-
acceptable” risk to all road
users.

“The professional image of
that industry is being tainted
by but a few,’’ he said.

“We’ve got a rogue element
that are doing the wrong thing.
These people use these drugs
at their own peril. 

“This is an insidious drug
that is impacting upon lives.”

Police have received fund-
ing to “significantly” ramp up
testing of drugs, which was a
worsening problem among all
drivers.

About one in 12 tested was
affected by ice.

Police would consider push-
ing for tougher penalties, in-
cluding for truck drivers, if
research showed this was war-
ranted, Mr Hill said.

The figures were revealed
as police expressed disappoint-
ment at behaviour on Victor-
ia’s roads over the Easter
break, with four people killed.

Each fatal crash could have
been avoided, Mr Hill said.

More than 12,000 offences
were detected over a four-day
operation which started on
Thursday, up from 9000 over
the same period last year.
wes.hosking@news.com.au

WES HOSKING

Yesterday’s Herald Sun.

Any lower
and it would be 

off the page. 
A home loan rate this low from

People’s Choice Credit Union, gives you
the freedom to live the life you choose. 

Call 13 11 82, drop into a branch
or visit peopleschoicecu.com.au

4.39%
p.a.

4.78%
p.a.

Comparison rate

NOW

Terms, conditions, fees, charges, lending criteria apply.  Borrower must qualify for a Home 
Loan Package. Current Annual Fee of $395 applies. Rate current for new applications from 
23 March 2015, subject to change at any time.  A 1.23%p.a. discount to the Standard Variable 
rate applies for life of loan. Resulting rate 4.39%p.a. Maximum LVR is 80%. Minimum new 
borrowings $150,000. Comparison rate based on a $150,000 loan over a 25 year term. 
WARNING: This comparison rate is true only for the examples given and may not include 
all fees and charges.  Different terms, fees or other loan amounts might result in a different 
comparison rate.  People’s Choice Credit Union, a trading name of Australian Central Credit 
Union Ltd, ABN 11 087 651 125 acts under its own Australian Financial Services Licence 
(AFSL 244310) and Australian Credit Licence (244310).
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There’s no stopping Milla Gooch, who 
is running and playing thanks to the 
help of the Royal Children’s Hospital
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Matey evidence cut 
ONLINE evidence of the relationship between Sport Min-
ister John Eren and a cage fighting company that gave him
a junket was deleted yesterday amid a political storm. 

The social media unfriending came after the Herald Sun
revealed he had received a gift from a company fronted by
former kickboxer Sam Greco, pictured right with Mr Eren.
REPORT, PAGE 5

LABOR’S $550 million raid on Australians’
lost savings will be reversed as the Abbott
Government restores to seven years the
three-year period an account can lie idle be-
fore the money is seized.

Prime Minister Tony Abbott and Assist-
ant Treasurer Josh Frydenberg will today
announce plans to throw out Labor’s three-
year rule, giving people more time to track
down dormant bank accounts and life in-
surance policies before they can be seized.

And children’s accounts will be exempt-
ed, ensuring money parents set aside for
their kids’ futures will never be raided.

Mr Abbott said millions of dollars held in
thousands of “active’’ accounts had been

transferred to the Federal Government after
Labor changed the rule for a seven-year in-
active period to three years in 2012.

“This caused real financial distress for
many Australians, including older Austra-
lians and community groups who were not
able to access their own funds when they
needed them,’’ Mr Abbott said.

Money from inactive accounts and life in-
surance policies are seized from private bank
accounts and held by the Australian Securi-
ties and Investments Commission.
CONTINUED PAGE 4

ELLEN WHINNETT
NATIONAL POLITICAL EDITOR
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Faye Van Wyk with Maltese-Jack Russell 
cross Jess and Chihuahua-Pomeranian 
Steve. Picture: ALEX COPPEL

BRAIN SHOW 
IMPRESSES
THE premiere of Todd 
Sampson’s latest brain 
exploration show clinched a 
top spot in the TV ratings. 

Reality cooking show 
MasterChef Australia was 
the most watched show on 
Thursday night, attracting 
1.052 million viewers. 

Some 1.017 million people
tuned in to Seven News while 
rival Nine News notched up 
992,000 viewers, according 
to OzTAM.

The first episode of the 
second series of Sampson’s 
Redesign My Brain picked up 
675,000 viewers, the ABC 
show beating Ten’s The 
Project for ninth spot.

Pooch thief
on loose
A THIEF who took a $2000
puppy from a locked pet shop
pen is wanted by police.

The man waited for em-
ployees of the Carrum Downs
store to be distracted before
using a screwdriver to damage
the pen’s lock and take the 11-
week-old “cavoodle” pup.

The thief hid the tan-and-
white dog under his jacket and
left the store on Frankston-
Dandenong Rd.

The man is caucasian, aged
in his late 20s or early 30s with
a thin build. He had brown hair
tied up in a ponytail and wore a
black hooded jacket.
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THIS ONE’S FOR 
YOU, PET HOW PROTECTING

YOUR ANIMALS CAN
SAVE YOUR WALLET

CLOCKING up hefty vet bills
is familiar to many proud
pooch and feline owners who
are often caught short without
pet insurance.

There are more than 25 mil-
lion pets nationwide but only
5 per cent of owners fork out
money each year to insure
their beloved animals. 

Frustrated veterinarians
constantly find themselves
telling owners they are facing
exorbitant charges — some-
times thousands of dollars —
to have their pet treated. 

And it could all be prevent-
ed by an insurance policy,
some of which cost as little as
$229 per annum.

One of the nation’s largest
pet insurers, Greenstone, this
week announced it was prepar-
ing to list on the stock market
and was aiming to sell close to
400 million shares between $2
and $2.50 — a move that is

tipped to increase competition
in the pet insurance game.

The Australian Veterinary
Association established a pet
taskforce in 2013 to deal with
the dog’s breakfast that can be
pet insurance.

Animal lovers are often con-
fused around policy exclusions
and inclusions, resulting in
many cases of refused claims. 

Faye Van Wyk, 25, from
Kensington in Melbourne’s
inner northwest, pays about
$65 per month to insure her
two pooches, Jess and Steve,
and said she wouldn’t live
without pet insurance. 

“Growing up, I had dogs
that got sick and one that got
hit by a car and got put down
— the vet bills were too ex-
pensive,’’ she said.

“Once I got my own dogs, I
thought, if anything happens

they are covered. They’re my
little babies and I don’t want it
to be an issue if something
goes wrong.”

Financial comparison web-
site Canstar’s research man-
ager, Mitchell Watson, said it
was a complicated industry,
with policies having caps on
what could be claimed. 

“Pet insurance is still a rela-
tively new product in compari-
son to other insurance; it’s still
in its infancy and there’s a lot
of new players coming into the
market,’’ he said.

“Pets can cost a consider-
able amount of money when it
comes to medical costs, the
main traps with pet insurance
are pre-existing conditions.”

An Understand Insurance
spokesman said dogs and cats
could usually be insured once
they were eight weeks old. 

Pooch policy costs are
based on the species, breed and

age of the pet, whereas cats are
classed as all the same.

The location of the pet’s
home is also important; then it
comes down to the type of
cover and amount of excess
the owner selects.

Animal Emergency Centre
business manager Peter Ham-
mond said he saw cases of
owners who had uninsured
pets having to put their ani-
mals down because they
couldn’t afford the vet bills.

“Sadly, a lot of owners don’t
have pet insurance; the finan-
cial situation of an owner can
restrict treatment options,’’ he
said. “Total hip replacements
can cost $5000 per hip, knee
reconstructions can cost
$3000 per knee and for really
bad snake bites or paralysis
ticks, bills can be as much
$10,000 but that’s at the ex-
treme end.”
sophie.elsworth@news.com.au

SOPHIE ELSWORTH AVERAGE COSTS OF 
PET INSURANCE 
LEVEL OF COVER DOG (p/a) CAT (p/a)
Accident $234 $229
Accident and illness $572 $400
Comprehensive $664  $518
(covers accidents, illness and routine care)

Source: Canstar.com.au 

MOST COMMON CLAIMS 
1. Arthritis/Osteoarthritis/Degenerative Joint Disease 
2. Skin disorder 
3. Ear infections 
4. Lameness
5. Gastroenteritis
6. Conjunctivitis
7. Cruciate disease
8. Vomiting
9. Diarrhoea
10. Patellar Luxation 
(trick knee)
Source: Medibank, 2014
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I AM absolutely thrilled to be
in Las Vegas to watch the
Floyd Mayweather-Manny
Pacquiao fight. 

Pacquiao is the underdog
but he has that wild, unpredict-
able style that makes him
dangerous from the first bell to
the last.

Mayweather has an impec-
cable, almost impenetrable
defence and phenomenal
hand-eye co-ordination. His
speed, his punch placement,
timing and skill make him the
best fighter in the world and he
has never lost despite nearly 20
years as a professional.

But he’s up against a guy
who has perfected that rugged,
wild approach, winging power
punches from odd angles. 

They represent two com-
pletely different styles and that
only adds to the intrigue.

Without doubt Manny is
the crowd favourite. May-
weather has a tremendous
work ethic and it pays off at
fight time. There is no fighter
in the world who comes into
the ring in better physical or
mental shape.

He trains so hard and he is
an extremely intelligent fight-
er. He might not have Pacqui-
ao’s crowd-pleasing style but
he doesn’t get hit anywhere
near as much. That’s why he’s
been a world champ for 17
years and doesn’t have a mark
on him. That deserves respect.

Pacquiao takes the fight to
his opponent, coming forward
all the time and the crowds
love him. But he has been
knocked out and he hasn’t
stopped anyone since 2009.

If he’s going to win,
Pacquiao has to be very

aggressive from the start and
get in Floyd’s face. He has to
use the style that has made
him famous and try to back
Floyd up by throwing power
shots one after the other. 

He has to make it a brawl.
Last year Mayweather had

two tough fights with a little
bull from Argentina called
Marcos Maidana, who kept the
pressure on but lost points
decisions both times. 

I think Mayweather will
fight Pacquiao like he did
another southpaw, Zab Judah,
who was knocked out by
Kostya Tszyu.

Judah gave Mayweather
some problems early when
they fought in 2006. He tagged
him and made him work hard,
but eventually Mayweather
sorted him out and gave him a
boxing lesson.

Pacquiao is a better fighter
than Judah, with more fire-
power and a lot of heart. 

I think for the first four
rounds Mayweather will fight
Pacquiao the same way he
fought Judah. He will take his
time and he will get tagged
now and then but once May-
weather gets his eye in after
four or five rounds he will
upset Pacquiao’s rhythm and
start to dismantle him. My
tip is Mayweather on points.

DANNY GREEN IS A FORMER 
WBA, WBC AND IBO CHAMPION 
IN THREE WEIGHT DIVISIONS

“This fight is not good 
versus evil. 

“It is one fighter who is at
the top and another.” 

Pacquiao, a two-term 
congressman touted as a 
future president of the 
Philippines, is beloved as a 
humanitarian in his 
homeland.

A Christian who has put 
womanising and gambling 
days behind him, he said his 
main aim in taking on 

FLOYD Mayweather claims 
his long-awaited showdown 
with Manny Pacquiao isn’t a 
battle between good and evil.

He said as much as the two
rivals went eyeball-to-eyeball 
at their final pre-fight press 
conference for the richest 
fight in history.

“I am a realist,” said 
Mayweather whose a 47-0 
record has made him the 
highest-paid sportsman on 
the planet.

DANNY
GREEN

Floyd 
tip to 

win on 
points
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BOXING 
NEWS 
GOING IN 
HEREY

Mayweather was to inspire 
the weak and glorify God.

Mayweather, an energetic
trash-talker in his younger 
days, hasn’t been afraid to 
compare himself to 
Muhammad Ali, or to flaunt 
the perks his wealth.

Nor is he a stranger to 
using his fists outside of the 
ring, serving jail time for one 
of several incidents of 
domestic violence.

But none of that will 

matter on Sunday, when the 
two climb into the ring at Las 
Vegas’ MGM Grand Garden 
Arena.

“I believe in my skills. I 
believe I will be victorious,” 
said Mayweather, who puts 
his WBC and WBA 
welterweight belts on the line 
against the WBO champ who 
boasts a record of 57-5-2.

For more than five years,
contractual hurdles and 
animosity between the camps 

kept the top pound-for-pound 
fighters of their generation 
from meeting.

But now the long-awaited
bout is set to break all of 
boxing’s revenue records, 
capturing the imaginations of 
fight fans and casual 
observers around the world.

“I don’t take nothing away
from Pacquiao, he is going to 
be an intriguing match-up,” 
Mayweather said.

“He didn’t get to where he

got by not beating tough 
opponents.” 

It’s that kind of measured
respect that has Pacquiao 
trainer Freddie Roach 
doubting that Mayweather’s 
heart is in a fight.

“I wonder if he’s going to
show up,” Roach said.

“I think he was forced into
this fight,” Roach said, 
adding that he thought 
Showtime pushed 
Mayweather into the bout.

SPURS INTRIGUE AS BRAWL NEARS 

PACQUIAO v 
MAYWEATHER

LAS VEGAS, SUNDAY

WORLD TITLE FIGHT

 Floyd Mayweather
and Manny

Pacquiao pose
with the WBC

belt in
Las Vegas

yesterday.
Picture:

GETTY
IMAGES
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New project 
thrills Charlie 
CHARLIE

Pickering admits
he is nervous
before his new
show starts on the
ABC next month.

The former co-host of
The Project will front The 
Weekly with Charlie 
Pickering, a news comedy 
show to air April 22, along 
with fellow comedians Tom 
Gleeson and Kitty Flanagan.

“We are in pre-production
at the moment. It’s very 
stressful,’’ he said. 

“It’s stressful just because
it’s new and it’s a new team.

“But I’m really happy with
the team we’ve got and, 

amazingly, everyone I asked to 
do the show said yes, so we’ve 
got Tom Gleeson, Kitty 
Flanagan, a great team of 
writers and producers.”

Pickering and wife Sarah

Krasnostein, who attended 
the Dirty Dancing opening 
night at the Princess Theatre, 
became parents late last year 
following his departure from

The Project.
“I miss the people, I

miss seeing Carrie 
(Bickmore) and Pete 
(Helliar) every day, but

I’m pretty excited to do 
more comedy than 
pretending to be a 
newsreader,’’ he said. 

“I could feel myself 
becoming Ron Burgundy, so 
I think you have to be careful 
with that. 

“(Fatherhood) is great. 
Sleepless but great. ”

PETTIFLEUR KEEPS IT REAL
■ REAL Housewives 
of Melbourne vixen 
Pettifleur Berenger 
has spoken of her 
difficult childhood 
while opening up 
her lavish city 
penthouse.

The property 
developer said she 
had moved on 
from tough early
years in Sri Lanka to create
a wealthy and happy 
lifestyle.

“People like to blame
things on the past and
they never get ahead,’’
she told New Idea.

“Leave it behind, be
happy, move on.”

Berenger said she

planned to renovate her five-
bedroom luxury home. 

The controversial star is 
also trying to teach women 
how to find true happiness.

The 50-year-old has 
penned a self-help book, 
provocatively titled Switch 
the B----.

confidential@heraldsun.com.au

JUNGLE CELEBS TO REUNITE FOR SOME LAUGHS
■ LAURA Dundovic (pictured 
right) has revealed the cast of 
I’m A Celebrity Get Me Out Of 
Here! will have a reunion in 
Melbourne.

The model, who was 
recently evicted from the 
jungle, said most of the 
contestants would watch Joel 
Creasey’s show at the 

upcoming Melbourne Comedy 
Festival. “We have a big catch-
up planned, they’re all lovely 
people and got on well,’’ 
Dundovic said. 

“It’s funny watching it, 
what we see in one episode is 
just one hour but there’s so 
much more. When we were 
there we spoke about food 

24/7. I do miss everyone a lot.”
Dundovic was in 

Melbourne for Kookai’s AW15 
showcase, still showing a slim 
frame. 

She said her relationship 
with Quade Cooper was going 
well. “Yeah it’s nice, good to be 
back and good to see 
everybody,’’ she said.

KYLIE BACK   
ON SMALL 
SCREEN
■ KYLIE Minogue will be 
in Melbourne tomorrow 
after supporting sister 
Dannii at the Mardi Gras 
last night.

The pop princess is co-
hosting The Project 
tomorrow night ahead of 
her Kiss Me Once tour.

Formula One ace 
Daniel Ricciardo is also a 
guest on the show.

Minogue, who was 
replaced on The Voice this 
year, will perform at Rod 
Laver Arena on March 18 
with the tour kicking off in 
Perth on March 14. Pi
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HE’S THE GUY OF THE HOUR
■ GUY Sebastian performed 
for the first time on Friday 
night since being announced 
as Australia’s Eurovision 
contestant.

The singer played for an 
hour to more than 500 
listeners for KIIS FM in a 
laneway gig in Carlton.

“As you heard I’m off to 
Eurovision — I only just found 
out about it myself and I don’t 

me a more loving 
and softer person,” 
he said. 

Also among 
the crowd were 
Ash and Camilla (My 
Kitchen Rules),
and KIIS hosts 
Dave Hughes, 
Matt Tilley and 
Jane Hall. 

know what I’m singing yet,’’ he 
said. “It can’t be something 
I’ve already released so I’ve 
got to write something or use 
something that I haven’t 
released off the album yet.”

Sebastian performed most
of his hits, including Battle 
Scar, Like a Drum and Linger, 
and dedicated Get Along to his 
son Hudson.

“Having a kid has made 

BOSS LEAVES BIG
SHOES TO FILL 
■ WHICH television boss

is planning a move north 
for greener pastures, 
leaving big shoes to fill?

C’MON ALREADY, 
PUT A RING ON IT
■ WHICH reality TV star 
has been waiting years 
for her better half to put a 
ring on it and is running 
out of patience?

BLOCKBUSTER 
A NO-SHOW
■ WHICH high-budget 
television show is on 
the rocks before it has 
aired with even the cast 
kept in the dark?

VIP COUPLE HIT 
THE ROCKS
■ WHICH new couple has 
hit turbulent times and 
called it quits before a big 
VIP event?

FOOTY STAR FREE 
TO GET HIS KICKS
■ WHICH footballer 
separated from a long 
romance with his beauty is 
back enjoying events 
around town?

GOOD NEWS TOO 
LATE FOR PRINT
■ WHICH television star 
fears her impending joyful 
news might be coming too 

late to score a
lucrative

magazine
deal?

Olympia’s 
love joy

NEIGHBOURS
beauty Olympia
Valance (right)
has found her
off-screen love
match.

Valance said her boyfriend
of eight months, Greg 
Cannell, was her prince 
charming. “The love of my life. 
I am so ridiculously in love,’’ 
Valance, 22, said of Cannell 
(below), who works in fashion.

“I’ve never been more 
myself with someone. I feel 
like I’m with my girlfriends it’s 
just so easy and I’m in such a 
happy place. We met through 
a friend. It was seriously like 
love at first sight. We just had 
a crazy connection and we’ve 
seen each other every day ever 
since. He’s the 
most 
amazing 
human 
being I’ve 
ever met.”

Valance

will travel to London this week 
as part of the Neighbours 30th 
anniversary celebrations along 
with castmates Tim Phillips 
and Stefan Dennis.

She will make appearances
with her London-based 
actor/singer sister Holly 
Candy (nee Valance), who 
also started her career on 
the show.

“How lucky am I, 
coming on to Neighbours 
when there’s this 
massive milestone and I 
feel so lucky to be a part 
of it and I feel like I’m 
really involved in it,’’ 
Valance said.

“(Holly’s) got her own life
over there and she’s living the 
dream and loving it.

“Her child is like an angel.
She is the most beautiful thing 
 I’ve ever seen in my  life.

“ It will be
really nice to do

things
together.”

The Upton family have 
adopted a baby girl 

CATE BLANCHETT’S agent confirms she and
husband Andrew Upton have added to their brood

LUKE DENNEHY @lukedennehy 
luke.dennehy@news.com.au 9292 1987 

JACKIE EPSTEIN @jackieheraldsun
jackie.epstein@news.com.au 9292 2543 

NUI TE KOHA @nuionline
nui.tekoha@news.com.au 9292 1199 

QUOTE
QUOTABLE

QUOTE
QUOTABLE

QUOTE
QUOTABLE

GUESS WHO?
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AdNotes
AdNotes allow advertisers to secure premium front cover positing, guaranteeing your ad will be seen. Achieve cut-through and enhance your brand recognition, call to 
action or trial.
Readers naturally and instinctively reach for AdNotes as they lift them off the page. They are retained, acting as reminders. AdNotes are a brilliant way to engage 
creatively with an active audience who are keen to receive specials and offers. There are numerous creative ways you can use this medium from special shapes, scratch 
and sniff, tear off coupons plus many more.

Bone Christmas tree Flower Popcorn Star Bus 

Circle Heart Price tag Star burst Butterfly Diamond

House Shamrock Car Dollar sign Leaf Snowman

Speak to your dedicated News Corp Australia Sales Representative for further details and an overview of all publisher conditions. 
 
Note: bookings are subject to availability and approval of the publisher. There are limitations to the placement of AdNotes and minimum quantity booked.
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Online and mobile creative options

Half page lumberjack

Mobile site over
the page

Over the page with skins

Mobile site spot 
expander

Mobile site video 
in banner

Page reveal



Sizes
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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 



Herald Sun      Media Kit 2015/16      33

FROM THE EDITOR

EDITORIAL TEAM

OUR AUDIENCES

OUR BRANDS

CREATIVE OPTIONS

SIZES

DEADLINES

SPECIFICATIONS

INSERTS

TERMS & CONDITIONS

CONTACTS

M
44

53
2

Online and mobile 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)

Mobile site banner
320 x 50 (px)

Mobile site  
medium rectangle

300 x 250 (px)



Deadlines
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Print advertising deadlines
Day Section Booking/cancellation deadline Copy for in-house setting

Material deadlines display 

Full/spot/mono colour

Monday - Saturday

Premium positions 5pm, 2 weeks prior 12pm, 2 working days prior 5pm, 2 working days prior 

General News 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 

Business Daily 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 

Confidential 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 

Sport (Mon-Fri) 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 

Entertainment (Mon, Tue, Wed, Fri) 5pm, 2 working days prior 12pm, 2 working days prior 5pm, 2 working days prior 

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

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

MoneysaverHQ 5pm, Tuesday prior 5pm, Thursday prior 12pm, Friday prior

Tuesday

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

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

Commercial Property 5pm, Friday prior 10am, Friday prior 12pm, Monday prior

Wednesday
Switched On 11am, Wednesday prior 12pm, Thursday prior 5pm, 2 working days prior 

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

Thursday

Hit 5pm, Monday prior 12pm, Tuesday prior 5pm, 2 working days prior 

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

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

Friday CarsGuide 2pm, Monday prior 12pm, Tuesday prior 2pm, Wednesday prior

Saturday

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

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

Realestate 5pm, Friday, 8 days prior 12pm, Friday prior 5pm, Monday prior 

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

Home 12pm, Tuesday, 11 days prior 12pm, Wednesday, 10 days prior 4pm, Friday, 8 days prior 

Sunday

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

General News 5pm, Tuesday prior 12pm, Thursday prior 5pm, Thursday prior 

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

Sunday Sport 5pm, Tuesday prior 12pm, Thursday prior 5pm, Thursday prior 

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

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

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

Sunday Realestate 5pm, Tuesday prior 9am, Thursday prior 12pm, Thursday prior

Gig Guide (inside Entertainment) 5pm, Wednesday prior 12pm, Wednesday prior 12pm, Thursday prior 

tvguide 12pm, Friday, 16 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 
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Online and mobile advertising deadlines

Creative type Turnaround time*

Website leaderboard 2 full working days

Website medium rectangle 2 full working days

Website half page 2 full working days

Website rich content (eg. video, side skins) 5 full working days

Mobile standard banner 2 full working days

Mobile medium rectangle 2 full working days

Mobile and Tablet HTML5 7 full working days (templated ads) 
10 full working days (custom)

Mobile custom production 10 full working days

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

Delivery 

 Email stateadops.vic@news.com.au and place insertion order number, advertiser name and start date in the subject field.



Specifications
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Print advertising specifications
Physical dimensions Height (mm) Width (mm) Live art area Height (mm) Width (mm)

Mechanical 405 289 380 262

Ad size name Height (mm) Width (mm) Ad size name Height (mm) Width (mm)

M2x2 60 85 M9x4 (portrait) 284 174

M3x2 92 85 M12x4 (dominant) 380 174

M4x2 124 85 M2x6 (small strip) 60 262

M5x2 156 85 M3x6 (medium strip) 92 262

M6x2 188 85 M4x6 (large strip) 124 262

M12x2 (third page vertical) 380 85 M6x6 (half page horizontal) 188 262

M3x3 92 129 M12x6 (full page) 380 262

M4x3 124 129 M3x12 (quarter page spread) 92 551

M5x3 156 129 M6x12 (half page spread) 188 551

M6x3 (quarter page) 188 129 M12x3 (double page spread) 380 551

M12x3 (half page vertical) 380 129

M3x4 92 174
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News Corp Australia 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 Corp Australia 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 and 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 Corp Australia 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 Corp  Australia 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 
 
• News Corp 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 Corp 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 Corp Australia against any  
 liability or potential liability for any  
 penalty, damages, costs or otherwise  
 arising from publication of advertisements.

Ad delivery
News Corp Australia is currently using third party providers 
Adstream and AdSend. News Corp Australia prefers files to 
be sent with Adobe Acrobat compression (PDF)*. To obtain 
the News Corp 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  
(03) 9875 8472. After hours 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:
 
 
 
 

Advertorial/editorial  
style requirements 
 
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 media kit. 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 and mobile advertising specifications

Ad format Dimensions (px) Maximum file size  
(Flash/image)

Website leaderboard 728 x 90 40kb

Website medium rectangle 300 x 250 40kb

Website half page 300 x 600 40kb

Website rich content (eg: video, side skins) Available on request Available on request

Mobile standard banner 320 x 50 35 kb

Mobile medium rectangle banner 300 x 250 35kb

For updated specifications please visit www.newscorpaustralia.com/ad-specs

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 Corp Australia to track clicks through DFP will not be certified.

• News Corp 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 Corp 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 Corp 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 Corp Australia sites for  
 re-targeting or any other user tracking purposes is not permitted without  
 prior approval from News Corp 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.



Inserts
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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 Corp 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 News Corp  
 Australia, 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.
 
• News Corp Australia 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 Corp Australia publications against any  
 liability for any penalty, damages, costs or 
 otherwise arising from publication of the insert.

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

• News Corp 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 management 
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

Wide

H
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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)

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 Corp 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 Manager’s 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  
 1,165mm x 1,165mm and in good condition,
 without loose or broken timbers.

• Maximum height of pallet to be 1,200mm  
 including runners and the maximum weight not
 to exceed 1,000kg.

• 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.

• News Corp Australia 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 Melbourne Print Centre
127 - 129 Todd Road
Port Melbourne Vic 3207
Telephone (03) 9292 3400



Terms & Conditions
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National Advertising Terms – April 2015
1. General
1.1. These terms and conditions apply to every booking made with News Limited or any  
 of the Publishers listed in clause 21 (“Publishers”) 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. Publishers may use as an agent the services supplied by any  
 other entity including News Limited under the brand News Corp Australia.

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. Where an Advertiser is an agency, and places an Advertisement for publication under  
 these terms and conditions, it agrees to these terms and conditions as principal and as  
 agent for its client.

1.5. 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 the amended conditions or other written notice, 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).

1.6. Every Advertisement must comply with and is subject to these terms and conditions  
 as well as other relevant terms (as available at www.newscorpaustralia.com), space  
 or insertion orders (or other written agreements between the parties including any  
 Advertising Expenditure Agreements), additional relevant terms as published or  
 notified by the relevant Publisher (including as to creative requirements and technical  
 specifications) 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.  these terms,

b.  any terms or conditions separately agreed in writing including any Advertising  
 Expenditure Agreements

c.  any terms or conditions published or notified by a relevant Publisher (including  
 as to creative requirements and technical specifications in order to eradicate any  
 inconsistency.

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 by the Advertiser.

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, and  
 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 print, electronic or digital form for any purpose using any media  
 and in any part of the world.

4. Positioning, Placement and other Advertiser requests
4.1. The positioning and placement of an Advertisement is at the discretion of Publisher  
 except where expressly agreed in writing by Publisher. Publisher will attempt to  
 position Advertisements, in accordance with the Advertiser’s request if the Advertiser  
 has agreed to pay any relevant preferred position loading charges. If Publisher fails to  
 publish the Advertisement in accordance with Advertiser’s requests, then subject to  
 clause 14.1, Publisher’s liability will be limited to refunding the relevant position loadings paid.

4.2. Where colour loading charges are separately levied by Publisher and paid by Advertiser,  
 Publisher will attempt to publish Advertisements in colour, in accordance with the  
 Advertiser’s request. If Publisher fails to publish the Advertisement in colour in  
 accordance with Advertiser’s requests, then subject to clause 14.1, Publisher’s liability  
 will be limited to refunding the relevant colour loadings paid.

4.3. If an Advertisement is to be published in a digital publication, Publisher may vary the  
 placement and/or format of Advertisements across the relevant digital media 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.

4.4. 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.

4.5. 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 (including for the provision to the Publisher  
 of bookings for Advertisements and material for Advertisements, changes or  
 variations to Advertisements) and specifications (including for size). 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.newscorpaustralia.com.

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 so 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, if Publisher proceeds with the publication of the relevant Advertisement,  
 then Publisher will be entitled to charge the Advertiser accordingly.

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 in relation to 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
7.1. Publisher may agree to provide proofs but only where so requested by Advertiser prior  
 to relevant deadlines.

7.2. Colour shown on any proof is an indication only. Final print colours may vary with the  
 print process and stock variations.

7.3. Where Publisher fails to provide a requested 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.

8.3. Publisher, including its agents and contractors, may delay the distribution of inserts, if  
 they reasonably believe that the quality or delivery of the relevant publication is likely to  
 be jeopardised by the inclusion of the insert.

8.4. Additional charges may need to be agreed between the parties where:

a.  insert materials are to be held by the Publisher at the premises of the Publisher (or its  
 distributors) for more than two weeks; or

b.  insert materials are to be re-consigned or require additional packing or handling.

8.5. Risk in the insert materials remains with the Advertiser at all times.

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 the 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.
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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:

a.  in breach of any applicable law or regulation,

b. likely to attract legal claims or proceedings of any kind; or

c.  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; and

c.  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. Advertising Expenditure Agreements
10.1. Maximum period of any Advertising Expenditure Agreement is one year. In the  
 absence of any valid Advertising Expenditure Agreement, including if an Advertising  
 Expenditure Agreement has expired, casual rates will be charged by Publisher.

10.2. Publisher reserves the right to cancel or suspend any Advertising Expenditure  
 Agreement at its absolute discretion. Advertising rates (but not percentage discounts)  
 quoted in an Advertising Expenditure Agreement are subject to any increase or  
 decrease notified by Publisher, which may occur during the period of the Advertising  
 Expenditure Agreement.

10.3. Failure to receive, rejection or omission of an advertisement by Publisher does  
 not affect the obligations of Advertiser in relation to total spend through the term of an  
 Advertising Expenditure Agreement under that Advertising Expenditure Agreement.

10.4. If at any time Advertiser is not incurring advertising expenditure in the proportion  
 that the part of the Advertising Expenditure Agreement up to that time bears to the  
 entire Advertising Expenditure Agreement, Publisher reserves the right to either:

a.  adjust the percentage discount to the level which would normally be allowed by  
 Publisher to a customer incurring advertising expenditure at that rate; or

b.  terminate that Advertising Expenditure Agreement

10.5. At the expiry of an Advertising Expenditure Agreement, Publisher will determine  
 Advertiser’s actual advertising expenditure during the period of the Advertising  
 Expenditure Agreement and:

a.  if the actual advertising expenditure is less than the agreed level as stipulated within the  
 Advertising Expenditure Agreement 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/or

b. 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.

11. Rates, invoices and GST
11.1. 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 advertising expenditure agreement was entered  
 into), less any percentage discount agreed in writing between the parties.

11.2. Casual rates are as quoted by the relevant publication or sales representative and may  
 be varied by Publisher at any time, effective from the time nominated by Publisher  
 and such varied rates will apply from that nominated date including in relation to then  
 current Advertising Expenditure Agreements (unless otherwise expressly agreed by the  
 parties in writing).

11.3. Advertising expenditure will be calculated inclusive of loading values but exclusive of  
 production charges.

11.4. If Publisher has quoted a rate to publish advertising for a client and that rate is different  
 from that included in any published material or sales collateral, that quoted rate only  
 applies to that specific client for that specific purpose 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).

11.5. Where the Publisher changes the basis on which advertising is charged by Publisher  
 during the term of any Advertising Expenditure Agreement or between the booking  
 and placement of any Advertisement, Publisher will endeavour to provide Advertiser  
 with at least 28 days’ notice prior to the change taking effect. Advertiser will be entitled  
 to terminate the Advertising Expenditure Agreement or bookings affected (prior to  
 the cancellation deadline for such affected bookings) within 14 days of such notice from  
 Publisher.

11.6. 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.

11.7. All rates and charges are expressed by the Publisher as GST inclusive (except where  
 otherwise made clear ). 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.

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

11.9. The GST component does not count towards overall advertising expenditure  
 agreements or rate card discount levels.

11.10. Surcharges or rebates on advertising which is subject to GST will have the GST  
 component recalculated. Calculations made by Publisher of any surcharge or rebate  
 will be deemed to be conclusive and binding on Advertiser unless a manifest error  
 is brought to the attention of Publisher by Advertiser within 14 days of notification to  
 Advertiser. Surcharges or rebates only apply to Advertising Expenditure Agreements signed  
 by both parties.

12. Commercial Credit
12.1. 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.

12.2. 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.

12.3. 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.

12.4. 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.

13. Linked Advertising Expenditure Agreements to an Advertising Agency
13.1. A linked Advertising Expenditure Agreement 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 Expenditure Agreement 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; and

b.  any other information that Publisher may in its discretion require to satisfy itself that  
 Advertiser is entitled to place a lined order.

13.3. Direct customer Advertising Expenditure Agreements may not be linked to an  
 advertising agency without the written approval of Publisher.

14. Limitation of liability
14.1. Nothing in these terms and conditions excludes or varies any rights or remedies under  
 the Australian Consumer Law in the Competition and Consumer Act (2010) (Australian  
 Consumer Law) which cannot be excluded, restricted or modified. However, Publisher  
 excludes all rights, remedies, guarantees, conditions and warranties in respect of  
 goods or services from an Advertiser’s use of or acquisition of or in relation to the  
 ordering or booking of any advertising services (including under an Advertising  
 Expenditure Agreement) from the Publisher whether based in statute, common law  
 or otherwise to the extent permitted by law. To the fullest extent possible and subject  
 to News’ liabilities and obligations under the Australian Consumer Law, the remaining  
 provisions of this clause 14 shall apply.

14.2. Subject to clause 14.1, 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; or

f.  exclusivity.

14.3. Subject to clause 14.1, the Advertiser acknowledges that distribution of a relevant  
 publication may be suspended or ceased at any time for any reason.

14.4. Subject to clause 14.1, Publisher is not liable to Advertiser for any direct or Indirect Loss  
 of any nature including where 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 or lack of  
 distribution of the relevant publication.

14.5. Subject to clause 14.1, where any of the circumstances set out in clause 14.4 arise:

a.  Advertiser shall incur no cost where the Advertisement has not been published at all or  
 where the error or failure has arisen solely due to the negligence of a Publisher or any of  
 its employees, or agents; and

b.  in all other circumstances, and subject to the other applicable terms, the agreed rate  
 hall be reduced according to circumstances. In no circumstances will the Publisher’s  
 liability be greater than:

i.  in relation to the failure to provide any placement, position or other benefit in relation  
 to which a specific loading charge was paid by the Advertiser, the amount of that  
 loading charge; or

ii.  otherwise, republication of the relevant advertisement, or payment of the cost of  
 republishing the relevant advertisement, at Publisher’s discretion.
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14.6. Subject to clause 14.1, Publisher’s liability for a breach of a term or guarantee implied  
 by law is limited at Publisher’s discretion, to the supply of the service again or payment  
 for the cost of having the service supplied again.

14.7. Subject to clause 14.1, Publisher has no responsibility or liability to Advertiser in relation to:

a.  Publisher exercising its rights under these terms; or

b.  any failure of telecommunications services or systems which affect the receipt by  
 Publisher of any material, a notice or communication of any kind or the publication of an  
 advertisement or campaign.

15. Warranty & Indemnity
15.1. Advertiser warrants that it will only use the advertising space which it acquires to  
 advertise its own brands, goods or services and may not sell or otherwise deal with that  
 advertising space. Where Advertiser is an advertising agency the space may only be  
 used by the client for which the space was initially acquired or booked.

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

15.3. Advertiser indemnifies Publisher its directors, employees and agents against all claims,  
 demands, proceedings, costs (including solicitors and own client costs), expenses,  
 damages awards, judgments 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 legislations; or

d.  violation of rights of privacy or confidential information.

16. Privacy Statement
Publisher and News Limited (News)collects personal information about Advertiser, 
including for example Advertiser’s name and contact details which you provide when 
registering or using our services as well as information from data houses, social media 
services, our affiliates and other entities you deal or interact with for example by using their 
services. We collect and use that information to provide you with our goods and services, 
to promote and improve our goods and services, to provide you with targeted advertising 
based on your online activities, for the purposes described in our Privacy Policy and for any 
other purposes that we describe at the time of collection. We may disclose your information 
to our related companies, including those located outside Australia. Any of us may contact 
you for those purposes (including by email and SMS) at any time. We may also disclose your 
information to our service and content providers, including those located outside Australia. 
The policy also explains that if you do not provide us with information we have requested 
from you, we may not be able to provide you with the goods and services you require. 
Further information about how we handle personal information, how you can complain 
about a breach of the Australian Privacy Principles, how we will deal with a complaint of that 
nature, how you can access or seek correction of your personal information and our contact 
details can be found in our Privacy Policy at www.newscorpaustraliaprivacy.com

17. Data Policy Compliance
Advertiser warrants that it will comply with the News Corp Australia Data Policy and in 
particular that, except as approved by the Publisher, Advertiser 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; or

b. any code, technique or mechanism, to track or in any way identify users of any of  
 Publishers’ properties.

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
Any text heavy Advertisement is subject to approval of the editor of the relevant 
Publication, to be exercised with unfettered discretion. Any such Advertisement must be 
presented in a manner which clearly delineates it from the editorial content of the relevant 
Publication including by labeling as an Advertisement in a prominent manner and using a 
clearly different font and format.

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 to standard 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,

v.  to apply between that Publisher and that Advertiser for a specified period (not to  
 exceed 12 months) and for 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.newscorpaustralia.com

Publisher If limited, then in 
relation to: Jurisdiction

News Limited News Corp Australia New South Wales

Nationwide News Pty Ltd
The Daily Telegraph 

The Sunday Telegraph 
The Australian 

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 Corp Australia National Advertising

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

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


