
Wellingtonians
get us!



Hello!
If you need your advertising to reach more people  
in the capital, you’ve come to the right place.

* AP 15+ Nielsen CMI Survey Q1-Q4 2012 
**dompost.co.nz monthly unique audience (Avg. Oct-Dec 2012) Nielsen Netview Hybrid
**** A
*****

u ve 012urvey Q1-Q4 2012

The Dominion Post offers an extensive range of advertising options across both print and 
digital platforms enabling our advertisers to connect with potential customers of all age groups  
and interests.

From in-depth newspaper stories to timely updates on dompost.co.nz our readers can get it all.  
Wellingtonians come to us for their news as we know what issues and topics affect their lives.  
We offer an experience unique to the people of this region and our readers trust us to keep them 
informed and entertained.  

213,000* Wellingtonians turn to The Dominion Post each week for their news, entertainment 
and advertising and 205,000** view dompost.co.nz each month.  

In a nutshell - Wellingtonians get us and we get them. Plain and simple.
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1 Vast reach 
 On an average day 235,000 people read The Dominion Post.  
 Over the course of a week, The Dominion Post attracts  
 425,000 readers, including 207,000 Wellingtonians.

2 Quality Readers 
 Over the course of a week, 75% of Wellington households  
 earning $80,000 or more read The Dominion Post, targeting  
 those with high discretionary incomes to spend on your  
 goods and services.

3 Reputation 
 The Dominion Post has a very long and proud news history,   
 and is the most trusted source that locals turn to for news.   
 Advertising in The Dominion Post benefits from being in this  
 highly trusted environment with engaged readers.

4 Selective vs. Intrusive 
 Readers actively search for ads and content relevant to   
 them. Advertisements in The Dominion Post are a    
 destination and source of information, not a distraction  
 for readers.

5 Devoted Attention 

 The Dominion Post readers, on average, spend 37 minutes   
 with their weekday issue and 58 minutes reading their  
 Weekend edition.  Their daily read is a firm part of their  
 routine that is not to be interrupted!

Pick me, pick me! - Why newspaper?

Still need convincing?  Contact one of our sales executives  for an informal chat on 04 474 0000

Source: Nielsen Consumer & Media  
Insights Q1-Q4 2012, AP 15+
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 On an average day we reach a combined print and     
 digital audience of 264,000 people.#

 Each week 213,000 Wellingtonians only read their  
 news online at dompost.co.nz and/or in  
 The Dominion Post.#

 In January 2013, dompost.co.nz delivered 3.03 million  
 page impressions* to 199,000 people (unique   
 audience)^ dompost.co.nz is “All about Wellington” and  
 is the online voice for the Capital. It complements the  
 daily print publication and includes a combination of  
 news, current affairs and features.  

 We reach a wide range of age groups. The print   
 publication and the online site have the ability to   
 reach the old, the young and everyone in    
 between. 42% of our daily readers are aged  
 between 20-49 years and 53% are over 50 years.# 
 52% of our digital audience are aged 18-49 years.^

Print AND digital - Our aggregated audience

#Source: Nielsen Consumer & Media Insights Q1 - Q4 2012 

*Page impressions - Omniture Site Catalyst, Jan 2013. ^Unique audience - Nielsen Netview Hybrid, AP2 + Jan 2013

1

2

3

4

The print publication and the online site have the ability to reach the old, the young and everyone in between. 

Stay informed
Sign up to our ADvantage e-newsletter and you’ll be updated on upcoming advertising opportunities, 
upcoming features and relevant information. Sign up at dompost.co.nz/advantage

5 The Dominion Post and dompost.co.nz have a  
 varying array of feature sections and magazines,   
 providing mass reach with the ability to also target  
 key advertising audiences.
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Daily
235,000 people 15+ read The Dominion Post every day

Weekly
425,000 people read a copy of The Dominion Post each week

Who reads the Dominion Post?
Wellingtonians - 136,000 Wellingtonians each day

Decision makers - 103,000 of daily readers make decisions about 
household purchases

Home owners - 169,000 of daily readers own their homes

Faces - Readership 

Readership over the week

Source: Nielsen Consumer & Media Insights Q1 - Q4 2012

Age of weekly audience %

10-19 years 8

20-29 years 13

30-39 years 15

40-49 years 19

50-59 years 18

60+ years 27

Rain, hail or shine,  The Dominion Post gets in the face of over 235,000  people each day
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Faces - Online Audience  

dompost.co.nz is all about Wellington and it’s THE place for Wellingtonians to 
come for credible, up to the minute news and information about their region

# Source: Nielsen Consumer & Media Insights Q1- Q4 2012 
* Omniture monthly reports - dompost.co.nz page impressions (Jan 2013) 
^ Nielsen Netview Hybrid AP 2+ (Jan 2013)

Age of dompost.co.nz audience %

2-24 years 12.3 

25-34 years 11.4 

35-49 years 31.0 

50-64 years 30.0 

65+ years 15.3

Daily
37,000 people# visit dompost.co.nz at least once a day 

Monthly  
dompost.co.nz currently delivers 3 million* page 

impressions each month to 199,000 people (unique audience)^ 

dompost.co.nz audience
56% male 44% female^

38%  of monthly audience earn between $40-100k^

34%  are university or other tertiary graduates^

dompost.co.nz viewers average 7 sessions per person, spend  
 14min 26sec viewing 17 pages per session.
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Places - Circulation

Circulation area
The Dominion Post is distributed to stores, homes and 
businesses throughout the Greater Wellington and lower 
North Island region.

Our loyal subscribers account  
for 60% of circulation.



What’s in it? - Editorial overview
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Run of Press

Day Rate per column cm 
 

M, T, T, F $26.87 

Wed  $28.28 

Sat  $29.77 
 
Line Rate (mono)

Day  Rate per line

M, T, T, F, S $5.49

Additional colour/highlighting charges may apply.

Specs Spend  DiscountCost

Contract rate plus 
100% loading 

$169 + GST

Full colour and 
position loadings 
apply

Front Page Solus 
6.0cm x 33.8cm

Lug Spaces 
2.80cm x 4.60cm

Double Trucks 
Double page + 
extra column 
down centre

How much? - Advertising rates

Advertising Rates (colour inclusive)

Special Placements

1.  All display rates are colour  
 inclusive and exclusive of GST

2. Rates current as at 1 August 2012,  
 excl GST

3. Typesetting fees will apply to   
 advertising agency material that  
 requires setting.

4.  Section loading information is  
 available on application.

5. Please discuss annual spend  
 discounts with your Dominion Post  
 Advertising Executive.

Guaranteed Positioning  
(Subject to availability)  

Section A 50% loading 
World  45% loading 
Business 45% loading 
Sport 20% loading 
Mon, Tue, Thu, Fri 40% loading 
Wed, Sat 50% loading 
Page specific & Solus 15% loading

Colour

Discount steps

Black & White – less 30% of 

published colour rate (Display ads)

$10,000 15% 
$15,000 17.5% 
$25,000 20% 
$50,000 22.5% 
$100,000 25% 
$150,000 27.5% 
$500,000 30%

Advertising Pricing Formula

Base Rate Calculation 
Advt height (cm)  x advt width (column)  
x rate = Price + GST

Add ons 
+ Loading rate (if applicable) = Price + GST   
- minus 30% for black and white advt

Please note
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Newspapers aren’t dead -did radio tell you that?!ad did radi tell y u that?!d ddiaddddad did radi tell y u that?!tell yd yt dt d d id di t l !dd ddid ddid did d th t?!t lld

Homepage     News Business     Sport           Rest of site

Homepage     News Business     Sport            Rest of site

One month campaign

One week campaign
Recommended minimum page impressions 25,000 35,000 5,000 5,000      10,000

Cost    $500 $700 $100 $100         $200

Pricing based on a flat rate of $20 per thousand impressions delivered (CPM)

Campaign recommendation based on achieving 10% share of voice

Advertising features: 
 

Geographic, channel and behavioural targeting options available. Loading applies.

Day and section buyout pricing available on request.

Rates current as at 5 June 2012. 

Rates include production of one static ad. 

All advertising bookings are subject to availability.

Recommended minimum page impressions 125,000 140,000 20,000 15,000   20,000

Cost   $2,500 $2,800 $400 $300         $400

How much? - Advertising rates 
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A little something special

Why not try something different and creative to market your company and products?
Advertising features are unique ways of promoting your business to consumer groups.  
Whether you’re looking to advertise in print, online or both we have a solution for you. 
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INSIDE

Not one to blend into the background, Ted Baker’s collections have become literal works of art this season.
Rich prints, sharp silhouettes, a palette of paint-box brights and bold brushstrokes in the form of textural and tonal highlights are at the very heart of spring/summer 2012.

Add to that Ted’s unwavering attention to detail and here is a collection that’s sure to be a real talking point, and a walking exhibition of taste and excitement.

For the women it’s a celebration of the female form with defined waists, full 

skirts and cut away detailing.Flower power reigns supreme with English roses, peonies and cherry blossom in full bloom on feminine 1950s dress shapes.

The Rosebug print featuring bright roses, bugs and butterflies is key and appears on everything from cropped jackets to shorts and from peep-toe heels to clutches.
The floral theme continues with laser cut appliqué and intricate floral cutwork adding interest to dresses, tops and flirty shorts.
In contrast, a more structured silhouette emerges with pleated maxi dresses flowing in vivid pops of colour.

Clean lines are colour-blocked and played out in a modern minimal palette of blood orange, dove grey, ivory and black. Accessorise with towering heels, box clutch and pop coloured wallets.
Ted’s menswear collection is a bit of a self-portrait, capturing all the elements of his personality.
Larger than life, it’s bursting with vivid colour and detail, offering a bright and breezy take on Riviera dressing. 
This includes chinos with contrast turn up detailing and polos with slim collars, worn with Aback deck shoes in burnt orange and dark blue. And why not layer up with ribbed and fine weave summer knits such as the Livewyr and Slubsta.

Prints come though in the form of subtle polka dots and paisley trims on shirts such as the Shinoli and Patre while accessories form a strong supporting cast with quality leather and canvas luggage and wallets. 
Expanding the range for spring/summer are socks and underwear in vibrant stripes and prints, along with quirky cufflinks and funky headwear.

For suits the look is clean cut, business shirting is slim and ties are uniquely Ted, in both regular and slim.
Add to this Ted’s distinctive detailing and exceptional quality and you have a collection that is fun, stylish and functional. After all, Ted’s always been the great exhibitionist. 

ISSUE 12, THE FASHION TIMES, SPRING / SUMMER, 2012         

WELLINGTON, NEW ZEALAND

The Fashion Times
KirKcaldie & Stains

Ted Baker is all about the show this season. Showing you off to your best.
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Haylea dress 
RRP $499, 
only available 
in Orange 

Get dressed in style now, & pay later with Kirks’ own card.
Kirkcaldie & Stains’ Black 
card makes shopping 
for your new season’s 
wardrobe easier and 
smarter.

The black fashion card may 
be used to shop in ladies 
fashion, shoes, fashion 
accessories, jewellery, 
lingerie, children’sworld, 
menswear and Untouched 
World.

There are no membersh
fees, no interest and you g
four months to pay off you
purchases. 

That means you can bu
your spring/summer 
wardrobe now and pay it 
off over time.

See in-store for an 
application form, visit 
kirkcaldies.co.nz or phone 
472 5899 ext 598.

BLACK is back

ways 

Join the show.

Conditions apply. See in store for details offer until Sunday 25 November

Ted Baker Chalmer Cuff Links 
from a selection RRP $110.00

Pg  16
SLEEP WEAR

Ted Baker Jacket 
from  RRP $689
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WELLINGTON, NEW ZEALAND

The Beauty Bulletin

KIRKCALDIE & STAINSrace

Wildly romantic looks 
 for sunny days

F
rom old-fashioned romantic to 

sophisticated city girl with a wild side, 

Spring and Summer make up is all 

about expressing your personality.

  Elizabeth Arden offers a modern twist on the 

1950s, with a collection which is all about 

accentuated eyes and soft shimmery lips. A 

felt tipped liquid eyeliner pen makes it easy to 

give a flirtatious flick to the outer corner of 

the eye. 

  At Dior, the look is modern and daring 

with Golden Jungle palettes in earthy 

desert browns and deep khaki 

greens with touches of shimmering 

gold. Nails are given the 

crocodile leather treatment 

as a khaki top coat cracks to 

reveal the gold lacquer beneath.

  Dr Hauschka slips into slow and easy 

mood, its illuminating powder giving a 

relaxed radiance to the face, and its new eye 

shadow duos featuring desert safari colours of 

pale caramel and cedar dawn, soft cinnamon 

and deep bronze. 

  Estee Lauder’s clever two-tone mascaras 

widen the eyes with dual colour treatment, 

black for the upper eye lashes, and 

contrasting brown, blue or plum for the lower 

lashes. 

  As the drying winds of Spring come our 

way, moisturising lipsticks and glosses offer 

both shine and protection. Guerlain has silky 

glosses which simply glide on, turning matt 

after application to provide a sophisticated 

look. Lancome’s Rouge in Love lipsticks 

provide a burst of intense colour in 

shades ranging from violet to coral, 

with matching Vernis in Love nail 

varnishes. Clarins’ Gloss Prodige 

lip glosses shine it up in delicious 

shades of chocolate, 

raspberry, blackberry 

and papaya, while 

Clinique’s Chubby 

Sticks provide natural lip tints in summer day 

hues of watermelon and strawberry.

  Nature is a byword for the new season’s 

skincare, as cosmetic houses take vital 

ingredients from earth and sea. Jurlique has its 

own biodynamic farm from which to harvest 

herbs for its special brand of natural skincare, 

and its Herbal Recovery Antioxidant Gel 

Mask contains added vitamin E to nourish and 

smooth the skin. Botanicals company Kiehl’s 

uses activated Vitamin C, white birch and 

peony extracts in its Clearly Corrective White 

range to improve clarity and even out skin 

tone, reducing redness and diminishing age 

spots.

  Lancome’s Absolue L’Extrait contains the very 

essence of roses to regenerate skin, leaving 

it supple and more youthful looking, while 

La Mer’s Whitening Essence Intense contains 

marine nutrients, white algae ferment and 

miracle broth made from sea kelp to reduce 

pigmentation, minimise pores and create a 

flawless complexion.

  Body treatments also draw the best from 

nature, with Sisley’s Sisleya Anti-Aging 

Concentrate Firming Body Care using plant 

extracts and Pro Vitamin B5 to firm skin and 

improve tone and density on the neck and 

upper arms.

  In fragrance, it is the season for feminine 

floral scents, and Elie Saab Eau de Toilette 

provides just the right touch, with orange 

blossom, gardenia and honey rose balanced 

with the freshness of mandarin tree flowers. 

Men turn to warmer more sensual fragrances, 

with a hint of pepper and spice, choosing 

Jean Paul Gaultier’s Kokorico or Dolce & 

Gabbana’s The One Gentleman, while 

keeping skincare simple with 

unfragranced Daily Moisture 

Defense from Lab Series.
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STELLA MCCARTNEY’S 
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Wraps  
Wraps are a high impact advertising solution and are available on most days for Section B  
tabloids and pre-prints. Section A wraps are available on request with editorial approval. 

Ad-tachments 
These stick-on advertising notes are available on the front page of The Dominion Post. 

Advertorial 
Take advantage of our award-winning editorial team and promote your business with a promotion profile.

Inserts 
Inserts are an extremely effective way to communicate your company’s message. Packaged with the  
The Dominion Post, they consequently enjoy the paper’s favoured reputation and reader interest.

One-off and Special Client Magazines 
The Dominion Post also specialises in special event  and one-off magazines.
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Section buyouts
Section buyouts are available for the:

Business section

Sports section

*Homepage - Homepage buyout also available. Does not include guttering.

Buyouts include:
All three ad placements on page + left and right gutters

100% buyout of the section

Average page impressions: 
 Home Page - 350,000 per week 
 Business - 30,000 per week 
 Sport - 20,000 per week

Production of three static ads and guttering (home page only has one ad space)

We can also help you tailor your campaign through:
Keyword targeting

Behavioural targeting

Advertorials

Co-created content

All these options and more can be discussed, quoted and  
arranged through your Dominion Post sales executive. 

Phone us on (04) 474 0000 for ideas that can help promote your business.

A little something special online

Top banner

S
kyscraper

Medium
Rectangle
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Logo 
Provide up-to-date company logos and colour palettes

Key message 
Always have an obvious purpose or call to action in mind for your advertisement

Copy 
As well as a main body of information, advertisements require an engaging headline,  
terms and conditions and contact information    

Imagery 
Provide examples of photos/images that you would like to see incorporated into your ad 
 
Branding 
Consistency is key! Provide examples of any current marketing initiatives so we can link any 
necessary elements 
 
Company history 
A background summary of your business will give your executive a  

thorough understanding of  your objectives

Advertising 101: Making your advertisement WORK.

1

2

3

4

5

6

We include ad creation service by our talented design team at no charge.  
Explaining what you’d like to achieve from your advertising, however, can be  
tricky so we’ve put together a few pointers to make the briefing process easy.

Providing us with the following elements and information will ensure you get exactly what you’re after! 

Newspapers - because you can’t make a decent ransom note without us.
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The nitty gritty - Tech Specs for Print
Size requirements          
 

  ROP Page Classified Page Tabloid  Double Truck   
  (10 column) (11 column) (7 column) (20 column)  

Depth (cm)  54  54  37  54    
Width (cm)  37.6  37.7  26.2  77.5

Bookings and Copy Deadlines

Please contact your advertising executive or phone (04) 474 0000 to discuss booking and copy deadlines.

File types

Material should be submitted as EPS or Press Ready PDF files.

Column 1 2 3 4 5 6 7 8 9 10 11
Cm 3.2 6.6 10.1 13.5 17 20.4 23.9 27.3 30.8 34.2 37.7

Display

Column 1 2 3 4 5 6 7 8 9 10 
Cm 3.4 7.2 11 14.8 18.6 22.4 26.2 30 33.8 37.6

Full page advertisements

ImPRESSive 
Our Petone press in actionFor a full list of technical specifications visit dompost.co.nz/advertising

Classified
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Advertising Unit Pixels

Top Banner   760 x 120

Half Page   300 x 600

Medium Rectangle  300 x 250 

Skyscraper   160 x 600 

File types  GIF, JPEG, PNG or SWF format

Digital animation length Maximum of 30 secs

Flash version   8 or 9, Action Script 2.0 
    If supplying a Flash creative,  
    you must also supply a backup GIF or JPG

File size   Maximum of 40k

Looping restrictions No limit

Advertisment links  A website URL must be provided

The e-nitty e-gritty - Tech Specs for Online

Size requirements

dd

For more information 
contact your  

Advertising Executive

Specs
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What does it all MEAN?!
Broadsheet  
The largest of the newspaper formats. The Dominion Post is a   
broadsheet paper, each page measuring 54x37.6cm.

Classified advertising   
Ads grouped into ‘classes’ and confined to a single section.

Display classified  
Creative advertisements confined to classified sections  
such as Recruitment and Motoring. 

Display advertising 
Creative advertisements placed in the 
four main sections of the paper:  
News, World, Business and Sport.

Double truck  
Double page spread with the inclusion of 
the centre gutter.

Front page solus   
Strip ad at the bottom of the front page 
measuring 5.8cm deep by 34.2cm wide.

Gutter  
Inner column between the two facing 
pages of the newspaper.

Lug 
Fixed spaces at the top left and right hand 
corners of the front page of select sections 
measuring 2.8cm deep by 4.6cm wide.

Non-display classfied 
Ads with no creative elements and confined to the classifieds pages. 
Charged at a run-on rate.

Page impression  
The exact number of times a page or website is displayed to a user. 
Sometimes called “Page Views”

Rate 
The price charged per column centimeter of space purchased

Run of paper 
The four main sections of the paper:  
News, World, Business and Sport.

Run-on rate 
Rate for non-display classified ads. 
Charged per line of copy.

Tabloid  
A smaller format of newspaper, seven 
columns wide. Weekly Dominion Post 
newsprint liftouts are classed as tabloids, 
including TV Week, Life and Sport and 
Racing.

Unique Views / Unique Viewers 
A count of how many different people 
access a particular website.
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Get in touch
Office - pop in for a visit, free visitor sticker for every guest.

 Main office   Advertising  Fairfax Media Network Wellington   
 40 Boulcott Street  Level 1   Level 1  
 Wellington 6011   40 Boulcott Street  40 Boulcott Street  
     Wellington 6011  Wellington 6011  

Post - Rosina, our mail lady would rather you emailed.

 PO Box 3740       
 Wellington 6140       

Phone - you may need to speak up if the press is running.

 (04) 474 0000       

General email enquiries - quite efficient, we’ve found.

 Display Advertising  display@dompost.co.nz 

 Classified Advertising  emailads@dompost.co.nz 

 National Advertising  national.ads@dompost.co.nz

The Big Cheeses - speak directly to the head honchos.  

 Advertising Director  (04) 474 0243 

 Multimedia Account Manager (04) 474 0154

 Fairfax Media Account Manager (04) 474 0456

dompost.co.nz/advertising

140
213



Advertising Terms and Conditions (you KNEW they were in here somewhere!)

These conditions apply to all advertising 
in this publication unless we have agreed 
other terms in writing with the advertiser 
(“you”).

1  In accepting an advertisement for publication,  
 and in publishing it we are doing so in   
 consideration of and relying on your express  
 warranty, the truth of which is essential:

a) That the advertisement does not contain  
 anything that: (i) is misleading or deceptive or  
 likely to mislead or deceive or which  
 otherwise breaches the Fair Trading Act 1986;  
 (ii) is defamatory or indecent or which  
 otherwise offends against generally accepted  
 community standards; (iii) infringes a  
 copyright or trademark or otherwise infringes  
 any intellectual or industrial property rights;  
 (iv) breaches any provision of any statute,  
 regulation, by-law or other rule or law, and

b)  That the advertisement complies in every way  
 with the Advertising Codes of Practice issued  
 by the Advertising Standards Authority Inc.  
 (“ASA”) and with every other code or industry  
 standard relating to advertising in New Zealand,  
 and

c)  Publication of the advertisement will not give  
 rise to any liability on our part or in a claim  
 being made against us.

2  You agree to indemnify us against all losses  
 or costs arising directly or indirectly from any  

 breach of the warranties above and from  
 any costs incurred in our making corrections  
 or amendments in accordance with the terms  
 that follow.

3 By supplying or placing an advertisement for  
 publication you grant us a perpetual, royalty  
 free license to reproduce the advertisement in  
 any print or electronic advertising media we  
 offer advertisers now or in the future.

4 Where you utilise any aspect of our creative  
 services in the design or production of an  
 advertisement (including photographic or  
 design work) you acknowledges that we own  
 the copyright in such work and that such work  
 is not work for which a commissioning payment  
 has been made or agreed.

5  We may refuse to publish, or withdraw an  
 advertisement from publication without having  
 to give a reason.

6  We may publish the advertisement on the  
 next available day if there is an error or delay in  
 publication of the advertising as booked.

7  We may correct or amend advertising to 
 conform to style or for other genuine reason as  
 long as we do so using reasonable care.

8  All DVDs, blu-ray disks and videos, and  
 These conditions apply to all advertising in this  
 publication unless we have agreed other terms  
 in writing with the advertiser (“you”). any  
 other restricted publications advertised for sale  

 must include its Classification as determined by  
 the NZ Classification Office and may  
 be advertised only in accordance with the  
 conditions imposed by the Classification Office.  
 We may require written evidence of New  
 Zealand Classification ratings and  
 Classification Office conditions for each DVD,  
 video or any publication.

9  We may take orders for advertising in specific  
 spaces (space orders). The space may be used  
 only by you for advertising of the advertiser’s  
 usual business and may not be transferred by  
 you to another person.

10  The guarantees contained in The Consumer  
 Guarantees Act 1993 are excluded where  
 you acquire goods and services from us for the  
 purpose of a business.

11  You must tell us as soon as possible if there  
 is an error or omission in any advertisement  
 the advertiser has placed. We will not be liable  
 for any indirect or consequential loss (which  
 includes loss of revenue or profit) from an error  
 or omission or failure to publish and if we  
 are found to have any direct liability for any  
 circumstance that liability is limited to the cost  
 of the space of the advertisement.

12 To cancel an advertisement a cancellation  
 number must be obtained from us at least  
 three days prior to publication. Cancellations,  
 which occur inside of the three-day working  
 period, may incur a 100% penalty.

13 The charge for an advertisement will be in  
 accordance with the published ratecard  
 applying at the time for the publication,  
 unless we agree otherwise in writing. Rates for  
 space orders apply for the whole space and are  
 not reduced if the whole space is not used.  
 Rates confirmed in advertising volume  
 agreements will be honoured over the period  
 of that agreement if all other conditions of the  
 agreement have been met by you.

14 Advertising placed by advertisers who are not  
 New Zealand residents will be zero-rated for  
 GST purposes. GST will be applied at the  
 standard rate to advertising placed by non- 
 resident agents acting for New Zealand  
 resident principals.

15 If payment on a commercial account is not  
 made by due date (which is the 20th of the  
 month following invoice, unless we specify  
 otherwise) you will be liable for interest  
 at market rates and all costs of recovery,  
 commissions and collection fees.

16 All casual advertising must be prepaid prior  
 to publication. Payment by credit card for  
 casual advertising is accepted.

17 We may provide guidelines to be followed where  
 you include internet addresses in advertising.
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