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Selamta, the in-flight magazine of Ethiopian Airlines provides a not-to-be missed opportunity for advertisers wishing to expand their sales in the African and international markets. 
Now in its 28th successful year since 1983. Selamta, meaning ‘Greetings’ in Amharic, is published quarterly for Ethiopian Airlines by Camerapix Magazines (UK) Ltd.
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International Route Map

Ethiopian Airlines

Ethiopian is a successful airline: one of the longest established and largest 100% African owned 
airlines, having been in continuous operation since 1946. Its vision is to be the most competitive 
and leading aviation group in Africa by providing safe, market driven and customer focused 

passenger and cargo transport, aviation training, flight catering, MRO (maintenance, repair and 
overhaul) and ground services.

Through the growing Addis hub, Ethiopian Airlines continues to be the link between Africa and the 
Middle East and Gulf region, Asia, Europe, the Far East and North America.

Ethiopian’s unique quality lies in its extensive African network and the direct connections that it 
offers. The airline operates the youngest fleet in Africa.  In addition to the exciting plans for fleet 
expansion, the state-of-the-art cargo terminal, maintenance hangar and the modern Bole International 
Airport have opened doors for more growth opportunities. 

Selamta, the inflight magazine of Ethiopian, is carried on board Ethiopian’s local, regional and 
international flights, reaching a broad spectrum of people. It is a high-quality publication that features 
a diverse array of subjects, including business, technology, health, travel, sports, culture and much more.  
The magazine is a major point of reference and influence in the Ethiopian market, read by the country’s 
top business people and is a showcase for the best of what Ethiopia has to offer the world.

For the advertiser, Selamta reaches millions of affluent readers who provide a captive target 
audience. With over three million passengers carried each year, Ethiopian Airlines is the carrier of 
Africa’s elite, frequent flyers and large numbers of non-Africans doing business on this continent. They 
are key decision-makers: managers, diplomats, business owners, professionals and executives. They 
primarily represent an upscale group of frequent flyers with disposable incomes far above the national 
average.

Ethiopian is Africa’s number one airline. Advertise in Selamta and you will effectively and creatively 

reach your key audience. 

Long Range Passenger Services
2 Boeing 777-200LR
ET-ANN, ET-ANO

Long Range Passenger Services
11 Boeing 767-300 ER:	
ET-ALC, ET-ALH, ET-ALL, ET-ALJ, ET-ALO, 
ET-ALP,  ET-AME, ET-AMF, ET-AMG,  
ET-AMQ, ET ANU

Medium Range Passenger Services
8 Boeing 757-200 ER: 	
ET-AKC, ET-AKE, ET-AKF, ET-ALY, ET-ALZ,  
ET-AMK, ET-AMT, ET-AMU

5 Boeing 737-800:
ET-ANZ, ET-AMZ, ET-AOA, ET-ANA,  
ET-AOB

5 Boeing 737-700: 
ET-ALK, ET-ALQ, ET-ALM, ET-ALU, ET-ALN 

8 Bombadier DHC-8 Q400:
ET-ANI, ET-ANJ, ET-ANK, ET-ANL, ET-ANV, 
ET-ANW, ET-ANX, ET-ANY

Domestic Passenger Services
5 Fokker 50 
ET-AKR, ET-AKS, ET-AKT, ET-AKU, ET-AKV 

Cargo and Non-Scheduled Services
1 Boeing 757-260 Freighter: ET-AJS
1 Boeing 757-200 PCF: ET-AJX
1 Boeing 747-400F
2 MD-11 CF: ET-AML, ET-AND

Current C0mmercial Fleet



Copies of each magazine are  distributed onboard in seat pockets, in the departure and arrival lounge 
of Bole International Airport, Ethiopian’s International and Domestic Offices, Travel Agents and at 
Travel Fairs. Selamta reaches a broad spectrum of social groups of business people, frequent flyers, 
government officials and leisure travellers. Selamta is a not-to-be missed opportunity for Advertisers!
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Stockholm, a city of 14 islands framed by sparkling sea, is 
Sweden’s sparkling clean, wholly effi  cient, stylish capital 
city. The waterfront is home to a pick ‘n’mix selection of 

boats, from ferries that trundle back and forth between islands, 
to sailing boats, yachts and cruise ships. Each island off ers its very 
own take on the city but wherever you go you will fi nd great 
shopping, fabulous cuisine, plenty of sights to see and things to 
do. What’s more, Stockholm is easy to explore by bicycle or foot 
and locals are proud of the fact that it is possible to go ocean 
fi shing, kayaking and swimming in the heart of the city!

Stockholm is an all seasons place to visit. In summer, the sun 
virtually never sets because of its position in the far northern 
latitudes. Hot air balloon fl ights are popular during summer 
months because ballooning conditions are superb, while cyclists 
come out in their droves. In winter, although chill and darkness 
set in, there is no better time to enjoy crisp walks in the parks (an 

by Gilly Pickup.
Uncovering 

impressive one -third of the city’s total land area is green space), 
stroll around art galleries, relax in cosy pubs and warm-as-toast 
restaurants or even up the ante by putting on a pair of skates and 
skimming across the frozen rivers! The locals are an outdoorsy 
bunch who seem to revel in the cold and frosty weather. Winter 
is also the time to watch a game of bandy, which is lightning fast 
hockey played on a football fi eld – the Swedes love it! 

For those keen on museum, Stockholm is the tops. The city 
has so many – around 100 – that it would take weeks to visit all 
of them. Even those who equate ‘museums’ with ‘boring’ may be 
surprised with the choice and are bound to fi nd one that interests.

One of the most popular is the Vasa (Galarvarvsvagen 14) 
with its well preserved 17th-century Royal warship which sank on 
its maiden voyage in 1628. Commissioned by the king  of the day, 
Gustavus Adolphus of Sweden, the ship provides an interesting 
insight into the excesses of the king and his decision to continue 

Above: 

(Inset)

adding onto it against the wishes of the ship’s designers. His 
fl agship spent a mere 20 minutes in the water before it sank – he 
should have listened to his advisors. It lay 333 years in the mud 
beneath the waves until being salvaged in 1961. 

The Stockholm Music Museum (Sibyllegatan 2) is a music 
lovers dream with thousands of exhibits including pianos, electric 
guitars and traditional Scandinavian folk instruments such as 
hurdy-gurdies.Those interested in dancing may prefer the small 
Dance Museum (Gustaf Adolfs Torg 22-24) where highlights 
include traditional dance masks from Africa, India and Tibet, 
costumes from the Russian ballet, Chinese and Japanese theatre 
puppets and one of the world’s fi nest collections of early 20th 
century Ballets Ruses costumes. For kids of all ages, the Toy 
Museum (Tegelviksgatan 22) is a treasure trove packed with all 
manner of toys, including dolls, dolls houses, mechanical toys, cars 
and games, while the Historical Museum of Wines and Spirits 

(Dalagatan 100) is where you can fi nd out all you ever wanted to 
know about vodka and visit a turn-of-last century wine merchant. 

If you prefer to be out in the open air visit Skansen on 
Djurgarden, the world´s oldest and largest open-air folk museum 
which encapsulates Swedish architecture throughout history. There 
is a living community here where aptly costumed Swedes interpret 
various time periods and provide an insight into life in 19th century 
Sweden. Exhibits range from blacksmiths and glassblowers to a 
windmill, farms and houses. In summer, this tranquil oasis is popular 
with locals who come to lie in the sun or have picnics and folk 
dancers and musicians perform here regularly.

Almost right in the middle of the city the Gröna Lund 
amusement park is where to experience the thrills of the highest 
Free Fall in Europe – if you dare! This attraction, also called the 
Power Tower, reaches a height of 80 metres before hurtling 
towards the ground at a speed of 110 kilometres per hour! If that’s 
too scary, take a gentle roller-coaster ride, meet a giant octopus or 
ride a musical carousel. Then after you’re all thrilled out, there are 
plenty of restaurants and cafés to relax in.

Stockholm’s most visited area is fairy tale Old Town ‘Gamla 
Stan’ and is where Stockholm began more than eight centuries 
ago. Dripping with history and surrounded by mediaeval-era 
walls and brimful of little alleyways, it is home to the impressive 
608 room Royal Palace, biggest palace in the world still used by 
head of states. Try to time your visit around the Changing of the 
Guard ceremony held at noon every day. It is well worth a visit 
to admire the impressive state apartments and collections from 
the Royal Armoury and Treasury in which the nation’s crowns 
and sceptres are kept. On the fi rst fl oor is a baroque audience 
chamber and below that you can admire the silver Swedish royal 
throne. However, you won’t catch a glimpse of Their Highnesses, 
because the Royal Family don’t actually live here anymore. They 
moved about 12 kilometres west 30 years ago, to their other castle 
Drottningholm. 

Several of the city’s other major sights and glimpse-and-gasp 
moments are also in the Old Town including the 13th century 
Cathedral and 16th century German Church. If you don’t want to 
walk, take a ride on a horse drawn carriage. Knowledgeable guides 
bring the Old Town’s history alive. 

PHOTOS © STOCKHOLM TOURIST OFFICE 
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As a 
refreshingly 
diff erent 
city break 
destination, 
Stockholm, an 
easy place to 
be, pleases and 
charms. 

Magazine Structure

Ethiopian Airlines News Pages Beauty of Ethiopia

Destinations: Africa and the world
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As the long, dark days of the European winter melt away, 
tulip fields across the country erupt into a riot of colour 
– a giant patchwork quilt in varying hues of yellow, red, 

pink, orange, white, purple and mauve. This is spring in Holland 
and it is magnificent! Nestled amidst these fields, Keukenhof is a 
sprawling 70-acre botanical extravaganza, which pays tribute to 
the tulip – Holland’s iconic flower. Its gardens are among the most 
spectacular in Europe, drawing hundreds of thousands of visitors 
each spring when the park bursts into bloom and beds of tulips 
carpet the grounds as far as the eye can see.

Although the tulip itself may appear elegant and uncomplicated, 
its past is tangled in legend, controversy and greed.  Despite 
having been adopted as the national flower of Holland, the tulip 
is actually indigenous to the mountains of ancient Persia and the 
Caucasus – between modern day Turkey and Russia – where it 
grew as a wild flower. Persian legend claims that it first sprouted 
from the drops of crimson blood shed by a grief-stricken lover. 
Although it was already being cultivated in Persia by the end 
of the first millennium, it was a botanist by the name of Carolus 
Clusius who brought the tulip to Europe in the 16th century. He 
couldn’t have envisioned the havoc he was about to wreak when 

 – 
 Tribute to the 
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Linda Barghoorn indulges in a little ‘Tulipmania’.

he planted a handful of bulbs in the botanical gardens at Leiden 
in 1593.

Although Clusius’ interest in the tulip was purely for medicinal 
purposes, the rare bloom became highly prized, and a booming 
tulip market in Europe was born as the wealthy aristocracy was 
prepared to pay astronomical prices for the privilege of owning 
a single, rare bloom. At the centre of the turmoil was a ‘broken-
coloured’ tulip – known as a Rembrandt – whose dramatic 
complexions were caused by a plant virus, which produced 
striking, deeply coloured flames on the petals.

By the turn of the 17th century, those with the means to do 
so paid up to today’s equivalent of US$ 1,500 for a single bulb. 
This created a chaos of speculation which became known as 
‘Tulipmania’ and which, for many, would end in disaster. Trading 
whatever they owned in a desperate attempt to cash in on this 
get-rich-quick scheme, the middle class bartered everything from 
houses and paintings to farm animals, stores of beer and cheese, 
and even wedding dowries. One transaction listed ‘two loads of 
wheat, four loads of rye, four fat oxen, eight fat swine, 12 fat sheep, 
two hogsheads of wine, four barrels of beer, two barrels of butter, 
454 kilogrammes (1,000 pounds) of cheese, a marriage bed with 

linens, and a sizeable wagon to haul it all away.’ Fortunes were 
made – and lost – until it all came to an abrupt, disastrous end in 
1637. The tulip market finally crashed, shaking the Dutch economy 
to its very core and sending economic shudders across the globe. 

Today the tulip is one of Holland’s most celebrated symbols 
– as Dutch as windmills, wooden clogs and Gouda cheese. 
Keukenhof, with its seven million bulbs and thousands of tulip 
varieties, would blow the financial minds of the 17th century bulb 

speculators. It was masterminded by the mayor of nearby Lisse 
in 1949, and has grown to become one of Holland’s biggest 
attractions, located half way between Amsterdam and The Hague. 
Its origins, however, reach far back to the early 15th century when 
herbs were gathered from the gardens of Teylingen Castle, which 
stood on this site. These herbs were used in the castle’s kitchens. 
The name Keukenhof, which translates as ‘kitchen garden,’ 
celebrates the heritage of these historic gardens. 

A 21st century crew of gardeners plants the extensive grounds 
from late September to the time of the first frost, using layered 
planting techniques, which enables the gardens to bloom 
continuously for several months in the spring. From late March 
to early May the park is ablaze with a mutiny of spring flowers, 
starting with daffodils and crocuses; then hyacinths and finally the 
much-anticipated tulips. Dazzling displays of formal and informal 
gardens are set amidst woodlands, around ponds and sparkling 
fountains, along winding paths. Several indoor pavilions offer 
exhibits of more exotic varieties – a welcome place to escape the 
occasional rain shower.  

The gardens are immaculately tended, with not a wilting bloom 
in sight. During daylight hours the gardeners are nowhere to be 
seen. But each evening, after closing, they descend like a team of 
sprites to snip drooping blooms and yellowing leaves. Luscious 
golf-course like lawns are impeccably clipped and the gardens’ 
soil is freshly turned so that with each new morning Keukenhof 
appears picture perfect. With such overwhelming attention to 
detail, each flower seems to bloom with the pride of its individual 
contribution to the spectacular whole of these gardens – its brief 
appearance a source of wonder to visitors, before it meets its end 
at the point of the gardener’s shears.

While the gardens are designed to induce awe and 
enchantment, they are also meant to inspire visitors to create their 
own mini Keukenhofs at home. Visitors can buy a wide variety of 
bulbs at several outlets throughout the park, where knowledgeable 
staff are available to answer any gardening question. And if 
working with the soil is not your thing, then there is even an 
artists’ weekend when you are invited into the park with your art 
materials to create your own garden on canvas.

It is easy to spend a day here leisurely strolling the winding 
footpaths, relaxing on a park bench, browsing exhibits and shops, 
and enjoying a coffee or traditional Dutch frites (or ‘fries’) in one 
of its outdoor cafes. While you’re visiting, why not look for one 
of the tulip varieties that started all the fuss almost 400 years ago. 
Some of the varieties still exist today: from the chrome-yellow 
Tulipa Tarda, which dates back to the 1590s and the famously 
mottled Rembrandt tulips from around 1610, to the novel 
Viridiflora – green!! – which didn’t arrive on the scene until 1700. 
Nowadays, the diseased varieties that fuelled the Tulipmania craze 
are no longer sold; actually, they’re illegal! But, many look-alikes 
are still available.

In the rainbow-paletted fields around Keukenhof and across 
Holland literally billions of bulbs are grown annually for export to 
more than 100 countries across the globe. Tulips – once symbols 
of power and prestige for the privileged few – are now accessible 
to millions. The tulip’s simple, elegant beauty has been celebrated 
by artists from Monet to Renoir, but nowhere on earth offers 
a more stunning tribute than the spectacular Keukenhof. Tulip-
lovers beware!

Keukenhof, 
Its gardens 
are among 
the most 
spectacular 
in Europe, 
drawing 
hundreds of 
thousands of 
visitors each 
spring
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Feature Articles

“It is a big task to host such a big 
competition,” reflected EAF President 
Bisrat Gashawtena. “But thanks to  
the support of the government,  
sponsors, and everyone involved in the 
athletics community, we have made it 
possible.”

For the competition, the EAF built a 
warm-up area adjacent to the Addis Ababa 
stadium, purchased competition equipment 
worth more than ETB 200,000 for use 
during the competition and refurbished the 
50-year old stadium. 

Corporate Ethiopia, led by Ethiopian 
Airlines, and international sponsors 
supported the championships financially. 
The line-up of 16 sponsors also heralded 
an encouraging trend for Ethiopian sport 

Despite watching – on their television 
sets – their famous sons and 
daughters dominate long distance 

running hosted by countries worldwide for 
many years, the Ethiopian public rarely had 
a chance to watch the country’s top athletes 
on home soil against some of the world’s best 
runners. 

It seemed hard to believe that Ethiopia, 
a country where the athletics tradition 
runs so deep that many call it an obsession, 
had never hosted an international athletics 
event. But after a momentous effort by the 
Ethiopian Athletics Federation (EAF) and 
various stakeholders, Ethiopia was finally 
able to deliver the most successful edition of 
the championships. 

After dominating international distance running for many years, Ethiopia 
finally got its chance to play host when the 16th CAA African Athletics 
Championships were staged at the Addis Ababa stadium from April 30 
to May 4. As  reports, large crowds, exciting match-
ups, and outstanding hospitality ensured that the African athletics family 
returned home with many inspirational memories.  

which marketed itself for the first time to 
raise funds. 

On the eve of the games, the 
Confederation of African Athletics (CAA) 
hosted the inaugural African Athletics 
Hall of Fame Gala where it inducted 35 
athletes into its Hall of Fame. Ethiopian 
Prime Minister H.E. Meles Zenawi made 
a fitting tribute to the star gathering at the 
ceremony.

On the track, the event received a 
major boost when all of Ethiopia’s top 
stars confirmed their participation in the 
competition. The fact that the likes of 
Meseret Defar, Kenenisa Bekele, and 
Tirunesh Dibaba – all confirmed their 
participation was a major crowd-puller to 
the stadium and a great show of patriotism 

by the athletes in trying to help the sport 
grow in their home country. 

Following a colourful opening ceremony 
at the Addis Ababa stadium, a crowd of 
30,000 packed the competition venue for 
the start of the evening session and the 
eagerly-awaited men’s 10,000m final. 

Ethiopia’s trio in that race 
– Gebregziabher Gebremariam, Ibrahim 
Jeylan, and Eshetu Wondimu – did not 
disappoint. With an ecstatic crowd cheering 
on each of the 25 laps, Gebremariam 
dropped his compatriots and powered to 
victory in 28:17.11 with Jeylan and Wondimu 
following behind to complete a top-three 
clean sweep of the medals. 

Egypt ended on top of the medal 
standings at the close of the opening day, 
thanks largely to two gold medals by 
Marwa Hussein (women’s hammer) and 
Abdu Moaty Moustafa (men’s shot put). 

Thirty-thousand screaming fans were 
again in full voice on day II, but many had 
come to see one athlete toe the start line.

 Olympic and world 5000m champion 
Meseret Defar commends respect around 
the world for her bubbly demeanour and 
outstanding performances, but the noise at 
the Addis Ababa stadium reached deafening 
levels when her name was called on the 
public address system before the women’s 

5000m final. And for the first eleven laps of 
the contest at least, Defar looked like she 
was ready to match the crowd’s enthusiasm 
with yet a gold medal for her country. 
Gently tucked behind the leader and always 
looking like the runner capable of breaking 
away from her challengers, the 24-year old 
seemed in cruise control of the proceedings.

 But at the final 600m of the race, the 
petite runner began to hold her stomach 
in agony and at the bell, although slightly 
clear of compatriot Meselech Melkamu, she 
clearly looked to be struggling.

 Defar made a desperate lunge forward in 
a big to secure the victory with 200m of the 
race left. But Melkamu, the world indoor 
3000m and a runner running under the 
shadow of her more-illustrious compatriot, 

PHOTOS © VICTAH SAILER (PHOTORUN)

Sports Fleet Information

Selamta is a superbly produced magazine equal to the standard of excellence you associate with Ethiopian 
Airlines. Its interesting features, pleasing layout and excellent photography make it a leader in its field.

Current C0mmercial Fleet



Advertising rates

Publishing Schedule

Sheba Duty Free Guide

  
Back cover ........................................................... £5,000.00

Inside front cover ................................................. £4,175.00

Inside back cover.................................................  £4,175.00

Double page ........................................................ £4,500.00

Full page .............................................................. £3,640.00

Half page ............................................................ £2,700.00

One-third page..................................................... £1,735.00

One-quarter page ................................................£1,590.00

One-sixth page ................................................... £1,000.00

Agency Commission 15%. Rates are per insertion

All rates are for each insert

All rates are quoted in British Pounds Sterling

Special Positions
Specific pages .............................................................. 16% Extra

Within a specified feature ............................................. 16% Extra

Facing/within Duty Free pages........................................6% Extra

Branding/Gatefolds/Inserts: .....................Contact us for the rate

Discounts & Surcharges
2-3 Consecutive Insertions 5%

4 Insertions 10%

Selamta employs a fully digital workflow, using Apple Macintosh 
computers running OSX and utilising, Adobe Creative Suite:  
InDesign CS3, Photoshop CS3 and Illustrator CS3.

Final material to be Supplied as either:
• Press-ready PDF, prepared to Pass4Press specifications
• Composite EPS files with fonts converted to Outlines / Curves
• TIFF files at 300dpi at full size (CMYK)
• JPEG files at 300dpi at full size (CMYK), saved at maximum quality
• InDesign files with Linked images
• Please include all original design files, pictures and fonts separately

Notes:
• Crop and register marks must appear on all files, located     
    6mm outside the trim area. Please mark the final design file
    to use very clearly. Kindly include with the file all original     
    design files, picture files, fonts, etc (Collect for Output),
    including those embedded in EPS files.
• If supplying material created in Illustrator or Freehand, please    
   supply two versions of the file: one with fonts
   converted to Outlines / Curves and one with fonts not         
    converted to Outlines / Curves.
• If using CorelDraw, Pagemaker or other PC software to compile    
   material, please make sure all final files are  exported to PDF or EPS  
   format, with all fonts embedded and supplied with linked files.
   No responsibility can be taken for files not supplied as per the   
   above specifications and for any artwork which exceeds the type  
    area specified above.

To ensure accuracy:
• Please keep within our trim, bleed and type area specifications. 
   All page elements required to appear within the trimmed area,    
   approx 5mm inside the trim areas.
• Items intended to bleed off the page should extend aprox. 3mm    
    outside the trim area.
• Please supply Double page material as separate left and right hand   
    pages. All type must clear the gutter by 7.5mm each side. Double  
    image allowance is 3mm from each side of the centre to be included  
    within the double page trim area.

All colours used in the document should be set to ‘Process 
Separation’. Crop or resize scans as much as possible
before placing to keep file sizes down. Avoid importing EPS files into 
other EPS files.

Double Page (Bleed)..........................................................................

H 289mm x W 426mm

Technical Data

Publication Dates
January, April, July and October

Deadlines
Issue		  Booking deadline	M aterial Deadline
January-March 	 November 15 	 November 22
April-June	  	 February 15 	 February 22
July-September 	 May 15 		  May 22
October-December 	 August 15 		 August 22

Advertising Materials
Advertisements should be provided in form of digital artwork 
on CD/DVD. Any design or typography that is required, will be 
charged back to the client at cost. Cancellation in writing, 60 days
before the end of the Quarter.
SERIES: Full payment on one or two issues will be levied if series 
discount granted and cancelled after two or three issues.

Publication dates are same as above. 

For more information on advertising in this duty free guide please 
consult Camerapix Magazines Ltd on the contacts overleaf.



Advert Sizes

For more information contact:
Camerapix Magazines (UK) Ltd
32 Friars Walk, Southgate,  
London, N14 5LP,
Tel: +44 (20) 8361 2942,
Mobile: +44 79411 21458,
E-mail: camerapixuk@btinternet.com

Camerapix Magazines Ltd
Nairobi, Kenya,
Tel: 254-20 4448923/4/5, 
Fax: 254-20 4448818 or 4441021,
E-mail: creative@camerapix.co.ke, 
            sales@camerapix.co.ke

Double page (Trim).............................................H 283mm x W 420mm

Full page (Bleed).................................................H 289mm x W 216mm

Full page (Trim).................................................. H 283mm x W 210mm

Half page (Hor.)..................................................H 124mm x W 180mm

Half page (Ver.)....................................................H 250mm x W 88mm

One third page (Hor.)...........................................H 84mm x W 180mm

One third page (Ver.)............................................ H 250mm x W 56mm

Quarter page......................................................... H 125mm x W 88mm

One sixth page.......................................................H 84mm x W 88mm

(Portrait)

(Portrait)



All advertisements in Selamta are accepted under
the following terms and conditions. No variation is
permitted unless approved in writing by Ethiopian Airlines,
the Publisher or Managing Director of appointed agents
acting on behalf of the Publisher or Airline.

1 Cancellation of confirmed bookings is required in
writing before the booking deadline of the relevant
issue. If the advertiser insists on cancellation after
the booking deadline, the advertiser will be liable
to pay one hundred per cent (100 %)of the contracted
advertising rate.

2 Cancellation or postponement of any portion of an
advertising contract nullifies all earned rate and/or
frequency discounts for the entire contract. In such
cases, the advertiser or the advertising agency will
become liable for the difference between the contracted
rate and the published media kit rate on all of the
past insertions. Frequency discount applies to those
advertisements that have been booked to appear within
a 12-month period.

3 All advertisements are accepted and published by
the Publisher on the representation of the advertiser
and the advertising agency that both are authorised
to publish the entire contents and subject matter of
the advertisement. The advertiser and the advertising
agency shall be held solely responsible for the contents
of the advertisements and Ethiopian Airlines, the Publisher
and its appointed agents cannot be held liable for any
claims if material is not supplied to the specifications
laid out in this rate card.

4 In consideration of publication of an advertisement,
the advertiser and the advertising agency will indemnify
and hold harmless Ethiopian Airlines, the Publisher, the
magazine, their officers, agents and employees against
losses and expenses (including legal fees) and losses
resulting from the publication of the contents in the
advertisement, including, and without limitation to,
claims or suits for libel, violation of right of privacy,
defamation, trademark or copyright infringement,
misappropriation or plagiarism.

5 Execution of an order is subject to the Publisher’s
approval of copy, including display, text and illustration.
Ethiopian Airlines and/or the Publisher reserves the right
to reject any advertisement for any reason at any time.

6 The Publisher maintains control on the placement of
advertisements and reserves the right to deny special
positioning and refund any surcharge fees paid for
special positioning.

7 Ethiopian Airlines reserves the right to change
advertising rates on a 60-day notice.

8 If the advertiser or the advertising agency fails to
submit advertising material on time, Ethiopian Airlines,  
in consultation
with the Publisher, Advertising Agency and Advertiser,
reserves the right to repeat a previous advertisement
of the correct size/technical specification or run a
house advert or blank page. In any case the advertiser or
the advertising agency will be liable to pay one hundred
per cent (100 %) of the contracted advertising rate.

9 The Publisher reserves the right to add the word
‘advertisement’ at the top or anywhere within any
page that, in the Publisher’s sole judgement, too closely
resembles the editorial pages of the publication.

10 If the Publisher is asked to compile advertising
material for an advertiser or its agency, the Publisher
reserves the right to raise a charge for doing so and
will do so prior to proceeding with the work. The
Publisher will endeavour to seek the final approval
of the advertiser or the advertiser’s agent before
going to print, but reserves the right to proceed with
publication of said material if the advertiser or its agent
has not responded with authorisation before the print
submission deadline.

11 If the Publisher has compiled material for an
advertiser, the Publisher or its appointed agents
assume no responsibility for any inaccuracies or
misrepresentation thus caused as outlined in point 5
above.

12 The advertiser and the advertising agency are jointly
and severally liable for payment of all invoices for
advertising placed. The advertiser and the advertising
agency agree not to make promotional or
merchandising reference to Ethiopian Airlines
without written permission of the Publisher.

13 Payment is due 30 days from the date of invoice. 
 All payments should be made in the currency as stated  
on the invoice. All rates are quoted as payments due, free of  
all withholding taxes and duties unless specified. The Publisher  
and appointed agents reserve the right to ask for prepayment  
from any advertiser or its advertising agency.

14 If charges for Advertisements which have 
been placed correctly as per this media kit
are not paid in full to Ethiopian Airlines, 
the Publisher or appointed agency
from the Advertiser’s agency for
advertisements which have been placed
correctly as per this media kit, are not
paid in full then the Ethiopian Airlines, the Publisher
or appointed agency reserves the right to
collect said charges from the advertiser,
and the advertiser’s agency shall execute
all assignments. In addition, Ethiopian Airlines
may hold the advertiser and its agency jointly and
severally liable for all sums due to the Publisher or
appointed agent, even if the advertiser has previously
paid the agency.

15 A 1.5 % per month service charge (18 % per annum)
will be added to all invoices 30 days or more past due.
Where necessary, any legal or collection fee is incurred
in collection efforts will also be added to charges due.

16 The Publisher assumes no responsibility for any
errors or omissions in any advertiser index, or in any
advertising typeset by the Publisher. The Publisher is
not liable for any failure to publish or circulate all or any
part of any issue because of circumstances beyond its
control. The liability for any error or omission or delay
for which it may be legally held responsible, shall not
exceed the cost of the space paid for and occupied by
such individual advertisement.

Terms & Conditions


