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With 125 years of editorial heritage, Drapers is 
the voice of the UK fashion industry. Drapers 
is the indispensable and trusted source of 
breaking news, industry analysis and product 
information for the entire fashion industry; 
from the largest multiples, the very best 
brands, leading etailers and the cream of the 
independent retail market.

Drapers can provide brands and suppliers with 
unparalleled penetration into your target market 
via a multi-platform approach which includes the 
weekly magazine with a circulation of over 9,3841, 
drapersonline.com with access to over 73,100 unique 
users2, m.drapersonline.com – our fully optimised 
mobile site, plus three exclusive annual industry 
awards, and bespoke events.  

With over 50% of our audience comprising the MDs, 
CEOs and owner/proprietors of UK fashion businesses7, 
Drapers can provide access to the most influential 
people in the industry.

Drapers can work with your business to create a 
tailored package focussed on your objectives.

overview
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Total UK clothing and  
footwear sales were worth 

£33.4bn in 20116 

fashion  
industry 

facts



l	 Drapers is read by over 30% of all multiple fashion retailers and 
department stores3

l	 40% of Drapers’ audience is comprised of independent retailers4

l	 32% of Drapers’ audience is comprised of fashion brands and wholesalers4

l	 60% of Drapers’ audience trades online5

l	 The majority of Drapers’ audience view industry publications such as 
Drapers as the most important source of information, ahead of national 
papers and direct marketing

Circulation: 9,3841  

By job title

 	O wner/CEO /MD/ Director:	 34%

	 Manager:	 23%                              

	 Buyer/Merchandiser:	 13%

	 Marketing / Sales:	 12%

	O ther:	 18%

Source: Readership Survey Sept’09

By sector

 	W omenswear:	 33%

 	 Menswear:	 20%

 	 Footwear & Accessories:	 17%

 	 Mens & Womens:	 16%

 	 Kidswear:	 3%

 	O ther:	 11%

Source: Stingray Report Feb’09

Drapersonline.com is the UK’s leading website for fashion business 
professionals. The site provides business-critical content including the latest 
news, trends, market insight and analysis to our audience of over 71,000 unique 
users per month2.  We also have a fully optimised mobile site, m.drapersonline.
com, keeping fashion professionals up-to-date, on the move.

l	 91% agree that drapersonline.com is their preferred industry website5

l	 85% rely on drapersonline.com to keep them informed about important 
industry news and issues5

l	 66% agree that drapersonline.com is an essential source of information when 
deciding on new brands or suppliers for the business5

l	 18% of users have contacted an advertiser or service provider as a direct 
result of visiting drapersonline.com5

Unique Users: 71,0002 Page impressions: 256,5002

ONLINE User Profile  
Company Type

	 Brand	 25%

 	 Multiple Retailer	 19%

 	E tailer / Multichannel retailer	 12%

 	 Supplier	 20%

 	 Manufacturer/ Wholesaler	 15%

 	I ndependent	 9%

Source: www.drapersonline.com  

Zoomerang survey Sept’09

1 ABC Jul’10–Jun’11   2 Webtrends Jun–Nov’11  3 Experian  4 Stingray Report Feb’09  5 Zoomerang survey Sept’09  6 Value of Fashion Report 2010, British Fashion Council  7 Readership survey Sept’09

Readers & online users
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Advertorial

Drapers offers a range of formats to promote your brand and marketing message to our audience in this leading trade publication:

Print Advertising 

Special positions

Covers: IFC/OBC/IBC:	 +15%
Right hand page 1st half:	 +10%
Right hand page	 +5%

 

Inserts – loose (single sheet)

1–10 grams	 £2,599
11–20 grams	 £2,830
21–30 grams	 £3,061
31–40 grams	 £3,407
Bound (single sheet)	 £6,064
Bound Card UK	 £3,330

Size                              		R ate

Double Page Spread:		  £11,592         

Full Page:		  £6,168             

Half Page:		  £3,292

Quarter Page:		  £1,848 

Strip Advertising:	 per strip 	£2,305
(solus advertising on editorial page/2 per issue)

Advertorials: page rate £1,575

Designed and written in partnership with Drapers, advertorials 
simulate editorial content, lending credibility to your message.                             

Case studies: £6,784

A new offering allowing non-fashion clients to showcase  
their work on a particular project.  

Business Briefing: £7,900

Publish a thought leadership piece demonstrating your  
company’s expertise and market knowledge.

Supplement Sponsorship: POA

Become a Drapers supplement exclusive partner. Includes 
advertising, advertorial, branding and editorial contribution on our 
targeted supplements including Supply Chain and Ecommerce.

Tip on full page advert:	 £8,663

Front cover tip on	 £15,281

Belly band	 £12,754

Belly band & DPS;	 £25,410

N.B. Please add 15% for International Clients

Creative Solutions

Supplement sponsorship

h
ttp://www.istockphoto.com/file_thumbview_approve/2253773/2/istockphoto_2253773-vector-icon-set-30-clothes.jpg

Rise to the logistical challenge with advice from the experts 

Supply Chain Focus

help For Small FirmS | balanCe Supply and demand | Cheaper import optionS

Case study Business briefing
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Display print advertising opportunities



Increase brand awareness and drive traffic to your company website:

Channel sponsorship & targeted ad campaigns  
(contextual advertising): £2,100 per month

Take ownership of a relevant section of the Drapers 
website, creating maximum impact and making your brand 
synonymous with this subject area. eg. womenswear, 
e-commerce.

Editorial email alerts: £2,100 per week

Take ownership of banners and skyscrapers on our editorial 
emails. Sent to over 10,000 users.

Solus emails: £1,575 for the first 1,000 email 
addresses, £368 per ‘000 thereafter

Bespoke HTML e-marketing content sent direct to the inbox 
of a targeted segment of our audience.

Drapers mobile: £POA

A banner ad at the top of the mobile site. 

Section Creative Size CPM

Home & News +20% 

Targeted section +30%

Top MPU 300 x 250 £48

Top Leaderboard 728 x 90 £42

Skyscraper 160 x 600 £31

Brand showcase: from £3,675 per month

Host your very own brand gallery or ‘Look-book’ for your 
brand’s latest collection within the Drapers website.

Content landing pages: from £3,675

Dedicated section of the Drapers site or ‘online 
advertorial’, which can include thought leadership 
content, case studies, white paper downloads, video 
content and company information. 

Surveys & competitions: from £5,250

Gain in-depth industry insight by conducting a targeted 
survey to our audience.

Ask the Expert: from £5,250 per month

Position your company as a market leader in your 
field of expertise by sitting on our virtual expert panel, 
answering questions and providing advice to our users.

Webinars: from £15,750

An unrivalled opportunity to engage with our digital 
audience via live and interactive streamed video content. 
Excellent for thought leadership and data capture.

Brand showcase

Ask the Expert

Solus email

online & mobile advertising opportunities

Drapers mobile
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For Global Blue it is one of our most important 
marketing activities that delivers for us on 
many levels, the promotion we receive within 
Drapers and Drapersonline communicates our 
key messages and gives excellent brand exposure 
throughout the year, and is a quantifiable return 
on our investment.

Nigel Dasler, Vice President Sales, Global Blue

Drapers’ portfolio of exclusive industry awards has grown to become 
the benchmark for the nations’ leading fashion brands and retailers.  
The great and the good of the industry go head to head in a bid to win 
these prestigious trophies. Drapers rewards all parts of the industry, 
from the mightiest multiples to unique independents, and the very best 
of the brands.

Attracting the most influential industry figures from Tom Singh of the 
colossal New Look to Tom Chapman of Matches, these awards offer our 
partners an unparalleled opportunity to raise their profile and network 
in an intimate and trusted environment.

In addition, all sponsors receive an enormous amount of value via a 
full multi-platform marketing campaign spanning at least 6 months 
including, print and digital advertising, advertorial, branding and all 
collateral available on the evening itself.

Drapers Footwear Awards 
May 3rd 2012

Drapers unites the great and 
the good of the UK footwear 
industry in a celebration 
of the very best in the 
business including  
indies, multiples, brands  
and the most promising  
student designers.

drapersonline.com    m.drapersonline.com

Drapers Etail Awards 
May 27th 2012

The newcomer of the 
Drapers awards portfolio 
celebrates its fourth 
year by recognising and 
rewarding the best fashion 
etailers in the country 
at this dynamic and 
contemporary event. Last 
year this was a  
sellout success.

1 Value of Fashion Report 2010, British Fashion Council
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22.5% of retail’s value added 
contribution to GDP can be 

attributed to the fashion 
industry1

fashion  
industry 

facts

Drapers Awards 
November 21st 2012

With over 20 years of 
history, the Drapers 
Awards celebrate the 
very best the fashion 
business has to offer. 



Bespoke Opportunities
For those companies requiring something tailored and truly exclusive, Drapers 
is fully experienced in delivering bespoke events including breakfast briefings, 
round-table discussions, research briefings and industry parties.

These events provide an unrivalled opportunity to reach tier 1 & 2 directors 
via real face-to-face networking opportunities. These events can also be 
written up in Drapers as a feature reaching the wider fashion audience of  
over 40,0001.

These events have a proven track record and offer the sponsor the opportunity 
to build relationships with clients they would otherwise be unable to meet. 
The gravitas of the Drapers brand ensures guests of the highest calibre and the 
event, chaired by a Drapers Editor, is always held at a top London restaurant 
or hotel. You work with the Drapers team to build an agenda of topics which 
is seamlessly woven into the conversation and ensures maximum networking 
and thought leadership opportunities.

drapersonline.com    m.drapersonline.com

1. Publishers Statement 2. Value of Fashion Report 2010, British Fashion Council 3. Kantar World Panel data 2011 up to w/e 27th November 

7    Drapers   Display media information

Prologic sponsored a round table event with 
Drapers because they have the right contacts 
and direct access to the retailers we are 
trying to do business with and did not have 
relationships with. By aligning ourselves with 
an expert in this field we were able to rely on 
them to provide us with the calibre of people 
we needed and an event that was organised 
seamlessly meaning we could focus on  
doing business.

Marketing Director, Prologic   Investment: POA

Drapers Think Tank Drapers Awards 2011 – 
Caroline Nodder

Drapers Power List 2011 – 
Marie Davies

Womenswear sales  
were worth £18.36bn  

in 20113

fashion  
industry 

facts

Menswear sales were 
worth £9.44bn  

in 20113

fashion  
industry 

facts

The fashion industry 
directly employed 
816,000 people  

in 20092

fashion  
industry 

facts

drapers’ think tank
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talking tactics
Drapers shut 1o finance directors and business leaders in a room and asked them  
to discuss the thorny issue of their corporate spending strategies for 2009

Words Khabi Mirza  
PhotographyTom Campbell

‘Landlords are seeking 
ridiculous rent 
because they think 
the pension industry 
has lost its shirt’ 
Adrian Wright, chief executive, High and Mighty

Back row, left to right
Khabi Mirza
Fashion and features 
editor, Drapers
Adrian Wright 
Chief executive of plus-
size menswear chain 
High and Mighty
Michael Fiennes
Co-founder of footwear 
retailer Shoon
Michael Hitchcock 
Finance director at 
menswear retailer  
Moss Bros
Andy Towne 
Finance director of sailing 
brand Musto
Jon Clay
Senior business 
consultant, Prologic
Tom Joule
Founder of lifestyle brand 
and retailer Joules
Simon Hanson
Business consulting 
director, Prologic
Front row, left to right
Mike Trotman
Finance director of shirt 
retailer TM Lewin 
Fran Riseley 
Practice manager at 
consultancy Martec 
International
Bozena Birt
Director of consumer, 
Musto
Lorna Hall
Executive editor, Drapers
Sam Jackson 
Managing director of 
business solutions firm 
Prologic

B
usiness solutions provider for  
the fashion industry Prologic  
and Drapers corralled 10 finance  
directors and business leaders 
into the Soho Hotel in London to 

discuss their corporate spending strategies 
for the next year. 

From brands to multiples, the mix of guests 
represented a swathe of businesses with a 
diverse cross-section of plans. While the 
economic crisis has convinced some to 
consolidate their efforts, other players have 
seized the opportunity to ramp up their  
presence on the UK high street.

Below is a selection of comments from 
those involved. For a full list of participants 
and job titles, see the box to the right. 
Lorna Hall The focus at the Drapers Fashion 
Summit last month was on managing cash 
and how key this is for most businesses. Where 
the decline in sales leads retail businesses in 
terms of investment is an interesting conun-
drum. How are you feeling about investment 
and capex, and what is the key focus for you? 
Adrian Wright In terms of property invest-
ment it is not about finding properties but 
more about landlords seeking ridiculous rent 
because they think the pension industry has 
lost its shirt over shares, so they are trying to 
get it back through property. 

Rent reviews and new property rents are 
horrendous, so I will be reining back. With 
investment in online, my main focus is on 
cost reduction and efficiency in stock 
management. 
Simon Hanson I have definitely seen issues 
with stock management. Having the right 
stock in the right place at the right time is crit-
ical for our customers in the fashion sector so 
they can see markdown spends. Companies 
are asking how they can be smarter in move-
ments, optimising the stock they are buying 
and getting the most full-price sales out of it. 
Tom Joule We’ve worked mail order, online 
and the web very hard over the past three 
years. What we have not done is work retail 
very hard. Retail is working for us, and has 
been working for us, and we are seeing lots of 
opportunities. Rents are more realistic and 
we’re not seeing premiums any more. 
LH It’s all about where you are as a business. 
Adrian has inherited a business that got stuck 
with some leases from better times, whereas 
Tom is expanding into retail at a time when 
landlords are keen to get people on board.

TJ Yes, and we can offer a good covenant. 
We’re privately owned, do not have debt and 
are quite nimble. I can realistically see us 
opening up to eight stores before June, with 
deals on the table at the moment.
Mike Trotman We too have had good space 
growth, adding 14 stores and one concession. 
Like-for-likes have been strong. We made 
some big investments in terms of systems and 
outsourcing warehousing. 

At the end of last year I didn’t know what 
stock I had in the store or the warehouse, 
having systems focused on those areas has 
meant we performed a lot better this year. 
Michael Hitchcock Cash is king. Businesses 
don’t go out of business for making losses for 
a number of years; they go out of business by 
not having cash. Businesses need to control 
their working capital and pay back on capital 
expenditure and control costs. 

I think if you look back down the road this 
time next year there will be casualties.  
Sam Jackson This is my second recession 
with Prologic. I’m not sure if there are many 
lessons we should learn from the early 1990s, 
but there is a trend towards what we need 
rather than what we want. However, the one 
particularly exciting area is etail. People are 
seeing many opportunities to compete with 
the likes of Asos and Net-a-Porter. They are 
looking for state-of-the-art technologies to 
entice the customer. From our point of view, 
that is a silver lining. 

Fran Riseley We recently conducted 
research among 44 chief executives, finance 
and IT directors in the industry, 83% of whom 
felt their IT budget was going to stay the same 
next year, which was 1.8% of total sales. 
SJ Our customers don’t spend that much. 
The recession will cause people to think 
harder about IT. We have come up with the 
concept of ‘software as a service’, or SaaS, 
which is a way of deploying software where 
you access it with a web browser, rather than 
having software on the customer’s site. There 
are no capital costs involved and customers 
only pay for the software they use.
Bozena Birt I can see it working very well in 
certain areas, such as core systems. 
SJ Yes, we are pushing the boat out and 
suggesting that core stock systems can be 
delivered via a web browser over a wire. That 
is our proposition to smaller retailers. Larger 
organisations will continue to have big 
in-house IT teams, but this model will move 
up the market. 

LH In what directions are you all steering 
your IT investments?
MH We need a back-end fulfilment system, 
which could change the way in which we put 
the product in front of the consumer. 

We are the single biggest brand in  
terms of formalwear hire, but with only 23% 
of the market; we should have 50%. 
Michael Fiennes The only area we are 
investing in is web development: we launched 

a new website a few months ago. The only 
other thing we will do, if people come along 
and pay for whole thing, is open more stores. 
LH Do you think you have a niche? 
MF Everybody thinks they have a niche. 
Everybody thinks they are recession-proof. 
We market brands, and brands have margin 
controls and if you are controlled on margin, 
you cannot afford the rents people charge. 
TJ If you can upscale at this point and 
increase stores, it opens up other doors. 
MF Absolutely; if we were cash rich, as Joules 
is at the moment, we would be taking those 
opportunities. 
BB We are investing in a website; we have a 
brochure website, which will become trans-
actional. We have quite niche, limited  
distribution, so it will open up national reach 
for the brand. 
LH Are you doing that with a platform, or are 
you creating your own?
BB We are working with BT Fresca to deliver 
that platform and our current systems will 
provide the backdrop. 
MH When we launched a transactional 
website, we received a lot of push-back from 
stores who were concerned it would take 
their sales commission. Studies actually show 
that any transactional website pushes more 
people into your stores. 
TJ At Joules we have 600 accounts and a very 
active retail website. It helps our own stores; 
people want to see and touch the product. 
Andy Towne From our perspective, the 
stores serve an enthusiasts’ community. There 
are a lot of hobbies where people want a 
personal relationship; they shop in the local 
store and rely on that person for advice. 
LH We know how important the independent 
sector is in building brands. They are amazing. 
The point where House of Fraser picks up a 
brand is the point where the independent 
sector has done all the work. It is a hard path 
to tread and quite a trick to pull off.  l

‘Studies actually 
show that any 
transactional website 
pushes more people 
into your stores’
Michael Hitchcock, finance director, Moss Bros

Sponsored by

Counting the costs: (clockwise, from top left) 
Tom Joule and Fran Riseley; Fran Riseley, 
Mike Trotman and Bozena Birt; Adrian Wright 
with Lorna Hall; Andy Towne, Sam Jackson  

The panel

To download The Prologic Report, which 
researched the fashion industry’s 

economic outlook and growth strategies for 
next year,visit www.prologic.com

054-055DRAP131208_Prologic dd sd.indd   54-55 31/3/09   10:52:08



Production specifications

CMYK only. No spot colours.  
Digital files as high res PDF to 
pass4press standards on email or FTP.

Image resolution 300 dpi. All high res 
images must be embedded within the 
file. Do not use OPI settings.

Booking deadlines

For weekly issue:  
10 days prior to publication.

For supplements:  
2 weeks prior to publication.

Guidelines
l	 Files must be no larger than 30K (larger files will be slow to download to viewers)
l	 All files should have a target URL supplied for the advert to link to
l	 Where a white background is used a border must be present	
l	 Sound must be user initiated (on click)
l	 Video must be user initiated (on click)
l	 Emap reserves the right to refuse ads due to design/editorial content	
l	 Emap requires 24/78 hours notice to set files on site

All files should be emailed to adops@emap.com

Site advertising

AD POSITION Width in 
pixels

Height in 
pixels

File size*

Slot 1 Top leaderboard 728 90 30k

Slot 2 Top MPU 300 250 30k

Slot 3 Skyscraper 160 600 30k

Slot 4 Bottom leaderboard 728 90 30k

Newsletter advertising

AD POSITION Width in 
pixels

Height in 
pixels

File size*

Slot 1 Top banner 468 60 30k

Slot 2 Skyscraper 160 600 30k

Slot 3 Bottom banner 468 60 30k

Mobile advertising

AD POSITION Width in 
pixels

Height in 
pixels

File size*

Slot 1 Top banner 320 50 40k

* Initial downloads only

Banners running on newsletters can only be GIF/JPEG format Animation length 

Maximum time: 30sec	  
Maximum rotations: 5

Expanding banner

Close button on non expanding portion “Close X”

Flash banner specifications 

So our adserver can count clicks on the ad the following 
needs to be added to the flash file.

1	 Build to Flash Version 8

2	 Create a transparent button covering the clickable area

3	 Apply the below action script to the button:
on (release)

	 {

	 getURL(_root.clickTAG, “_blank”);

	 }

4	 Provide a .gif version of the banner for users that can’t 
view Flash files

5	 Send us the final .swf and .gif files with the 
corresponding click-through url

Accepted file types	

Static Gif / Jpeg	 .gif, .jpeg

Animated Gif	 .gif

Flash 		  .swf, .flv  (see Flash spec below) 
Source video files	 .wmv, .avi, .mov, .flv

Video spec sheet available

3rd party redirects

Display page areas

Full page

Type area: 260 x 187mm 
Trim: 280 x 210mm 
Bleed: 286 x 216mm

Half page 
Landscape: 125 x 187mm 
Portrait: 260 x 89mm

Quarter page
125 x 89mm

DPS
Type area: 260 x 374mm 
Trim: 280 x 420mm 
Bleed: 286 x 426mm

Print specifications Web specifications

Contact

Mandy Cluskey – Group Commercial Director 
T 020 7728 3586  E mandy.cluskey@emap.com

Helen Davies – Commercial Director 
T 020 7728 3553  E helen.davies@emap.com

Karen Fischer – Fashion Account Manager 
T 020 7728 3551  E karen.fischer@emap.com

Sam Hutchinson – Non-Fashion Deputy Ad Manager 
T 020 7728 4637 E sam.hutchinson@emap.com

Rebecca Soni – Non-Fashion Account Manager 
T 020 7728 3587 E rebecca.soni@emap.com

Jo Lambert – Print Production  
T 020 7728 4110 E jo.lambert@emap.com
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