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distribution

advertising enquiries

The AWISA magazine is published by
AWISA Ltd to provide the woodworking
industry with a source of information about
all matters affecting the industry and to
give AWISA members the opportunity to
promote their products. The magazine is
distributed to the cabinet, kitchen, joinery,
furniture, fit-out and other timber and
panel product industries.

The magazine is distributed to a mailing
list made up as follows:

E: info@awisa.com

editorial
AWISA’s policy is to produce quality
editorial about business and technical
issues that affect the woodworking
industry, plus information about members’
products.
Advertisers are guaranteed editorial.
The minimum amount of editorial space
provided is equivalent to the size of paid
advertising space. AWISA reserves the
right to vet and edit submitted material.
Editorial artwork is emailed to members
for overview to check for errors but the
final selection and size of images in the
layout and the design of the layout is
AWISA’s decision.
AWISA can assist members who require
help in writing editorial. AWISA welcomes
editorial submissions from end user trade
associations and educational institutions,
and also welcomes story ideas from
members.

• Companies who registered to visit the
last 3 AWISA exhibitions
• Members of end-user trade
associations that release their lists
to AWISA or whose lists are on the
public record
• Members’ client lists. Some major
AWISA members have provided their
client lists to assist AWISA make a
strong mailing list. Submissions of
names are welcome from any member
• End-users who have asked to be
added to the mailing list.
Distribution exceeds 13,000 copies.
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by Simon Hodgson

a renaissance is underway

What happened to natural stone?

but repeated use of design, is seen by them as not only
innovative, but trend setting.
So why did natural stone lose its market share and become
as ancient a product as it really is? I spoke with Nathan
Karpenko, NSW state manager of stone sales at CDK Stone,
one of Australia’s leading stone suppliers who has some
interesting theories on the decline of natural stone sales in
Australia.

AWISA

Price is a factor in every component - stone is not alone. And
as Nathan explains we all know what happens when demand
outstrips supply. “Osama bin Laden’s family became the
largest shareholder in an Italian firm that quarries Tuscany’s
prized white Carrara marble, which was used by Roman
emperors and the builders of London’s Marble Arch.” On
further investigation I found that the Bin Ladens (who have
made a name building many mosques in Saudi Arabia and
across the Middle East) are using ever increasing amounts
of the same types of marble that Renaissance artist
Michelangelo famously used to create his sculpture of David,
an icon of Christian art.
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Four issues are published annually. The
magazine is A4 in size and four colour
throughout. Only AWISA members can
advertise in the magazine. Membership
enquiries are welcome.

M: 0412 361 580

WITH THE ANNUAL Marmomacc show in Verona,
Italy starting in late September, bench surfaces and
related products are back in the design headlines.
It is estimated that close to 1000 Australian and NZ
designers and stone masons will travel to Northern
Italy to see the latest in finishes and manufacturing
techniques surrounding the stone industry.

Prompted by an invitation to talk at the Euroroc
(European and International Federation of Natural
Stone Industries) Annual Forum, my thoughts turned
to the fact that here in Australia, products such as
reconstituted stone, solid surface and now porcelain
based materials such as Dekton and Neolith seem
to have diminished the natural stone market to the
point where it is uncommon for natural stone to be
the prominent bench surface in a new home or a
renovation.
An interesting factor in the plight of natural stone
is how the Australian consumer sees a new kitchen
compared to their counterparts in many European
countries. Europe, specifically Italy, Germany, Spain
and France hold the same view on a new kitchen as a
car, a lounge, clothing etc – it’s fashion, not a product.
The fact that the majority of Australian consumers
regard renovations as product driven, rather than an
update from a fashion perspective diminishes our
ability to have a larger industry. In Europe kitchens

are replaced (on average) every eight years – in this
country it’s about sixteen – effectively halving the
potential for this industry.
Why? Because we see cabinets and tiles and bench
tops as a product that has to last a thousand years not a fashionable item. So what is fashion and why
does it appeal?
Fashion is often described as the “relevance to
what’s out there”. It is the driving factor behind
decision makers everywhere. Fashion distracts
(where style connects) - fashion takes the focus away
from ourselves whereas style will always bring the
attention back to us. Fashion is always shifting, look
at the car industry, clothing, even travel. But, in the
kitchens and bathrooms across Australia, it isn’t a
common commodity. Fashion appeals on so many
levels - in clothing “fast fashion” is all the rage, but
in household furniture, fashion is only created by
those in the design community who see distinctive
mixes of products to create new and appealing
manufactured goods.
There are many out there who will claim that their
own individual style in design and specification,
is of sorts, fashion itself. From the unsuspecting,
and sometimes uncontrollable urges of the mind,
a common mix of materials and some clever,

product in a showroom by looking at a 100 x 100mm sample
knowing that the rest of the slab was exactly the same rather
than having to contend with the variances of a natural slab.”
But times are changing and the supply chain sees
opportunities in natural stone they haven’t seen for a very long
time. Marble is one of the oldest and most beautiful stones
available on the market for countertops. It’s a metamorphic
stone resulting from limestone being subjected to immense
pressure for long periods of time. Marble’s popularity began
in ancient Rome and Greece, where white and off-white
marble was used to construct a variety of structures, from
hand-held sculptures to massive pillars.
Today, marble as a centre piece (or feature) continues to grow
in popularity, in addition to it being used across a complete
kitchen and whilst there is no doubt that marble is as classical
and as luxurious as it gets, consumers have always to be
made aware of the care and maintenance that is required.
For some this is the deciding factor, swayed by the ease of

The Saudi Arabian construction group, controlled by the Bin
Laden family is already a big customer of the luxury marble,
buying 40 million Euros worth in 2014 – about 20 per cent
of the quarry’s output – said Antonio Menchini, a lawyer who
represented the group during the purchase, in an interview
with London’s Telegraph. “This is likely to grow, and I believe
the group sees this as a strategic investment and has plans to
enter the business of working the marble on site rather than
just quarrying it”.
The deal to invest in Tuscany was sealed in July 2014 when a
subsidiary of the Bin Laden empire signed a 45 million Euro
deal to take a 50 per cent stake in Marmi Carrara, buying out
the stakes held by four local families. Marmi Carrara in turn
holds a 50 percent stake in four quarrying firms that between
them hold the right to quarry one third of the marble, about
400,000 tonnes annually. Take that little stockpile out of just
one product and you don’t need too much imagination to
see why Carrara and the like attracts the price it does today.
Then there is the rise of reconstituted stone in Australia.
Apart from the well known fact that designers and consultants
across the country fell in love with reconstituted stone almost
overnight, relishing in a new product that “overcame all the
problems with natural stone”, stone masons were given
a product that was consistent in density and thickness and
improved manufacturing margins. However, as Nathan
Karpenko quite rightly points out “reconstituted stone also
provided consumers with the advantage of choosing a
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by Simon Hodgson

I Salone 2016 Preview
BAGS AROUND THE WORLD are being packed, visas
sorted and airline tickets purchased. The biennial migration
to Milan has commenced in earnest.

I Salone is the show that every Australian involved in
kitchens, bathrooms and all joinery should at some time
in their life, attend. As part of the overall exhibition the
two most populated parts of the show are Eurocucina (the
kitchen Mecca) and The International Bathroom Exhibition –
these two shows occupy a floor space equivalent to six times
the size of the old Sydney Exhibition & Convention Centre.
Regular attendees can walk up to 20 kilometres per day and
strive down each aisle meticulously, whilst new visitors jump
from one stand to the next with eager excitement only to
find by 2pm each day the brain is full and confused.

Bespoke designed by Carlo Colombo, allows you to choose
from numerous configurations and offers a large array of
layouts. Its logic is based on cabinets made from wood
essence or laminated combined with aluminium fronts with
clear or acid etched glass and tops in resin or wood; each
material with a specific function.
Compositional freedom is expressed through a wide
range of finishes. New colours, new wood essence; matt,
embossed and glossy lacquer, satin or clear glass. Drawer
or door fronts with a burnished or titanium aluminium frame
combined with tops in Quarzomood, the revolutionary
material created by Antoniolupi.
Collaboration between Carlo Colombo and Antoniolupi
began in 2003 with the collection Materia and in 2006 with
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Ceramica Althea will show its most latest and important
innovation: Plus+Ton®, in its many uses and applications.
The Kassel washbasin, the first in this series, will differ from
any other basin because of the extraordinary properties
of the ceramic with which it is manufactured. Plus+Ton®
is a ceramic surface developed and patented by Althea
completely scratch-proof, stain-proof, slip-proof, and
bacterially resistant. An eco-friendly innovative material
able to deliver on long-term durability expectations, that
replaces with ease products previously manufactured with
highly pollutant and non-recyclable materials, such as
resins, solvents and catalysts.
Scavolini – Flux Swing
Perhaps not the most elegant of names, but the Scavolini
Flux Swing is the result of a partnership between Scavolini
and renowned design house Giugiaro Design, a union that
started ten years ago with the successful Flux model. This
project entails a dynamic concept designed to interpret the
perfect rapport between the living room and the kitchen.
As Giugiaro explains, Flux Swing represents “the kitchen as
a functional and architectural complement to an extended
setting, brimming with vitality, experience, experiments and
relations. A flow of energy between rooms so to speak“.
The pure shapes of the newly introduced elements enhance
the highly sophisticated design of Flux Swing. The special
shaping of the doors and adjoining elements, the exclusive
integrated built-in hood, the Slide tape-like element
that merges the kitchen with the living room; the supple
silhouette of the breakfast counter and peninsula are the
must-haves of this unique and innovative interior design
solution.

Image courtesy
Scavolini Flux Swing

It is anticipated that this year’s I Salone will again attract over
350,000 visitors over the six days, design hungry attendees
creating an upbeat vibe that lasts and influences everyone.

Pantarei. A creative marriage that has developed two of the
most beautiful collections that is continually admired by the
international audience.

For those who have attended the last show and even the
one before, thoughts wander before departure as to what
will take their fancy, what will inspire and what trends will be
created. Pre-show press releases have started flowing to the
inbox and here’s just a small taste, the entree if you like, of
things you can expect to see.

This company from Lazio, the region that surrounds Rome,
has been creating beautiful pieces for the bathroom since
1994.

Bespoke - design by Carlo Colombo
Antoniolupi updates its unique and inspiring bathroom
systems with a new collection of cabinets that offer complete
versatility and compositional freedom.

Althea – The Kassel

With an apparently very simple shape, its lines rise from a
refined design with less pronounced sides, round corners
and above all has thin rims that increase its storage
capacity, in keeping with the trends of today. Additionally,
the spacious and comfortable basin gracefully delivers on
design, and for the first time of exhibiting at I Salone 2016,

Curved and linear base units create an effective balance
of components, mass and proportions, while new joining
elements concealing practical swivel baskets transform
the corners into capacious storing spaces. The cleancut silhouette of the newly shaped island, along with the
exclusive curved end units enhance the ultra-modern
design of the Flux Swing project.
Interesting new features include the shaped elements
introduced on either side of the hood, which reiterate the
styling trait of Flux Swing while joining the appliance with
the wall units to melting perfection. Last but not least, the
Slide element, with its unprecedented sliding effect that
drops from the wall units and embraces the living room
base units, allows a perfect integration between kitchen
and living.

becoming one with the social life areas of modern houses.
I am abundantly aware that not everyone will like everything
featured above, however that is the best thing about this
show – there is so much to see, so much to learn, that I
have never found anyone truly disappointed with the Milan
experience.
I Salone is worth the effort. Perfect style and practicality
are the two ingredients that will mark out the 2016
exhibition. The renaissance of a space ideally suited to
bringing family and friends together, welcoming guests and
renewing acquaintances in its purest form, calls for great
personalisation, bringing together a wealth of finishes and
materials to create a kitchen or bathroom that reflects the
widest possible range of tastes and lifestyles, thus making it
increasingly elegant and
functional.
The choice of materials
by exhibitors will be
interesting - from the
warmest species of
wood to the most
innovative
materials,
and undoubtedly a
combination will be
on show en masse.
Another theme we are
guaranteed to see at the
heart of the show will be
the bringing together of
living and kitchen areas:
clean lines and stylish
details will combine for
a more sophisticated
space that is steadily
becoming integrated
with elegant living rooms.
I Salone is the best show the worldwide kitchen and
bathroom industry has to offer. The pilgrimage that is about
to unfold is worthy of a prime time award winning series on
your favourite TV channel. If you can book a flight, pack your
bags and get going. If you can’t Australian International
Design Tours are taking nearly 40 Australian designers to i
Salone, sponsored by Cosentino and Blum and supported by
the HIA – to see a day to day report of the show which starts
April 11th register at www.thekitchenandbathroomblog.
com.au or follow the AIDT Facebook page. ■

Images courtesy
Antoniolupi.

Futuristic yet sensual, chic but functional, this new model
from Scavolini is the ideal solution for an open space kitchen
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Trim size 297mm deep 210mm wide
Bleed size 307mm deep 220mm wide
Type area 267mm deep 180mm wide
DOUBLE PAGE SPREAD
Bleed size 306mm deep 430mm wide
Trim size 297mm deep 420mm wide
Type area 267mm deep 390mm wide
(type area note: allow an additional
10mm in centre for spine)
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AWISA The Magazine uses CTP
technology in production of this
magazine.
COMPLETE material must be
supplied as a press resolution
pdf with TRIM marks and
BLEED ONLY.
Note: It is essential to send a
colour proof. No responsibility
will be accepted for variations
in colour printing.
DIGITAL SPECIFICATIONS:

HALF PAGE VERTICAL
267mm deep 88mm wide
No bleed

HALF PAGE HORIZONTAL
131.5mm deep 180mm wide
No bleed

THIRD PAGE VERTICAL
267mm deep 58mm wide
No bleed

THIRD PAGE HORIZONTAL
86mm deep 180mm wide
No bleed

QUARTER PAGE
131.5mm deep 88mm wide
No bleed

TWELFTH PAGE COMPACT
41mm deep 88mm wide
No bleed

• All images MUST be 300 dpi
at 100%
• Images and graphics used
in the document should be
saved as Greyscale or CMYK.
Please check all files carefully
as RGB and SPOT colours
will not print accurately.
Note: We do not accept
Powerpoint, Word, Excel,
QuarkXpress and Publisher
files as artwork.
Please take care when setting
up your files to ensure that no
overprints have been unintentially
used. We will not take
responsibility for files set up with
an overprint, which can cause a
file to print incorrectly.
ADVERTISING MATERIAL
SPECIFICATIONS:

AWISA JOB OPTIONS
AWISA JobOptions is available
at www.awisa.com/magazine
to enable advertisers to create
PDFs to AWISA’s specifications.
AWISA.joboptions is a custom
pdf preset. Users can add it to
the Distiller applications installed
on their own computers by:
Pasting the file into the Settings
folder:
(Windows XP) Documents and
Settings/[username]/Application
Data/Adobe/Adobe PDF/
Settings
(Vista/Windows 7) Users/
[username]/AppData/Roaming/
Adobe/Adobe PDF/Settings
(Mac OS) User/[username]/
Library/Application Support/
Adobe/Adobe PDF/Settings
Or, to add the AWISA.joboptions
custom PDF settings file to the
menu, do one of the following:
Drag the AWISA.joboptions file
onto the Distiller window.
In Acrobat Distiller, choose
Settings > Add Adobe PDF
Settings, browse to the copied
AWISA.joboptions file, select it,
and click Open.
The preset will then appear in the
Settings menu when exporting
a PDF.
PHOTOGRAPH
SPECIFICATIONS:

Where material is supplied to
AWISA Magazine to create an
advertisement on your behalf,
the following applies:

If you are submitting photos
to be used with editorial or for
advertising material, images are
to be 300dpi at 100%.

Files are accepted only in the
following formats:
TIF, JPG, EPS and PDF. Images
are to be 300dpi at 100%.

Files are accepted only in the
following formats: TIF, JPG,
EPS and PDF. AWISA Magazine
accepts USB drives only. CDs,
DVDs and film are not accepted.

Film is not accepted. Email files
must not exceed 10MB and
please check that they are to our
specifications before sending.

Email files must not exceed
10MB and please check that
they are to our specifications
before sending.

AWISA
2017 ADVERTISING RATES

DEADLINES 2017

All prices GST exclusive
Double page spread pages 2 and 3

$7100

Double page spread run of magazine

$6700

Full page run of magazine

$3450

Full page - opposite editorial page $3900
Full page - back cover

$3900

Half page

$2350

One-third page

$1950

One-quarter page

$1390

One-twelfth page compact ad
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$500

ARTWORK COSTS

AUTUMN EDITION
Ad bookings and editorial 10 February
Material 17 February
Mailing date 20 March
WINTER EDITION
Ad bookings and editorial 21 April
Material 28 April
Mailing date 5 June
SPRING EDITION
Ad bookings and editorial 21 July
Material 28 July
Mailing date 28 August
SUMMER EDITION
Ad bookings and editorial 20 October
Material 27 October
Mailing date 27 November

These artwork costs apply only if the
member provides copy and photographs.

AWISA will not accept cancellations
unless the cancellation is received in
writing 14 days prior to the advertising
booking deadline. Advertising cancelled
after this time will be charged for.

MULTIPLE ISSUE BOOKINGS
Rates less 10% for members committing
to four consecutive issues.

AWISA reserves the right to repeat a
previously run advertisement if artwork is
not supplied by the material deadline.

Half page or bigger

$375

Less than half page

$275

INSERTS
Prices on application.
ADVERTISING AGENCY COMMISSIONS
AWISA does not pay commissions to
advertising agencies.

enquiries
E: info@awisa.com
M: 0412 361 580

BUSINESS TERMS
Invoices will be issued 4 weeks prior
to mailing date. Payment due within
14 days of receipt.
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TERMS AND CONDITIONS
FOR MAGAZINE and eNEWS
Advertiser’s responsibility: The Australian
Woodworking Industry Suppliers Association
Limited (AWISA), ABN 44 134 548 253,
makes every effort to ensure optimal
reproduction of advertiser’s artwork. It is the
advertiser’s responsibility to ensure that files
conform to the specifications in this media kit.
Any non-complying files will be returned to the
advertiser. AWISA may advise the advertiser
to make adjustments if AWISA suspects the
file will not print well. However AWISA will not
be liable to reimburse any perceived loss from
lack of clarity.
The advertiser acknowledges that they are
the owner of, or legally authorised to use the
information supplied to AWISA including trade
marks, trade names, designs, photographs
and illustrations. AWISA will not be held
responsible for incorrect information supplied.
If AWISA makes any errors during the
production process, the advertiser will be
compensated by discounted fees on further
advertising. AWISA’s liability is limited to the
cost of the advertisement. AWISA relies on
advertisers to make sure material provided to
AWISA complies with Australian laws. AWISA
accepts no responsibility for breaches of
Australian law by advertisers.
Content:  AWISA reserves the right to reject
any material it believes contravenes any law,
is offensive or indecent, or that may not be
in the best interests of relationships between
suppliers to the industry. With the exception
of pre-booked preferential positions, AWISA
retains the right to determine the presentation,
format, placement, order and position of
material supplied.
Distribution: AWISA will not guarantee the
availability of the magazine at a particular
destination, by a certain date, or on a
continuous basis. The distribution list is not
available to advertisers.
Privacy:  The collection of personal
details may be required for the purpose
of communicating with advertisers. This
information will be stored securely and will not
be released to any other party.
Indemnity: The advertiser agrees to hold
harmless and indemnify AWISA from all
damages, costs and expenses of any nature
whatsoever, for which AWISA may become
liable by reason of its publication of the
advertiser’s advertisements or editorials.
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AWISA
AWISA publishes 10 monthly
eNewletters from February through to
November.
The eNews is published to provide an
additional form of publicity to those
members that commit to a minimum
of half page advertisements in four
consecutive issues of AWISA – The
Magazine. Space is provided free-ofcharge.

DEADLINES

enquiries

The deadline for supply of content is at
5.00pm on the following Fridays.

E: info@awisa.com

March 10
April 14
May 12
June 16
July 21
August 18

IMAGE

October 20

Preferably a JPG or PNG file, 115 pixels
deep x 200 pixels wide. If not supplied
to this specification the image should
be landscape in shape and in any of the
common file formats. AWISA will crop if
necessary.

November 17

40-50 words with a very short headline.
Preferably in Word.  AWISA will edit
if necessary.

M: 0412 361 580

February 10

Qualifying members are asked to supply
the following:

COPY
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September 15

The eNews is emailed late morning the
following Thursday or Friday.

AWISA reserves the right to change the
publication dates of AWISA magazine
and eNews.

LINK
A link for readers to click on for more
information.
AWISA eNews normally contains a lead
item and a maximum of 15 other items.
Space is offered on a first-come firstserved basis.

www.awisa.com

