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POWER 
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BR A ND 
VA LUES

Inspiring 
Intelligent 

Unique

Curated for the thoughtful, creative woman, 
Harper’s BAZAAR is the art and heart of fashion & beauty.

Harper’s BAZAAR delivers 'thinking fashion' that fits her life and feeds her mind.

Only Harper’s BAZAAR is truly understanding and authentic in the 
way it makes sense of fashion and beauty and the way we live today.
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BAZAAR ART

BAZAAR TRAVEL

BAZAAR BEAUTY BEST OF THE BEST
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SOCIAL MEDIA

DIGITAL 

SUBSCRIBERS

26,385

EXCLUSIVE 

CONTENT 
PROGRAMMES

Circulation: 110, 294
Digital Editions: 2,491

Total Readership: 178,000 (+7.7% YOY)

Solus Readership: 36% (+10% YOY)

25,000  

NEWSLETTER  

REACH

12 number of events per year   |  70 average number of readers per event

Selfridges & Estee Lauder Reader Event
Longchamp Reader Event

Fortnum & Mason Reader Event

Bazaar Woman of the Year ;  
In partnership with Estee Lauder

Bazaar at Work ;  
In partnership with Omega Ladymatic

Bazaar Art ;  
In partnership with Bentley

Linkedin programme 
on Bazaar at Work

ABC1 Female Profile: 75%
AB Female Profile: 40%*  
*highest in the market 

Average Age: 42
21% of readers have an  
income of £100,000+
ABC Jun-Dec 2013

91k 32k 437k 135k

WEB

400,000 unique users
800,000 monthly page impressions

100% increase in uniques YoY

93% are willing to  
pay more  for a truly  
unforgettable experience
84% seek out items that  
feel like they are unique 
82% say they are often  
the first amongst their friends to 
own the latest fashion and beauty  
products of the season
78% have bought products  
as a result of seeing  
advertising in Bazaar
Source: 2011 Reader Survey

Source: ABC Jul-Dec 2015. 

NRS Oct 2014-Sept 2015

rvandenbroeke
Cross-Out



OUR READERS

Upscale women, engage readers

82% look for brands that speak to them on a designer level

93% are willing to pay more for a truly unforgettable experience

84% seek out items that feel  like they are one of a kind - items 
  that are "made just for me"

82% say they are often the first amongst their friends to own  
 the latest fashion and beauty products of the season

82% have visited a museum or gallery in the last 12 months

Source: NRS June 2014-July 2015/TGI July 2014-July 2015/Bazaar At Work Survey 2015



"It offers a useful edit of the best of the  
season's fashion that is ready to buy"

"Bazaar combines the art and heart  
of fashion and beauty"

"stylish... elegant... sophisticated"

"an intelligent, thoughtful read"

"...written by experts"

PERCEPTION  
OF BAZAAR  



PARTNERSHIPS 
BAZAAR offers the most innovative and content-rich commercial partnerships in the luxury sector, unlocking the equity  

of it's DNA to bring communication strategies to life for our discerning, affluent and influential readers.

PROMOTIONS  
Bazaar harnesses the power and 
influence of its renowned editorial 
team to create compelling ways of 
taking your message to our 
readers. Our unique approach 
maximises the perceived editorial 
endorsement for your brand.

AT WOR K :
ON THE MOVE

IN ASSOCIATION WITH

Conventional offices are becoming less important  
as our work and lives increasingly flow together, 

complementary and overlapping. The key to success  
today is communicating ideas to inspire audiences,   

and there’s no requirement to be stuck at a desk to do that. 
This month’s Bazaar At Work talks to women who have 

achieved what would once have been an impossible dream 
and harnessed the power of digital communication  
to change their lives and the world around them  –  

and they don’t need a boardroom to do it in

HOW W E DO BUSINESS NOW

PARTNERSHIPS 
Fully integrated bespoke partnerships 
help to build awareness and develop 
brand saliency over time. Bazaar At 
Work, developed for Omega 
Ladymatic, combines editorial 
content, standout paper tech solutions, 
tablet enhancement, co-curated 
events, and a series of twelve videos on 
bazaar.co.uk. Partnerships on this 
scale come with a quantitative 
research programme to demonstrate 
the effectiveness of the activity.

SPONSORSHIPS 
Share the benefit of Bazaar's headline editorial programmes. 
From Women of the Year with its impactful PR opportunities 
and celebrity associations, to our off-the-peg brand extensions 
like Beauty Hot 100, Bazaar Art and Bazaar Escapes, we will 
tailor a package which leverages the equity of the Bazaar brand.

 IMMACULATE   
      COMPLEXION
Flawless skin is now attainable for every   
         woman, courtesy of  Laura Mercier 
             

 F 
orget the heavy, chalky-looking cosmetic formulas of the past – 
the newest offerings look and feel like a second skin. Make-up 

artist Laura Mercier champions this approach with her range of 
lightweight, natural-looking beauty products. Her latest creation, 
Smooth Finish Flawless Fluide, goes one step further by camouflaging 
rather than masking blemishes and unevenness. The oil-free formula 
blurs imperfections and leaves a natural matte finish. Impressively, it 
works for all skin types and is humidity- and perspiration-proof, as well 
as water-resistant. What we love most is that you can apply it with your 
fingertips. This Fluide is ‘great skin bottled’ for the modern woman – 
you don’t have to be a make-up artist to achieve flawless results. 

BAZAAR | PROMOTION

EXCLUSIVE BAZAAR EVENT

 LAURA MERCIER AND NEWBY 
HANDS IN CONVERSATION

 Join Laura Mercier and Bazaar’s beauty 
director-at-large Newby Hands on 18 
September, from 5pm to 7pm, for an 

exclusive tea in Selfridges Oxford Street, 
London. Laura will be revealing her expert 

tips and this season’s beauty trends. 
Tickets cost £50 (£40 for subscribers), 

with £40 redeemable against Laura 
Mercier products on the night, and also 

includes a goodie bag containing a 
12-month subscription to Bazaar for 
non-subscribers and a Laura Mercier 

Custom Artist Portfolio (worth £65). This 
exclusive event is limited to 25 guests, so 
please don’t delay. To secure your place, 

email events@harpersbazaar.co.uk 
adding ‘Laura Mercier’ in the subject line.

EVENTS 
Bazaar creates content-rich experiences which bring your brand 
associations and product offer to life. Examples include a panel 
discussion – ‘Made in China: the New Luxury?’ at Shanghai Tang, and 
‘Brand You’ for Akris, a breakfast ‘think-tank’ with Helena Morrissey 
and CEOs/VP’s of companies for Omega & Bazaar At Work, and a 
literary evening to celebrate Fatima Bhutto’s new book at Escada.

BAZAAR | PROMOTION
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Go behind the scenes at www.harpersbazaar.co.uk/bentley
For more information on the Bentley Continental GT Speed, visit www.bentleymotors.com

IN ASSOCIATION WITH

HARRY CORY WRIGHT
FOR HARPER’S BAZAAR ART

NOVEMBER 2014
www.harpersbazaar.co.uk
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IN ASSOCIATION WITH



 BRAND EXTENSIONS
BAZAAR Art 

Launched in October 2013 (November cover) to coincide 
with Frieze, Bazaar Art UK joins a quartet of 

international editions – Bazaar Art China, Russia, Arabia 
and Brazil. Art is a powerful, proven connector with super 

HNW women, and Bazaar Art offers an engaging, 
credible, inspiring way to talk directly to them.

Beauty Hot 100
Bazaar’s annual edit of the most effective beauty products 

on the market has set a new benchmark for industry 
endorsement: winning products bearing the Hot 100 logo 

have a proven uplift in sales. With readers spending an 
average of £250 a month on beauty, advertising in Bazaar 
Beauty Hot 100 offers a compelling return on investment.

BAZAAR Escapes 
Affluent, discerning, Bazaar readers take two holidays and 

two short breaks every year, on average. Published annually 
in December (January cover) Bazaar Escapes edits choice for 

our constituency of affluent, time poor readers. Bazaar 
Escapes is a guarantee that a hotel or travel destination will 

offer the reader the luxurious, discerning, unforgettable 
experience they’d expect from Harper’s Bazaar.
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SCHIAPARELLI

    oCtober 2013
www.harpersbazaar.co.uk  
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IN PARTNERSHIP WITH
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WOLFGANG TILLMANS
FOR HARPER’S BAZAAR ART

NOVEMBER 2014
www.harpersbazaar.co.uk

IN ASSOCIATION WITH BENTLEY
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ESCAPES

JANUARY 2014
www.harpersbazaar.co.uk

Chic
HOTELS

Idyllic
BEACHES

Secret
ISLANDS

Theultimate
destinations

for2014

LUXURY TRAVEL IdyllicLUXURY TRAVEL

THEBEST
OF

BEAUTY
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up  in  fl a m e s
Cruel taunts about SAM BAKER’s red hair coloured her childhood. 

Then, in her twenties, she embraced the beauty of her Irish inheritance, 
 grew her curls into wild, waist-length tresses  
   and discovered that ginger isn’t a hair colour, 
 it’s a way of life

IllustratIons by aurore de la MorInerIe

document7730201655243528200.indd   280 15/08/2013   11:27

A: Covers, premium £29,871

£20,477

£18,776

£17,066

£11,845

£23,898

£59,742

£40,954

£37,552

£34,132

£23,920

£47,796

E: Run of magazine

Promotions

D: 2nd half in requested editorial

C: FH, or relevant editorial

B:  1st 30% or three of the following: FH, RH, 
FM, requested editorial

POSITION PAGE DPS

Advertising Rates 

  

Leaderboard & ROS Mobile/Tablet Banner

£42.00 CPM

£32.00 CPM

Fashion & Beauty Channel 1 week  
Takeover Desktop Tablet and Mobile

Editorial Newsletter MPU

Solus Email Newsletter

Sponsored editorial rates on application
Please note takeover rates increase during February and September

MPU

(728 X 90)

(300 X 250)

FORMATS

CHANNEL ROADBLOCKS per week

EMAIL

CREATIVE 
SIZERATES

£8,400

£2,000

£3,500

Digital Rates

RATES

my closest friend; I would never be cute and curvy with cascading 
black curls like my college flatmate. I would always be me, ginger, 
freckly, my default expression a frown. Neither conventional beauty 
nor invisibility was an option. And so, in my early twenties, with  
a change of boyfriend and a change of city, I set about embracing  
my genetic inheritance and becoming the person I should have  
been years before. 

Let off its leash, my hair grew as long as it was able, down to my 
waist and below. I swore I’d never dye it again (an oath that’s proving 
harder to keep as grey sets in). Many hours spent among the  
stacks at St Catherine’s House in London revealed a long line of Irish 
matriarchs. I discovered my great-grandmother, who died before  
I was born, her mother and aunts, all with wild red curls no number 
of pins, curlers or dye could subdue. Their white skin was also 
speckled with freckles. I came to imagine that their clear, knowing 
blue eyes declared me welcome. And somehow, being part of this clan 
of smart, quick-eyed, quick-tempered women with freckles across 
their noses and wayward curls gave meaning to my ginger-ness. 

A meaning confirmed when I went to Dublin for the weekend 
with my now husband; a man who, happily, adores my ginger frizz. 
We had gone our separate ways for the afternoon, me to research  
a feature, him to work on a novel. We arranged to meet much later 
outside a bar in the old town. The light was fading when I saw him 
walking towards me through the early-evening crowds. I waved and 
smiled, but saw no trace of recognition. ‘I was waving,’ I cried when 
he was standing right in front of me. ‘Why didn’t you wave back?’ 

‘I didn’t see you,’ he said. ‘Look around.’
I did. And for the first time realised I wasn’t alone. My hair, which 

for most of my life had acted as an amber alert, a Belisha beacon 
pointing me out for all to see, no matter how great the crowd, was 
powerless here. In the centre of Dublin, in a sea of redheads, I had 
attained the one thing I’d sought my entire childhood: invisibility. 
And you know how they say ‘Be careful what you wish for’? Well, 
it’s true. I didn’t much like it.

Because ginger is not a hair colour, it is a way of life. Ginger is 
who I am. My much-cursed pale skin that refused to tan now 
rewards me for the years I did not – could not – spend lying in the 
sun. My Celtic bone structure has turned out to be the foundation 
for a face that has not sagged. And my hair… well, my hair is no 
longer red, nor auburn, nor Titian. It could not be further from carrot.

Because that’s the truly bittersweet thing about being ginger.  
Just as you learn to love your red hair, its vibrancy begins to fade; 
until your loathed and then loved ginger hair fades to the palest 
strawberry blonde. But whatever colour my hair ends up, the  
ginger will live on, in spirit if not in form.  

document7730201655243528200.indd   283 15/08/2013   11:27

Bespoke format design ON APPLICATION

HPU & Billboard & ROS Mobile/Tablet 
interstitial (full screen ad)

£52.00 CPM (300 X 600)

Channel 1 week Takeover Desktop Only £6,300

Channel 1 week Takeover  
Desktop Tablet and Mobile 

£7,350

Fashion & Beauty Channel 1 week  
Takeover Desktop Only

£7,350



EDITORIAL CALENDAR 2016

FEBRAURY  The A-List

MARCH  Fashion Issue

APRIL   Ageless

MAY   Flower Issue

JUNE   The Summer Season

JULY   Best of British

AUGUST  Happiness

SEPTEMBER Fashion Issue

OCTOBER  Beauty with a Heart
   Beauty Hot 100

NOVEMBER Fashion & Art
   Bazaar Art

DECEMBER  Woman of the Year

JANUARY  The Body Issue
   Bazaar Travel



2016 on Sale Dates & Copy Deadlines
INSERT DELIVERY DEADLINE

FEB-16

13TH NOVEMBER

9TH OCTOBER

11TH SEPTEMBER

13TH AUGUST

15TH JULY

12TH JUNE

14TH MAY

10TH APRIL

13TH MARCH

13TH FEBRUARY

14TH JANUARY

COPY DEADLINE

1ST NOVEMBER

29TH SEPTEMBER

30TH AUGUST

27TH JULY

28TH JUNE

26TH MAY

25TH APRIL

29TH MARCH

23RD FEBRUARY

26TH JANUARY

30TH DECEMBER

26TH NOVEMBER 10TH DECEMBER

MAR-16

APR-16

MAY-16

JUN-16

JUL-16

AUG-16

SEP-16

OCT-16

NOV-16

DEC-16

JAN-17

Mechanical Data

WHOLE PAGE

DOUBLE-PAGE SPREAD

DPS HALF-PAGE

HALF-PAGE VERTICAL

HALF-PAGE HORIZONTAL

270 X 192

270 X 410

132 X 410

270 X 93

132 X 192

290 X 215

290 X 430

142 X 430

290 X 103

142 X 215

296 X 221

296 X 436

148 X 436

296 X 109

148 X 221

TRIM SIZE BLEED SIZETYPE AREA

DEADLINES

ISSUE ON SALE COPY DEADLINE INSERT DELIVERY DEADLINE

FEBRUARY   10TH DECEMBER

MARCH   14TH JANUARY

APRIL   13TH FEBRUARY

MAY   13TH MARCH

JUNE   10TH APRIL

JULY   14TH MAY

AUGUST   12TH JUNE

SEPTEMBER   15TH JULY

OCTOBER   13TH AUGUST

NOVEMBER   11TH SEPTEMBER

DECEMBER   9TH OCTOBER

JANUARY   13TH NOVEMBER

ON SALE DATE

1ST JANUARY

2ND FEBRUARY

1ST MARCH

31ST MARCH

4TH MAY

1ST JUNE

1ST JULY

2ND AUGUST

1ST SEPTEMBER

4TH OCTOBER

3RD NOVEMBER

6TH DECEMBER
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JESSICA
CHASTAIN

A STAR IS BORN

TRACEY EMIN
BY PRINCESS

EUGENIE

FASHION
ART
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LOOK BETTER
NOT
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THE
NEW

BEAUTY
FRONTIER

NOVEMBER 2014 £4.30
www.harpersbazaar.co.uk

9
77
17
51

15
90
71

11

ART
ROYALTY

IN
B

FR

H
A

R
P
E
R
’S

B
A

Z
A

A
R

D
EC

EM
BER

2014
T

H
IN

K
IN

G
FA

S
H

IO
N

DECEMBER 2014 £4.30
www.harpersbazaar.co.ukCAREY

MULLIGAN
ON FEMINISM
& FAME

ROSIE
HUNTINGTON

WHITELEY
SARAH
BURTON
MARGOT
ROBBIE

BAZAAR’S
WOMEN
OFTHE
YEAR

CELEBRATE

starring

+
BENEDICT

CUMBERBATCH
BY KEIRA

KNIGHTLEY

by Abi Morgan

E X C L U S I V E

LIGHT UP YOUR LIFE WITH OUR GUIDE TO THE PARTY SEASON

9 771751 159071
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Claire
Danes

ON HOMELAND
& LIFE AFTER BRODY

Thetrueface
of beauty

BY MARGARET
ATWOOD

THE MOST
BEAUTIFUL CLOTHES

IN THE WORLD

Couture
report

FROM
COMBAT BOOTS

TO THE PUSSY
BOW BLOUSE

Power
dressing

OCTOBER 2014 £4.30
www.harpersbazaar.co.uk
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Publisher
jacqueline.euwe@hearst.co.uk

 
Associate Publisher

antonia.wigan@hearst.co.uk
 

Advertising Production Manager
paul.taylor@hearst.co.uk



CONDITIONS ATTACHING TO ADVERTISING CONTRACTS

1. In these Conditions attaching to Advertising Contracts (‘these Conditions’): 
‘Publisher’ means Hearst Magazines UK and any of its subsidiary or joint venture 
companies including but not limited to: NatMag-Rodale Limited as applicable and 
‘Advertiser’ means the person booking the advertising space including Advertising 
Agents and Independent Media Buyers. Advertising Agents and Independent Media 
Buyers shall for the purpose of these Conditions act as principals on their own behalf 
for all purposes connected herewith. ‘Rate Card’ means the Publisher’s current scale 
of charges for advertisements, a current copy of which may be obtained from the 
Publisher. ‘Contract’ means a legally binding booking accepted by the Publisher in 
accordance with Clause 2 for publication of an Advertisement. ‘Advertisement’ 
includes loose ‘insert’ or other ‘insert’ where appropriate. ‘Technical Specifications’ 
means the technical specifications set out at http://www.natmags.co.uk/index.php/
cat/Technical_Specifications. Please refer back to the Technical Specifications each 
time you are submitting a new advertisement to ensure that the Technical 
Specifications are up to date. ‘Cancellation’ of a Contract means cancellation of either 
all or part of the remaining unperformed part of the Contract unless the context of the 
relevant condition makes it clear that cancellation of only a specific insertion(s) is 
referred to. ‘Weekly’ means magazines published weekly by the Publisher, and 
‘Monthly’ means magazines published monthly by the Publisher. 2. The issue of a Rate 
Card does not constitute an offer by the Publisher to contract. A Contract is made 
only by the Publisher’s acceptance of the Advertiser’s order as effected by the 
Publisher issuing an Acknowledgement of Order Form. 3. All Contracts are subject to 
these Conditions and no variation or addition thereto shall be effective unless 
specifically agreed to in writing by the Publisher. Any other terms or conditions 
sought to be imposed by the Advertiser are expressly excluded. 4. Advertisement rates 
are subject to revision at any time and the price prevailing at the time the Contract is 
made binds the Publisher only in respect of the agreed booking as confirmed by the 
Publisher’s Acknowledgement of Order Form. 5. All orders are accepted subject to 
acceptance of copy by the Publisher, as indicated in Clause 7, and if it is intended to 
include in an Advertisement a competition or a special offer of merchandise, other 
than that normally associated with the advertised product, full details of such 
competitions or special offers must be submitted by the Advertiser in writing at the 
time the order is negotiated. 6. It is the Advertiser’s responsibility to check the 
correctness of the Advertisement. The Advertiser warrants that any Advertisement 
submitted by it for publication shall comply with all applicable laws, legislation, 
regulations, codes of practice and is not an infringement of any other party’s rights. 
The Advertiser will indemnify the Publisher fully for all costs, expenses, damages or 
liability whatsoever (including legal costs and awards ordered against the Publisher) 
in respect of any claim made against the Publisher arising from the Advertisement or 
its publication or as a result of any breach or non-performance of any of the 
representations, warranties or other terms contained herein or implied by law. 7. The 
Publisher reserves the right at any time in its absolute discretion to cancel any 
Contract or to omit or suspend an Advertisement (for example if it is libellous, 
unlawful, defamatory,pornographic, socially unacceptable, insensitive or otherwise 
contrary to editorial policy). Should cancellation, omission or suspension be due to 
the act or default of the Advertiser or his servants or agents including the unsuitability 
of the Advertisement as indicated above, then the Advertiser shall pay for the space 
reserved for the Advertisement in full not withstanding that the Advertisement has 
not appeared. Such cancellation, omission or suspension shall be notified to the 
Advertiser as soon as reasonably possible. 8. All contents of Advertisements are 
subject to the Publisher’s approval. The Publisher does not undertake to review the 
contents of any Advertisements and any such review of and/ or approval by the 
Publisher will not be deemed to constitute an acceptance by the Publisher that such 
Advertisement is provided in accordance with these Advertising Terms and 
Conditions nor will it constitute a waiver of the Publisher’s rights hereunder. If the 
Publisher considers it necessary to modify space or alter the date or position of 

insertion or make any other alteration it shall notify the Advertiser of this as soon as it 
reasonably can. 9. The Publisher will exercise reasonable care and skill in the handling 
and publishing of the Advertisement but where the Advertisement is not published in 
the manner specified in the Contract, whether through any failure or negligent act or 
omission on the part of the Publisher or any third party, the Publisher’s maximum 
liability to the Advertiser shall be limited (at the option of the Publisher) to either: (a) 
publishing the Advertisement (or a replacement Advertisement if provided by the 
Advertiser) as soon as is reasonably practicable in the period following the period 
during which the Advertisement was scheduled to run; or (b) refund to the Advertiser 
the amount of any payment made for the Advertisement concerned. The Publisher 
shall not be liable for any indirect, special or consequential loss or damage arising 
from any failure to publish an Advertisement as agreed with the Advertiser, including, 
but without limitation, any late or incorrect publication, any non publication or 
inaccurate reproduction of the Advertisement, whether caused by the Publisher’s error 
or negligence or by any reason whatsoever. The Publisher shall not be liable 
whatsoever in respect of any error or omission in respect of publishing the 
Advertisement which is not notified to the Publisher in writing within one calendar 
month of the actual publication date of the Advertisement. 10. Cancellation for 
Weekly: The Advertiser may cancel any Contract by 12.00 pm on the Monday of the 
week that is six weeks prior to the on-sale date of the issue in which the Advertisement 
was to be inserted. Cancellation for Monthly: The Advertiser may cancel any 
Contract by the first of the month, three months prior to the month stated on the 
cover of the issue in which the Advertisement was to be inserted. Cancellation will be 
effective when written notice is received by the Publisher. The Publisher may cancel 
any Contract by the first of the month, one month prior to the month stated on the 
cover of the issue in which the Advertisement was to be inserted. 11. If the Advertiser 
cancels any Contract in accordance with Clause 10, except in the circumstances of 
cancellation as set out in Clause 8 above, he relinquishes any right to that series 
discount (if any) to which it was previously entitled and Advertisements will be paid 
for at the appropriate rate. A new invoice will be issued for any surcharges relating to 
Advertisements that have already been invoiced at the discounted rate. The payment 
date for any previous invoices remains unaffected. 12. In circumstances where, at the 
Publisher’s discretion, the Publisher arranges to supply proofs of Advertisement copy 
to the Advertiser, all copy must be supplied by the Advertiser to the Publisher by the 
last day for receiving copy as stated by the Publisher, failing this the Publisher cannot 
guarantee that proofs will be supplied or corrections made. If copy instructions are 
not received by the last day for receiving copy the Publisher reserves the right in its 
absolute discretion to repeat Advertiser’s existing copy in its possession where 
appropriate or where the Publisher does not hold any copy to omit the Advertisement 
and to charge for the space reserved in accordance with Clause 7. For copy supplied 
via electronic means, the Advertiser must adhere to the Technical Specifications 
issued by the Publisher. In the event that the Advertiser does not comply with the 
Technical Specifications, the Publisher reserves the right in its absolute discretion to 
reject the copy and the Advertiser will be asked to re-supply. If, due to technical, time 
or other reasonable constraints, the Publisher has to repair or rectify the file, the 
Publisher will notify the Advertiser and shall not be liable for any inaccurate 
reproduction of the Advertisement or any resulting costs whether direct or indirect. In 
the case of loose insert or other insert advertising, if the Advertiser fails to adhere to 
the Insert Delivery Instructions issued by the Publisher, the Publisher reserves the 
right in its absolute discretion to omit the Advertisement and to charge for the 
Advertisement in full notwithstanding that the Advertisement has not appeared. 13. 
Advertiser’s property, originals, artwork, type, mechanicals, digital files and proofs, 
positives etc are held by the Publisher at the owner’s risk and should be insured by the 
Advertiser against loss or damage from whatever cause. After performance of the 
Contract relating to such materials, the Advertiser shall be responsible for collecting 
all such materials which it requires from the Publisher’s premises, failing which, the 

Publisher reserves the right to destroy all artwork which has been in its possession for 
more than three months and no liability shall be attached to the Publisher in respect 
of such destruction. 14. All gross advertising rates are subject to the current 
Advertising Standards Board of Finance surcharge payable by the Advertiser. Where 
orders are placed by an Advertising Agency or Independent Media Buyer, the Agency 
or Media Buyer will be responsible for collecting this surcharge and paying it to the 
Advertising Standards Board of Finance. Where the person booking the 
Advertisement is not an Advertising Agency or Independent Media Buyer the 
Publisher will calculate the appropriate surcharge at the current rate and pay this 
direct to the Advertising Standards Board of Finance. Without prejudice to the 
indemnity contained in Condition 6, the Advertiser will indemnify the Publisher for 
any claim made against it in respect of the non payment by the Advertiser of such 
surcharges to the Advertising Standards Board of Finance. 15. The Publisher reserves 
the right to impose a 1% surcharge on all mail order advertising and to request 
completion by the Advertiser of the PPA’s Application to Advertise by Mail Order 
form for mail order Advertisements. 16. Advertisements will be published to the 
representation as provided by file (or other accepted medium) by the Advertiser and 
the Publisher shall not be liable for any lack of clarity or other error in representation 
that results from the representation of the Advertisement as it was provided by the 
Advertiser. Reasonable standard charges will be made to the Advertiser where 
production work of any kind is required to put the Advertisements in a form suitable 
for publication for any reason and at any stage. The Publisher will notify the 
Advertiser of such charges in writing upon receipt of advertising copy. 17. TERMS OF 
PAYMENT (a) Unless otherwise stipulated by the Publisher, payment is due to be 
received from the Advertiser by the end of the month following the date of invoice or, 
in the case of classified advertisements or advertising appearing in the classified 
section, the first day of the month following publication date. If the Advertiser defaults 
in making payment of any sums by the due date, the Publisher reserves the right to 
require immediate payment for all advertising space booked by the Advertiser (failing 
which the Publisher shall be entitled to terminate the Contract forthwith by written 
notice to the Advertiser) and to require payment in advance for future bookings, and 
pending such payment to omit or suspend all or any Advertisements due to appear 
under an existing Contract with the Advertiser. The Publisher reserves the right to 
impose a surcharge of 3% per month on overdue amounts. (b) Advertising Agents and 
Independent Media Buyers not recognised by the Periodical Publishers Association 
and Advertisers placing business direct will be required to pre-pay the account two 
weeks prior to the final copy date for each Advertisement. (c) The Publisher may in its 
discretion provide account facilities to a non recognised Advertising Agent, 
Independent Media Buyer or direct Advertiser once he has pre-paid and demonstrated 
a good payment record for insertions in 12 separate issues for an individual 
publication or publications published by the Publisher. Any credit will only be granted 
after obtaining satisfactory banking, trade and credit reference agency clearance and 
the Advertiser will be informed by the Publisher once it is ready to provide such 
account facilities. (d) The Advertiser shall not set-off or claim to set-off for any reason 
whatsoever any sum or amount whether in dispute or agreed which may be payable by 
the Publisher to the Advertiser against any sum or amount whatsoever payable by the 
Advertiser to the Publisher. 1. Advertising Agents and Independent Media Buyers 
recognised by the Periodical Publishers Association are allowed agency commission 
at the rates quoted on the Rate Card provided payment for Advertisements is made in 
full by the due date. 2. The Advertiser expressly acknowledges that he has not relied 
on any representation made by or on behalf of the Publisher in entering the Contract. 
3. No person who is not a party to this Contract has any right under the Contracts 
(Right of Third Parties) Act 1999 to enforce any part of this Contract. These 
Conditions and all other terms of the Contract shall be construed in accordance with 
the Laws of England and the parties submit to the jurisdiction of the English courts.




