
INSPIRE NEW BUSINESS
With a readership that includes top buyers and executives at every UK department store, DSB magazine is the ideal
medium to showcase your products and services. The DSB team is dedicated to providing readers with an insightful
information source, incorporating lead stories on the latest issues and trends in the retail sector. Readers have the
chance to explore new products launches, event specials and specific product features. In a retail sector spending
billions every year, DSB is an essential medium to maintain and expand UK sales.

DEPARTMENT STORE BUYER
As the only publication to cover the department store
product range, DSB offers you access to a captivated
readership of highly active buyers and decision makers.
Our team is committed to providing essential product
information, trend analysis and industry news. Readers
rely on our experience and ability in matching our product
to the needs of the marketplace.

DISPLAY ADVERTISING
Through cutting edge design, a fresh and informative
editorial style, and concise product delivery, DSB allows
you to showcase your products to a captivated audience
of key decision makers in the industry favourite and
reap the rewards of improved brand awareness and an
expanding customer portfolio.

MEDIA INFORMATION:
Department Store Buyer
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BEAUTY AND SKINCARE

SRANROM URBAN WELLNESS GET LIVELY HAND CREAM,

RRP £6.00 (75g), wholesale price £2.75 www.sranrom.co.uk

Benefits:

“A refreshing and rich hand cream to revive over-worked hands.

Thai folk wisdom believes blending aromatic warming ginger oil

with the citrusy oils of orange and lime can create feelings of

vitality and freshness.”

JASON INVIGORATING ROSEWATER HAND & BODY LOTION,

RRP £6.99 (227g), wholesale £)POA www.jason-natural
.com

Benefits:

“The invigorating Rosewater hand and body lotion has PH balancing

rosewater which tones and purifies, whilst natural aloe vera gel and

sunflower oil refresh and nourish dry, over stressed skin. Skin is left

soft, nourished and comfortable.”

The body and bath category offers retailers many benefits; products often

benefit from the ‘lipstick effect’ trend whereby consumers trade more

costly luxuries for more affordable beauty treats and there are plenty of

beautiful giftable creations. Smaller niche brands can really complement your

traditional beauty houses, and provide a more individual offer so here’s an

edited selection of some of the recent launches in this category! �

STEAMCREAM, RRP £10.50 (75g),

wholesale price £4.35

www.steamcream.co.uk

Benefits:

‘“STEAMCREAM is made in the UK with

beautiful natural ingredients, fused

together with a shot of hot steam. The oat

milk infusion makes it great for all skin-

types, while the cocoa butter, almond oil

and jojoba moisturise and nourish skin.

The exclusive limited edition tins are

designed to carry around and keep forever

and the 75g size make them ideal to pop in

a handbag or hand luggage.”

The latest in...
super

BOO BOO SOFT & CREAMY BODY

SMOOTHER, RRP £14.99 (190ml),

Wholesale price £6.70

www.boobooshop.c
om

Benefits:

“A divinely-scented body butter which

increases elasticity and helps reduce the

appearance of stretch marks and cellulite.

Firming anti-ageing ingredient, Centella is

combined with softening Hibiscus flower

to leave skin firmer and smoother. Melts

into dry skin leaving thanks to its high

percentage of shea butter leaving a

gorgeously scented sheen.”

Brighten-up your kitchen

A classic design but

with a slightly

modern twist, this

beautiful floral

collection from

Creative Tops

features an

exquisite rose with

butterfly taken from

“Choix des Belles

Fleurs” published in

1827, one of

Redouté’s most

famous illustrative

albums. The brand

has also

incorporated

architecture from

Kew on some of the

pieces and has used

elements around the

borders, highlighted

in platinum for a

premium look and

feel. The collection

consists of the

following pieces; six

cup teapot, afternoon tea set, breakfast cup and saucer, cake stand,

dinner plate, side plate, soup bowl, mats and coasters, melamine

trays, lap tray, tea for one and sugar and creamer.

� For more inform
ation please ema

il sales@creative-tops.com
or visit

www.creative-to
ps.com

Just Slate launches new tableware

Just Slate has added a further 11 stylish products to its existing

collection of finely handcrafted slate tableware. The range includes

items such as a classic mezze set, an elegant lazy susan, a

contemporary butter cloche and branded cheese knife. Developed to

enhance the dining experience both practically and aesthetically,

these new products showcase the company’s growing reputation for

modern, versatile and cutting-edge design. They are the perfect

accessories for a stylish dining table.

Following outstanding growth and acclaimed spring additions, Just

Slate says this new range has already been highly commended and is

set to be a key driving force in adding value to sales for retailers.

Operating for over six years, the Just Slate Company offers an

attractive and diverse range of high quality slate tableware products

ranging from tablemats and coasters to cake stands and serving trays.

� For more inform
ation call 01592

654 222, email m
aria@justslate.co.uk

or visit www.just
slate.co.uk

A drying rack

with a difference!
Boon UK’s Grass drying rack offers a new and funky

interpretation of the drying rack. Far from the plain and

featureless racks that adorn many draining boards, the

Grass drying rack is modern and quirky and has been

designed to perfectly hold baby accessories, such as

bottles and pacifiers, as they air dry. The soapy water

simply drains into the tray underneath. The Grass

drying rack has been created to help parents minimise

the amount of baby feeding equipment that can pile up

in the kitchen. The new and larger Lawn model is now

also available, offering a greater surface area on which

to dry feeding equipment.

� For more inform
ation call 07792 230836 or visit

www.boonuk.co.uk
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HOUSEWARES

DSB
D E PA RT M E N T  S TO R E  B U Y E R
NOVEMBER - DECEMBER 2011 £5.95

FEELING FESTIVE

BRAND BALANCE

TRENDS FOR THE HOME IN A/W 2012

HAVE YOU GOT THE RIGHT
CONCESSION MIX?

HOOPERS
MDANNE HORTON: GETTING LUXURY
AND FASHION RETAIL RIGHT

G A R D E N  || I N T E R I O R S  || H O M E  E N T E R TA I N M E N T  || G I F T S  || H O U S E WA R E S  || F A S H I O N

TARGET READERSHIP PROFILE
DSB is targeted to every buyer and
senior executive at every department
store in the UK. Enabling you to tap
into the most lucrative buying teams in
the British retail sector.

John Lewis
Debenhams
House of Fraser
Selfridges
BHS
Harvey Nichols
Fenwick
TJ Hughes

Co-Operative
Allders Croyden
Hoopers
Marks & Spencer
Harrods
Jarrold & Sons
Fortnum &
Mason

Beales
Morley Stores
W Boyes
Owen Owen
Argos
Liberty

45%DEPARTMENT STORE BUYERS

17%WHOLESALER/AGENT/OEM

15% DEPARTMENT STOREGENERAL
MANAGERS

10%MAIL ORDER BUYERS

8%MAIL ORDER MANAGING DIRECTORS

4% OTHER

BEAUTY AND SKINCARE
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NATIONAL TRUST WOODLAND HAND & BODY

LOTION, RRP £9.50 (250ml), wholesale price £POA

http://shop.na
tionaltrust.org

.uk/products

Benefits:

“Woodland Beechwood and Bramble is inspired by the

Ashridge Estate in Hertfordshire with its beautiful two

thousand acres of woodland forest. This scent is infused

with musky notes of Beechwood for a rich fragrance

combined with the prickly sweetness of Bramble creating

a blend that captures the essence of the forest.”

soft skin
NEPHRIA JADE ACTIVATING CREAM,

RRP £45, wholesale price £20 www.nephria.com

Benefits:

“Nephria Jade Activating Cream provides superb

moisturisation and protection for the skin. It

maintains the skin’s natural moisture balance and

is effective at preventing water from evaporating

from the skin. Mineral water strengthens and

plumps the skin and helps to reduce the formation

of wrinkles.”

BERKELEY SQUARE THE ROYAL BALLET INTENSIVE

HAND & FOOT CREAM, RRP £14.00 (75ml), wholesale price

£6.41 www.bsquare.co.uk

Benefits:

“This ultra-moisturising cream is part of the Performance &

Elegance range developed with and used by The Royal Ballet.

Key ingredients are arnica and natural oils & butters to further

aid the body’s respite and repair with certified 24-hour

moisturising”.

SENZIMI SKINCARE SENSITIVE

MOISTURISER, RRP £15.99 (50ml),

wholesale price £6.60

www.senzimi-skincare.com

Benefits:

“Senzimi is a new brand of skincare

and hair care created to help and sup-

port people with sensitive, problem

prone, ageing and dry skin. The senz-

imi brand incorporates a range of 90 –

99 per cent naturally derived skin

products that can be used as part of a

daily skin and scalp cleansing, nour-

ishing and protection routine.”

In advance of what is

predicted to be another

sluggish year for the

economy, creating a

calendar of well timed and

well thought out events and

promotions is one of the

most useful things you can

do. Clare Rayner outlines

the key steps and objectives

to provide some useful food

for thought!

STEP ONE: ADD

IN KEY DATES

Add in all of the events that could

impact consumer buying

patterns: bank holidays,

academic holidays, national

sporting events, religious holidays

etc. Next overlay any local events

that may influence at a store

specific level. Finally add all the

range launch dates and “sale”

dates (from 24-hour spectaculars

to end of season clearance).

Already your year planner should

be looking quite busy!

STEP TWO: ASSESS

DEPARTMENTAL

OPPORTUNITIES

Now determine which

departments and/or ranges could

benefit from promotional

activities associated with the

given events, such as

childrenswear for ‘back to school’

or garden furniture in early

spring. It’s important to avoid

running a promotion that would

essentially just be giving away

margin. When the increased

volume due to sales uplift from

the promotion covers the overall

cost of the margin “given away”

in discounting as well as any

other costs incurred (promotional

flyers etc) then the net effect of

the promotion is beneficial. If

there was likely to be a natural

uplift in demand (as might be the

case with garden furniture in the

spring) then the promotion may

only achieve a very slight uplift in

sales and the margin from the

incremental sales may be

insufficient to cover the value of

the margin given away on items

that would have sold regardless.

It’s always worth inviting suppliers

to contribute to the promotional

plan. Often they will have budget

to support key events or to

stimulate sales at particular times.

STEP THREE: THE LEVEL

OF INVESTMENT

Generally speaking, the more

time invested in planning (for

anything) means a better and

more successful outcome.

However, it is important to ensure

activities have a good ROI.

Therefore, like with any effective

business activity, there should be

a clear ‘project plan’ with

timelines, assigned resources,

costs and benefits. Your

customers have come to expect

you to offer promotions and

events. Surveying customers to

understand what type of

promotions and events they like

most would be valuable insight as

you may find some of what you

do is just creating noise and not

really engaging your customers.

Your promotional strategy should

be a key part of your overall

positioning and customer

engagement approach, so it is

worth spending time up-front to

determine the ideal promotional

mechanics for your customer

(and target customers) as well as

setting some clear success

criteria for promotions e.g.

‘increase basket size’ or ‘increase

new customer acquisition’.

STEP FOUR:

GOING DIGITAL

Investment must depend on your

ideal customer and what media

they are currently being

influenced by. There is, beyond

any doubt, a huge shift towards

the consumer being ‘in control’.

Google reported that over 60 per

cent of consumers researched

online prior to completing their

transactions in store. In October

2011 the BRC-Google Online

monitor indicated retail-related

search accounted for over 10 per

cent of all search traffic, and

mobile was driving that with a

168 per cent increase in mobile

search in the prior quarter alone!

This means that to engage the

customer the internet is

undoubtedly becoming of

increasing importance – and

whatever you deploy on the

internet must be visible on

mobile browsers too. However,

whilst the ‘attraction’ element of

customer engagement is

evidently shifting to online

media the conversion element is

still predominantly completed in-

store. Focus on increasing the

investment in online media for

attracting attention to the

promotions and events and then

ensure that the in-store

execution lives up to the

promises made online.

THREE AREAS TO FOCUS

ON IN 2012:

1. Loyalty programmes:

customers are generally happy to

engage with loyalty programmes

if you can offer something

worthwhile back in return. If you

don’t have an effective loyalty

programme, then one which links

into CRM and keeps track of your

customers through all channels is

a must as consumers demand

more from retailers.

2. Personalisation of messaging:

consumers value personalisation,

where retailers get it right,

because it saves them time and

enhances the relevance of their

shopping experience. When

customers have ‘allowed’ you to

take their data into your loyalty

system they do then expect you

to use that to advantage them in

some way. In our fast-pace,

online, socially-connected world

if you can get personalisation of

messaging right you will

significantly increase your

response rate to your marketing

materials.

3. Online marketing: this is a bit

of a broad area, however, the

aforementioned increase of

mobile use is giving rise to two

areas where a department store

could market more effectively.

o Social media – when it comes

to using social media my advice

is to be where your customers

are. If your customer insights tell

you they are using Facebook and

Twitter then you need to, at the

very least, have monitoring in

place to address feedback about

your brand online.

o Local search – consumers are

searching for answers to their

needs and wants online. Due to

GPS technology most mobile

search results include a location

element in the first three results.

With over 60 per cent of those

who search wanting to complete

their purchases in-store, if you

can ensure your store appears in

location specific search for the

key things consumers are

looking for in your area then you

will secure new consumers. �

For more information visit

www.retailchampion.co.uk

How to: plan your promotions

Retail consultant Clare Rayner gives a

step-by-step guide to creating the perfect events

and promotions calendar to get you set for 2012!
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RETAIL THERAPY

Retro and cute designs from Vogue

Vogue International has expanded its generic range with the addition

of some eye-catching new products. The designs include a 60’s

inspired circles pattern, a ‘mod-looking’ target, a Union Jack and the

ever-popular Meerkats. David Pannett, Vogue’s UK sales manager

commented: “In addition to our vast stable of popular licensed

characters, we wanted to grow our generic range to add an extra string

to our bow. Our licensed products are primarily aimed at children, but

there are plenty of adults who take a packed lunch to work, especially in

the current economic climate.” Two of the designs – the Circle and

Meerkats – are available on Vogue’s classic insulated lunch bag and

stylish 400ml aluminium sports bottle, whilst the Union Jack and Target

designs appear on both the lunch bag and 550ml sports bottle.

� For more inform
ation call 01865

340 500 or emai
l sales@vogue-

ltd.com

Food
storage
sorted
with
Stewart
Home
Stewart Home, the

homewares division of

UK manufacturer,

Stewart Plastics Ltd,

previewed products

from its Essentials,

Seal Fresh, Pro

Kitchen, Refine and Zurbano ranges of food storage products and

planters at this year’s Autumn Fair. Refine is Stewart’s new premium

food storage collection and comprises a variety of food and drink

containers – including the stylish Ice Cooler Jug - in a choice of

vibrant complimentary colourways. Zurbano, the elegant planters

designed for both interior and exterior use, match the colours of the

kitchen ranges to help create a fully co-ordinated setting. Essentials is

a new “everyday food storage” range, based on key selling sizes and

available in handy three-pack format, with the emphasis on value and

quality. Seal Fresh is the established Stewart range of quality food

storage containers, designed for easy opening and resealing.

� For more inform
ation call 0208 6

03 5700, email

info@stewartcompany.
co.uk or visit ww

w.stewart-home.
co.uk

Love the oven with

Premier’s new range

Premier Housewares has launched its new OvenLove range of

professional, high quality oven-to-tableware and accessories.

Featuring the all-important Teflon non-stick coating, the

cookware is super versatile and designed to appeal to the

modern consumer that is seeking convenience and value for

money. Not only is the range heat resistant up 280oC, but it can

be used in the microwave, freezer and dishwasher – just think

of all the washing up saved by only using one dish! The range

includes oval oven dishes, rectangular oven dishes, square

oven dish and round flan dish.

Premier recently launched its new and improved website to

make ordering even easier for retailers!

� For more inform
ation call 0141 5

79 2000, email

info@premierhousewa
res.co.uk or visit

www.premierhou
sewares.co.uk

HOUSEWARES
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Clairefontaine wraps up

the perfect package

ExaClair has launched an exciting array of high quality

wrapping papers and gift bags from Clairefontaine for the

festive period. These colourful collections feature a diverse

range of designs and textures, many of which are ideal for

Christmas as well as other occasions. The best-selling Premium

Range comprises resistant gift-wrapping papers in a number of

original glossy-coated designs. Similarly, the ACCACIA Range

includes an assortment of patterned and plain designs,

featuring baubles and reindeer. The NATURE Range sees eye-

catching and seasonal designs printed onto ultra-resistant

ribbed brown paper for a more natural, traditional effect, while

the FOREVER Range is made from 100 per cent recycled paper.

The UNICOLOR range is also printed on fine quality ribbed

brown paper but comes in a variety of metallic colours, perfect

to enable customers to create a classy Christmas gift.

� For more inform
ation call 01553

696 600, email

enquiries@exaclair.co.uk or
visit www.exacla

ir.co.uk

A new direction for Sorel

For its S/S 2012 collection Sorel has brought expanded with a number of new

styles whilst maintaining its brand DNA. The long-established brand is known for

its expertise in creating durable, comfortable, cold weather footwear, and has been

responsible for a number of iconic styles including the Caribou and Pac boots.

The Caribou remains a winter classic, and now Sorel is venturing into fashionable

year-round styles that combine high-quality materials with contemporary designs.

Three new product stories in the ladies’ collection include Outing, Summer at the

Lake and Offbeat Heritage. Outing is a revival of the brand’s original 1912 line and

features vintage designs, sun-bleached colours and lightweight materials. Summer

at the Lake is a sandal collection, with emphasis on earthy natural colours and

materials, and Offbeat Heritage offers a vintage retro look. The men’s lines take

inspiration from practicality and minimalism of the 30s and 40s, with classic

silhouettes such as the Oxford and the Balmoral. Wholesale prices start at £43.20.

� For more informa
tion 01189 220 1

31 or email Dana
e Smith at dasmit

h@columbia.com
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PRODUCT INNOVATIONS

Tiny Bike for tiny tots

The Tiny Bike from F4K is a small and light

balance bike for children aged 2-4 years.

Available in seven fun colours, including latest

additions purple and dark blue, the Tiny Bike

is designed to get kids started and give them

confidence at an early age; balance, steering

and coordination are all gained faster without

stabilizers. The Tiny Bike has a robust steel

construction, an adjustable soft comfortable

seat and soft grip handle bars which also

adjust. The wheels contain bearings to help

increase momentum and are extra wide with

a cushioned rubber tyre. There are no spokes

to trap fingers and a footplate gives kids’ feet

a place to rest while they learn to balance.

The Tiny Bike retails at £49.95, the minimum

order is for six bikes which can be ordered in

any mix of colours.

� For more inform
ation call 0800 6

12 7001 or

email paul@fun4kids.co.uk

Carry technology in style

Acme Made has announced a trio of new

laptop bags for the active urban professional.

A modern version of the classic backpack,

the Union Pack will keep your daily affairs

organised and stylishly protected. Blending

the practicality of a laptop backpack with

city sophistication, it is the ideal bag for the

busy urban commuter, with its low-profile

design for navigating crowded streets, trains

and buses with ease. Available in black and

purple, its durable, weather-resistant

BombShell exterior protects your gear from

the elements, while the interior has two

protective sleeves. Additional compartments

help keep your mobile life organised.

Other designs include the Union Square Brief

and the Clyde St. Messenger.

� For more inform
ation call 01902

864 646,

email info@daymen.co.uk or
visit

www.acmemade.
com

Eye-catching designs

for tiny toes
Looking for quintessentially British products?

Then look no further: Daisy Roots soft leather

shoes are perfect. Designed and handcrafted

in Northamptonshire, Daisy Roots soft chrome-

free leather shoes are the ideal accessory and

come in sizes to fit babies, toddlers and

children up to the age of four years.

The colourful collection includes soft leather

shoes, furry boots, little D’s, fleecy slippers

and gift-sets. The leather shoes are available

in a variety of designs to suit boys and girls

and look great no matter what they’re worn

with. The furry boots are perfect for keeping

tiny toes warm this winter. Always keen to

help customers Daisy Roots is offering a free

display stand on orders of 50 pairs or more.

� For more inform
ation call 01604

880066,

email sales@daisy-roots.com
or visit

www.daisy-roots
.com

Design with a twist

Tuttotondo is about designing functional

furniture, homewares and light appliances

with a twist: simple objects that look

familiar and yet, different. Designed in Italy,

all products in the collection were shown to

the public for the first time at 100% Design.

Bold and eye catching, they display

stunning features. Etchi for example is a

simple plywood module with a strong

identity. Its name derives from the letters

E-T- C-H-I, which can be “read” in its

outline. A single module can be used on its

own as a small sofa/bedside table or as a

stool. Alternatively, several modules can be

assembled to form a bookcase.

Newspapers, magazines, and even a laptop

can be stored in the two compartments.

� For more inform
ation call 0039 3

48 2222

962, email info@
tuttotondodesign

.com or visit

www.tuttotondo
design.com

Lifemax lamps

reduce eyestrain

and headaches

These new lamps from Lifemax use

energy-saving fluorescent tube

technology to provide a light that not

only stays cooler when used, but also

costs very little to run and significantly

brightens the target area. (6500 Kelvin

colour rating – equates to daylight at

noon). “They’re much better than

reading lamps that use either

expensive to run halogen spot lights

that get hot when used and cast a

narrow beam of light, or less effective

LEDs that can cause potentially

damaging ‘spotting’ in the eyes,” says

the brand.

Each lamp ‘floods’ the target area with

daylight-quality light - reducing

eyestrain and headaches and enabling

the human eye to recognise differences

between colours more easily and

clearly – great for reading, writing and

hobbies. They are supplied with an

energy-saving fluorescent tube bulb

that is cooler and guarantees low

running costs with 8000-hour life. The

height of the table model is 46cm (RRP

£49.99) and the floor model stands

122cm high (RRP £69.99).

� For more inform
ation call 01635

874

323, email john.s
ivyer@lifemaxuk.co.uk

or visit www.lifem
axuk.co.uk

PRODUCT INNOVATIONS
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Fine furniture at

affordable prices
Robin Furlong is a designer manufacturer of fine bespoke

furniture and has recently made the move into offering

the same style and quality to a wider market with more

readily accessible price points. Designs include ‘T:Rays,’

Sherwood Shelves and Collect 20. T:Rays make a great

interior decoration and are the perfect present for anyone

that loves quirky home accessories.

Finished in vibrant colours or striking veneers they

feature knotted leather eyes and have RRPs from £124.

Sherwood Shelves are an elegant display and storage

design, made in a variety of timbers; RRPs start at £1400.

� For more inform
ation call 01608

674 296, email

robin@robinfurlongfurni
ture.co.uk or visi

t

www.robinfurlon
gfurniture.co.uk

Laser Pegs Light

Up The Toy Market

At Glee 2011, ‘Laser Pegs – The Ultimate Toy

for Kids’ was successfully launched to the UK

through F4K. Within the patented lighted

construction set each piece feeds the next

piece a low voltage current which, when

attached to a power source, allow children to

build creations that illuminate in a brightly

coloured, LED light display. F4K reports that

it is the first of its kind in the world and will

offer five kits initially: Laser Pegs 3-in-1 Kit

has 72 pieces, one power unit, an instruction

booklet and sample model designs; Laser

Pegs 4-in-1 Kit, with 60 pieces, two power

units and an instruction booklet, also with

model examples. Each kit can be used to

create over 30 different designs and both

retail at £49.99. Dune Buggy (31 pieces),

Tractor (30 pieces) and Mini Monster Bug (36

pieces) each have a power unit, an

instruction booklet and sample model

designs, each can be used to create over

nine different models and retails at £27.99.

Suitable for children aged five and older,

Laser Pegs are simple to use and capable of

inspiring hours of creative, abstract play, and

also make great nightlights.

� For more inform
ation call 0845 6

588868

or email paul@fun4kids.co.uk

Thabto brings

creativity to gift sector

Thabto is the brand behind a number of

fun and creative gift innovations.

Autumn Fair saw visitors snap up its

great new product ideas. The Mood

Mugs are a range of mugs insulated

porcelain mugs with quirky facial

expressions to reflect your mood; they

keep your drink warm, your hand cool

and let those around you know exactly

how you are feeling! The Taste Explosion

Grenade Salt and Pepper Shakers are

created from quality porcelain and

provide a real dinner table talking point!

The ‘MUG!’ means that your beverages

pack a serious punch – in a porcelain

mug with a knuckle-duster handle.

� For more inform
ation call 0203 1

76 2618

or visit www.tha
bto.co.uk

New additions

in spots, stripes

and hearts!
T&G Woodware recently launched

additions to the Colonial Home range,

which incorporates the popular spot,

stripe and heart patterns. The

collection now includes additional

woodware pieces and vintage textiles

and on show at Autumn Fair were fun

pick up boards and bowls and a

traditional selection of hand-carved

and hand-painted bowls.

The pieces are great for matching or

contrasting with each other and add a

‘country home’ appeal to any kitchen.

The red and cream colour scheme

complement the spot, stripe and heart

designs to provide a look which

simultaneously offers the bold, the

romantic, the retro and the

contemporary! New items include two

aprons, a double oven glove, gauntlet,

tea cosy and tea towels, as well as a

selection of wooden heart cut-out

products including a chopping board,

egg rack, tea tray, towel holder and

spice rack.

� For more inform
ation call 01275

841

841, fax 01275 84
1 800 or visit ww

w.tg-

woodware.com
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January - February
� Beauty & Skincare
� Housewares
� Giftware

March - April
� Toys & Games
� Stationary, Card & Wrap
� Baby Products

May - June
� Childrenswear
� Womenswear
� Retail Solutions

July - August
� Home Interiors
� Collectables, Glass & China
� Menswear

September - October
� Technology & Appliances
� Outdoor Products
� Fashion Accessories

November - December
� Footwear
� Jewellery
� Kitchen

ADVERTISING RATES (EFFECTIVE AS OF 2011)
Display 1 3 6
Colour DPS £1300 £1250 £1200
Full page colour £750 £700 £650
Full page mono £720 £670 £620
Half page colour £450 £420 £390
Half page mono £430 £400 £380
Quarter page £290 £270 £250

Product placement (colour separation charge)
Picture and 50-200 word £130

+ Logo £30

Product showcase directory
Picture and 50-200 words (3 issue minimum) £165

Classified 1 3 6 12
Single colour centimeter £15 £12 £10 £8

Web guide
6 Issues £270 £45 Per Issue

TERMS OF BUSINESS
All orders are strictly subject to Media One Communications Limited terms
and conditions. A copy is available on request.

MECHANICAL DATA (mm) Bleed Trim Type
DPS 303x426 297x420 n/a
Full page 303x216 297x210 280x190
Half page (L) n/a n/a 130x190
Half page (P) n/a n/a 280x90
Quarter page n/a n/a 130x90

ARTWORK
Artwork should be supplied on a mac compatible CD as a postscript, adobe acrobat or
QuarkXPress document with fonts and high resolution images supplied. A colour
proof should also be supplied for our reference. Any extra work will be charged for
at cost.

CANCELLATION POLICY

� Failure to supply advertisement copy in time for publication does not constitute a
cancellation, and you will still be charged for the booked space.

� Aminimum of 28 days written notice, prior to the published copy deadline, must
be given to cancel any advertisement.

� A series booking which attracted a series discount must run for a minimum of
50% of the total number of issues booked, or any discount given will be re-charged
at our published rate card prices.

EDITORIAL FEATURES LIST
Every issue includes our regular features in addition to the product features in the issue dates listed below. Our regular features include
industry news, diary dates, exhibition show guides and reviews, new products, interviews and much more.

� Please send your press releases to dsb@onecoms.co.uk

With a range of publications focused on the retail
sector, including Department Store Buyer magazine,
the Department Store Yearbook, Garden &Hardware
News, and a strengthening online presence, Media One
Communications has a wealth of experience both in
terms of publishing and the retail market. From
yearbooks and magazines to online news sites, our
evolution in the publishing sector has built a loyal
customer base and a dedicated readership who return
time and time again for knowledgeable, intelligent
information, strengthening our stance in the sector.
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THE ESSENT IAL GU IDE FOR DEPARTMENT STORE BUYERS & DEC I S ION MAKERS
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Media One Communications Limited
1 Accent Park, Bakewell Road, Orton Southgate, Peterborough, PE2 6XS
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