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A brand new annual publication specifically targeting consumers in the design phase of a 
building project — right when they are at the crucial stage of deciding what products will be 
going into their new home.

This is not a coffee table/lifestyle magazine. Rather, it is an ideas generator and full of practical 
advice, guaranteeing it will be read front to back, over and over.
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Homeowners who are building a new house or 
undertaking a major renovation, have had plenty of 
pretty photos for ideas but nothing to guide them 
through the design process. Until now.

This publication is aimed directly at those homeowners 
taking an active part in the design process with their 
designer and builder.

This critically important readership is making active 
buying decisions on products, designers and building 
professionals everyday.

The DESIGN GUIDE is a publication that sets out to 
help homeowners who know nothing about having a 
house or renovation design, work through the key items 
of their project:

1. What they need
2. What they want
3. What they like
4. And how to get it

The DESIGN GUIDE sits alongside and complements 
the recently overhauled Building Guide.

The Building Guide has been the essential guide for 
New Zealand homeowners undertaking building projects 
for over 20 years. We pride ourselves on the advice we 

give, with help from leading industry organisations. Now 
there is a magazine that guides people through some of 
the most critical decisions they will make in their lives as 
they spend anywhere from $50,000 to $5 million on 
building or renovating their home.

Building is facing its toughest time in decades but 
forecasts are universal that things will improve through 
the end of 2012 and into 2013 and.

The good news for the industry is the increasing housing 
shortage developing, especially for Auckland, the 
remedial work needed for houses built between 1940 
and 1970 (BRANZ report August, 2009),

Leaky Homes remedial work and, of course, the 
aftermath of the Christchurch Earthquakes.

In total, there is around $25 billion worth of residential 
work, over and above normal building levels, to be done 
in the coming decade.

If you’re still in the game, you’ll know that the only way 
to survive is to keep on top of costs, fight for every bit 
of revenue and keep marketing your brand. To minimise 
your marketing budgets, you need efficient advertising 
and media and to specifically target your consumer 
through the right channels.

Overview
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So why us, then?
The DESIGN GUIDE targets homeowners in the 
design phase of a building project. Not only are they 
deciding what their home is going to look like, but 
they’re also deciding on what products to use.

In short, the magazine targets homeowners who 
are actually about to do work and who are buying 
products. And it lasts for a year.

It sits naturally alongside the Building Guide and 
Building Guide website offering homeowners advice 
through the design, consent and construction phases 
of a build. There are no other publications like them 
in the marketplace and they have won respect from 
the industry and users since Mark Graham took over 
publishing the titles six years ago.

These are simply the best targeted, most efficient and 
most cost-effective media hitting homeowners doing 
building work.

Why you should advertise in the 
DESIGN GUIDE:

•	 �Directly targeting the homeowner prior to them 
embarking on a major building project.

•	 �The Homeowner is playing a greater role in 
the items going into homes as they become 
more educated as to what is possible — they are 
demanding to participate in decisions.

•	 �The Design Guide offers valuable information to 
the consumer at the early stage of planning — right 
when your products are being decided on.

•	 �People reading it are actually planning on doing 
work. Expert editorial from well-respected 
leaders in the design field.

•	 Great “easy to use” design.

•	 �National, annual publishing date means your 
investment works for you across a whole year, 
instead of just one month.
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Bathrooms have outgrown 

their purely functional role. 

They are now an intimate 

space for retreat and self-

indulgence where we connect 

with one of life’s most vital and essential 

elements — water. The role of bathroom 

design is to enhance this connection by cre-

ating a sanctuary for body and soul.

Designs reflect our 
changing lifestyles
How we live is becoming more fluid. Technology 

will soon enable us to watch movies or tv, listen to 

music and communicate using surfaces around our 

home, including the bathroom. This supports our 

desire to feel connected and in touch with our lives.

Similarly we want more freedom in how we use 

our living spaces. This means the traditional divides 

between sleeping and bathing spaces are dissolv-

ing. To maintain this flexibility, consider avoiding 

fixed walls that separate. Instead, think about mov-

able glass or timber screens that allow inter-mixing 

of materials and spaces. Another effective touch 

is to bring nature and the outdoors closer with a 

Japanese tsuboniwa or small, enclosed garden.

Small spaces that flow
Smaller, more confined areas suit pared-back 

designs with simple materials. These create com-

pact, functional spaces where the ritual of bathing 

is completed efficiently and modestly. To generate 

a greater sense of space, think about hung vanities 

and toilets along with recessed wall cabinets. Wet 

areas that do not separate baths and showers add 

even more freedom.

previous page

  In this Tutukaka Beach House bathroom, 

Ken Crosson uses a slatted timber 

boards over stainless steel to drain 

shower water, functioning like the 

floor of a sheep shearing shed, while 

maintaining a continuity with the 

plywood faced walls. Other materials are 

elemental in nature — mosaic shower 

tiles are polished limestone and the 

bench-top is cast concrete.

01  In this design for a small urban bath-

room, David Ponting uses dark reflective 

surfaces and concealed lighting to play 

with our perception of space. 

02  The sketch plan shows a small bathroom 

which still has a sense of spaciousness 

with the walk in shower.

 Illustration Yvette Jay

03  In this sketch plan for an inner city town 

house, a large roof light over the double 

shower is used to bathe the internal 

ensuite in light.

 Illustration Yvette Jay

04   Ken Crosson uses sun and ventilating 

louvres to keep this bathroom warm and 

dry. With the sliding doors open external 

louvres and planting provide privacy 

without loosing a sense of connection 

with the outdoors.

Technical pointers
Water may be the great provider of life, but 
it can also be the destroyer of bathrooms. 
Thorough waterproofing and proper directing 
of run-off is vital in your design.

No-one enjoys a cold bathroom. Under-floor 
heating is an easy way of warming the space. 
Heated towel rails and mirrors also improve 
the overall experience. Installing a timer will 
help minimise the impact on power bills.

An effective ventilation system is a standard 
requirement under the New Zealand Building 
Code, therefore your design will need to 
include an extractor fan.

04

2  InterIor desIgn
 2.4 The bathroom
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PUBLISHING SCHEDULE
On sale date Booking deadline Cancellation deadline Material deadline

November 2012 9th October 2012 9th October 2012 16th October 2012

November 2013 9th October 2013 9th October 2013 16th October 2013

CIRCULATION DETAILS
Available through retail magazine outlets around the 

country and selected supermarkets. Also, sold through 

Home Ideas Centre Auckland, Wellington and Christchurch 

and through our website: www.buildingguide.co.nz. We 

promote the magazine to NZIA Architects and ADNZ 

Designers to use as a brief for their clients.  Approximately 

3–4000 copies distributed into Australian market

RATES AND 2012 » 2013 SPECIFICATIONS
Material required
Digital Files only — Supplied as hi-resolution PDF 

files, all fonts and vectors included. For advertisements 

designed and built by Building Guide, logos and 

photos to be included must be high resolution.

Proofing
All proofs will be emailed in Adobe Acrobat Reader 

PDF format. Every effort will be made by the Building 

Guide to reproduce advertisements accurately but 

given variations caused by different paper stocks and 

computer settings, Building Guide cannot be held 

responsible for slight variations in colour reproduction.

Deadlines and cancellations
Bookings can be cancelled within seven days of booking. Cancellations after this date will be charged at 30%. 
Cancellations two weeks from publication date will be charged at full rate.

ADVERTISING DETAILS RATES 
— per issue. All rates include Ad Build and are subject to GST

AD BUILD 
COSTS 

 — per issue. All rates 
subject to GST

ADVERTISING DETAILS RATES  
FOR PROFILES AND REVIEWS 
— per issue. All rates include Ad Build and are subject to GST

AD SIZE CASUAL 3 x ISSUES SIZE DESIGN PROFILE* PRODUCT REVIEW*

DISCOUNT – 9% all profile and reviews are to a set format
DPS 5345 4915 FULL 

PAGE 250 FULL PAGE 2970 2970
IFC/OBC 3245 2985

FULL PAGE 2970 2730
½ PAGE 200 ½ PAGE 1500 1500

½ PAGE 1785 1640
⅓ PAGE 1530 1405 ¼ AND ⅓ 

PAGE 150 ¼ PAGE 750 750
¼ PAGE 1165 1070

¹⁄₆ PAGE 799 700 BUSINESS 
CARD 50 ¹⁄₈ PAGE** 500 500

BUSINESS CARD 350 300

*Includes a total of two photos in either Deisgn Profile or Product Reveiw ** ¹⁄₈ page review or profile includes one photo only with profile

Please ask for our website rates. Special package rates available when booking Design Guide.



DESIGN GUIDE MEDIA KIT  2012 » 2013
www.buildingguide.co.nz

05

ADVERTISING DETAILS
PUBLICATION SIZE 320 x 230mm

AD SIZES
Double Page Spread
Trim: 460w x 320h mm  Bleed: 3mm

Image area: 450w x 310h mm

Full Page
Trim: 230w x 320h mm  Bleed: 3mm

Image area: 220w x 310h mm

½ Page
Vertical Image: 110w x 310h mm

Horizontal Image: 220w x 155h mm

⅓ Page
Vertical Image: 75w x 310h mm

Horizontal Image: 220w x 105h mm

¼ Page
Vertical Image: 110w x 155h mm

Banner Image: 220w x 80h mm

¹⁄₆ Page
Horizontal: 110w x 115h mm

Business Card
Horizontal: 110w x 60h mm

Please send all material to 
bill@straightup.co.nz
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sustainable home it is in your best interests to 

research the wave of sustainable technology now 

available.

Sustainability as a long-
term investment
During years of rampant consumerism, product 

longevity was largely overlooked. Replacement was 

a convenient if wasteful solution in case of failure or 

wear-out. However the usable life of materials and 

systems is crucial to sustainable design. The longer 

an item is serviceable, the less need there will be to 

expend further energy replacing it.

After 20 years of design experience I have 

come to regard ‘function and ‘beauty’ as essen-

tial pre-requisites of any creative endeavour. 

However these elements are of little value if the 

materials used and workmanship applied are lack-

ing. Buildings must be ‘designed for the future 

and crafted to last’, factors that require both for-

ward thinking and ethical commitment, each more 

critical than ever in a rapidly adapting world.

When constructing new homes, we must 

consider the long-term vision of investing in tech-

nologies that offer substantial rewards over the life 

cycle of the investment. This means recognising 

the value of spending a greater proportion of the 

initial budget on quality (materials, products and 

processes) and less on achieving basic volume. 

‘Less is more’ may initially sound counter-intui-

tive but when considered in terms of living quality 

and return on investment, the benefits soon out-

weigh short-term savings.

Through greater understand-

ing of smart technologies, 

your home can be designed to 

function at lower annual run-

ning costs while providing a 

more sustainable and comfortable liv-

ing environment.

Given the accessibility of information about ‘tech-

nology based sustainability’, the first step is to 

educate yourself on how a home can become a 

smart living environment.

Designing the future
For many years, a significant proportion of the 

building industry has left environmental concerns 

to those with green ideals and a preference for 

organic food. However rising awareness of energy 

costs and diminishing resources have prompted 

a collective rethink on the value of sustainability. 

How we consume fuel, power and water have 

become major issues. Both governments and busi-

nesses are reacting to diminishing energy resources 

and the effects of climate change. Architects, 

designers, builders and suppliers are now placing 

more focus on sustainable energy use. Most are 

seeking to specify smarter products, streamlined 

design systems and refined construction processes 

that meet the rising demand for energy efficiency.

As a client looking to create an energy-efficient, 

0201

01–02

  Timeless materials, 

beautiful finishes and 

the simple white palette 

create a gallery fit for 

this mid-century interior 

collection from Danielle 

Bates of Flaunt-ID.

  The John Reynolds 

painting at the head of 

the stairs was selected 

by Paul Baragwanath of 

Art Ltd.
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About Us
Straight Up Productions Ltd has published the Building Guide since April 
2006. Straight Up Productions Ltd is owned by Mark Graham and has 
been in existence for twelve years. It also publishes The Business of Building 
(BoB) — for Builders, Design Guide — a retail annual magazine and the 
buildingguide.co.nz website.

Mark worked in advertising agencies and media companies for the past 
20 years, including TVNZ, ACP Publishing, Young & Rubicam, McCann 
Erickson and more. Past clients include XTRA, Sky TV, Sun Direct Insurance, 
Mazda, and Panasonic.

He has been General Manager of Dow Communications, publishing such 
titles as Grocers’ Review, Conventions New Zealand Planner, HortSource, 
experience and magazine associated websites.

Mark has done project work for the Ministry of Tourism, Ministry of 
Economic Development, HuntGlobal, Tourism Dunedin, and Destination 
Lake Taupo, Conventions & Incentives NZ, Destination Marlborough and the 
Home Owners & Buyers Association. (HOBANZ).

Contact Us
STRAIGHT UP PRODUCTIONS
P	 09 360 8885
F	 09 360 8887
W	 www.buildingguide.co.nz
PO Box 44412
Pt Chevalier
Auckland 1246

PUBLISHER
Mark Graham
E	 mark@straightup.co.nz
M	 021 304 840

ADVERTISING SALES MANAGER
Toni Keeling
E	 toni@straightup.co.nz
M	 021 822 633

Marcus Leitch
E	 marcus@straightup.co.nz
M	 022 0595 414

PRODUCTION MANAGER
Bill Cutting
E	 bill@straightup.co.nz


