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KEY STATISTICS
Monthly retail business magazine (11 per annum – no January issue)
Launched 1948
Published under the auspices of the New Zealand Retailers  
Association (NZRA)
70 per cent of retailers are NZRA members

14,000 shopfronts receive the magazine
ABC Circulation: 5811
Readership: 2 – 5 people read each copy  
(based on independent annual survey commissioned by NZRA)

The content of NZRetail magazine 
closely reflects today’s demands 
and pressures on the retail industry.
It is an informative trade publication which truly 
represents the needs of all retailers by providing 
business news, features and information 
designed to inspire and assist retailers to 
improve their business.
Regular features include Sector Analysis  
on a specific sector in the retail industry,  
a comprehensive section including interviews 
with major companies, key developments,  
past and future directions.

It delivers informed opinions and business 
development ideas, presenting them in an  
exciting consumer-oriented way.

The judges of the 2009 MPA awards said 
NZRetail and its editor Trudy Cliff makes 
you want to be a retailer. They pointed 
to the great design, snappy news, good 
feature content and Trudy’s forthright 
opinionated ‘call-to-action’ editorials as 
key reasons for the wins.

The goods
NZRetail is published 11 times per year (monthly, except January). A minimum of 6000 copies per issue with an audit figure  
to June 2009 of 5811.

Non-member rates
Size Casual 3 Times 6 Times 11 Times

Double-page spread 5225 4833 4441 4128

Full page 2750 2544 2338 2172

Half-page 1705 1577 1449 1347

Third-page 1210 1119 1029 956

Quarter-page 935 865 795 739

Inserts – loose or bound-in – POA

Member rates
Size Casual 3 Times 6 Times 11 Times

Double-page spread 5175 4733 4291 3928

Full page 2700 2444 2188 1972

Half-page 1655 1477 1299 1147

Third-page 1160 1019 879 756

Quarter-page 885 765 645 539

Inserts – loose or bound-in – $1400 (less $100 non-member price)

Industry recognition
2009 Magazine Publishers Association (MPA) Awards
	 Winner Magazine of the Year  

– Trade/Professional category

	 Winner Editor of the Year 
– Trade/Professional category

2009 Tabbie Awards Programme  
(Trade, Association & Business Publications)

Honourable Mention – Cover

Silver –  Feature story



Full page 
(approx 700 words)

Advertorial Options
Pricing is the same as rate card.

Double page spread 
(approx 900 words)

 

Patterns with opulent glass beading 
from the Vision Platinum collection.

‘Branching Out’, a botanical design 
from Vision’s Glamour collection.

‘Club Stripe’ from Vision’s 
Carnaby Collection.

‘Blossom’ from the Vision 
Glamour collection.

To the texting generation, the 
word ‘wallpaper’ usually means 
images they can download  
onto to their mobile ‘phone  
or computer screen. 

Some of us have very clear memories 
of the wallpaper we knew as children. 
Patterns that were in our grandparents 
or parents’ homes inspire nostalgia – 
big flowers, frisky ponies, ballerinas… 
Sometimes we remember those 
affectionately, sometimes not. Some 
decorators have avoided wallpaper, 
thinking it old-fashioned, but now 
nothing could be further from  
the truth.

After taking a backseat to paint, wall-
paper is charging ahead, but with  
a whole new look. There is a fast-
growing interest in the decorative 
effects that wallpaper can give an 
interior. Style leaders keen to add 
pattern and texture into the standard 
mix of plain walls can choose from a 
vast array of options – contemporary 
metallic and burnished finishes, retro 
designs that revisit the ‘70s, pleated 
and quilted effects, subtle abstract 
textures. Leafy botanical designs 
bring the outside in, with revitalized 
modern florals, often large-scale and 
in soft colours.  

Designers appreciate the new 
textured papers, often described  
as “architectural” – because they 
enhance both cutting-edge and 

traditional decors – or as “transitional,” 
meaning they effectively bridge the 
gap between old and new decorating 
schemes. Texture can bring a real ‘feel 
appeal’ to walls, and there are many 
different styles and finishes to choose 
from, whether it’s the natural look of 
grass weave or a wood effect.

Whether a simple linen weave,  
geo-metric motif, or suiting stripe, 
wallpaper manufacturers are 
responding to the positive attention 
by making a very different range of 
papers that are well worth a closer 
look.  As a practical bonus, textured 
wallpaper has the ability to conceal 
‘tired’ wall surfaces that would 
otherwise need a lot of remedial 
work to achieve a flawless paint 
finish.  Whether on just one 
‘statement wall’ or more, wallpaper 
adds a layer of surface decoration  
to any interior. 

For more information on 
wallcoverings, visit  

www.visionwalls.co.nz 
or call 0800 Wallpaper  

(0800 925 572)
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SURFACE  
DECORATION
As with all trends, whether fashion or 
interior design, the old adage “what 
goes around comes around” rings true. 
Wallpaper has made a comeback – stylish 
new colours, textures and patterns have 
elevated it to a new level on the interior 
design scene.

Safeguarding 
Your CuStomerS’ 
information
There have been reports in the media in recent times relating to large 
volumes of card account numbers being “compromised”, that is, being 
used without the knowledge of the actual cardholders. MasterCard’s 
Craig Kirkland provides an overview of what they have developed to 
help you minimise the risk of being a target for data theft.

The digital age in which we operate 
requires vigilance to ensure the 
security of the data that we collect. 
Stolen cardholder account data is a 
major concern for all participants in 
the payments industry. As a result of 
these thefts, merchants and financial 
institutions suffer fraud losses and 
unanticipated operational expenses, 
and consumers are significantly 
inconvenienced.

Customer confidentiality is not just 
about their account information.  
All personal information should be 
stored securely to help minimize 
identity theft.

Payment Card Industry Data 
Security Standard (PCIDSS)
MasterCard has developed an industry 
standard for protecting cardholder 
data which has been adopted and 
enhanced by the New Zealand card 
industry. It is known as the Payment 
Card Industry Data Security Standard 
(PCIDSS). MasterCard requires banks  
to work with retailers and third party 
processors to comply with PCIDSS.

You will find that your business 
probably falls into one of these  
four categories:

Level 1 – merchants that process  
more 6 million MasterCard transactions  
per annum

Level 2 – merchants that process 
between 1 million and 6 million 
MasterCard transactions per annum

Level 3 – merchants that process 
more than 20,000 MasterCard 
eCommerce transactions  
per annum

Level 4 – all other merchants

There are certain requirements such 
as systems audits, scans and self 
assessments that need to be 
conducted to make sure you comply 
with PCIDSS. If you are not sure what 
is required of your business we 
suggest that you contact your bank. 
However, information that you 
should not store under any 
circumstances include:

Full contents of any track data from 
the magnetic stripe on the back of 
the card

Card-validation codes – the 
three-digit value printed on or 
beside the signature panel of  
a MasterCard

Here are some best practices for 
storing data securely:

You should only store the portion of 
the customer’s account information 
that is essential to your business – i.e. 
name, account number or expiry date

Material containing this information 
should be stored securely with 
limited access by appropriate staff

You should destroy or purge all 
material containing data with 
cardholder information that you  
no longer require

You need to ensure that any  
third parties that you use secure 
your customers’ information as  
you do

You should notify your bank 
immediately if you suspect  
that your customers’ personal 
information may have been 
compromised

MasterCard’s PCI Merchant 
Education Programme
To increase the awareness and 
broaden adoption of the PCIDSS, 
MasterCard offers complimentary 
webinars to all organisations that 
participate in the payments industry, 
including retailers.

MasterCard has worked with several 
of the industry’s leading security 
firms, forensic investigators, Qualified 
Security Assessors and Approved 
Scanning Vendors to develop and 
deliver several insightful modules, 
which can be accessed at  
www.webcasts.com/mastercardpci.

The webinar series features:

•	 An Introduction to the PCI  
Security Council

•	 A Detailed Look at PCIDSS 
Standards

•	 A Merchant’s Journey Towards 
Compliance

•	 Understanding Account Data 
Compromises

•	 Preparing For a Successful PCI 
Assessment

•	 Reducing Your Risk: A Look into  
PCI Vulnerability

•	 Security and the Payments System

Businesses of all types and sizes are 
encouraged to use these resources, 
and to remember that protecting 
your customers’ personal information 
is not just important from a privacy 
perspective, but is critical to your 
own reputation.

By Craig Kirkland, Commerce Development 
Team, MasterCard New Zealand. Contact  
him at: craig_kirkland@mastercard.com.

Advertiser recognition
“May of this year was the first time Planit Design advertised in 
NZRetail. I was surprised that after this issue came out I received 
several enquiries, then by the third issue we were in I had a 
customer come into our office with the magazine under her arm, 
saying she had been looking everywhere for products like ours.  
We have obtained new clients and built new business relationships 
through advertising in NZRetail. It’s a great read and I know why  
the Association Members look forward to receiving the magazine 
every month – I certainly do!”

Leigh Dixon, Planit Design

Reader recognition
“The Warehouse is involved in every aspect of retailing in cities and 
towns across New Zealand. Keeping up with developments in retail 
is crucial, and NZRetail magazine is one of the tools we use to track 
industry trends. Anyone involved in retailing in New Zealand should 
read NZRetail.”

Stephen Tindall, formerly of The Warehouse

“Retail trends are vital in this business and in NZRetail magazine  
you have a comprehensive, informative read at your fingertips.  
I recommend everyone interested in New Zealand’s retail industry 
subscribe to this publication.”

Craig Faulkner, Warehouse Stationery

“As a lifelong retailer and the majority shareholder in Stirling Sports, 
The Linen Cupboard and Modern Bags franchises, it is essential that 
I endeavour to keep up to pace with trends in retailing. In particular 
we find NZRetail magazine informative, especially in matters of 
store design, technology advances and easy-to-read local and 
overseas retail snippets. I certainly recommend NZRetail magazine 
as essential reading to anyone associated with the retail industry.”

Colin Taylor; Stirling Sports, The Linen Cupboard and  
Modern Bags

     …a simple quarter page advert in one issue 
of NZRetail created a greater response than an 
extremely expensive ad campaign we ran for 
one year with another publication. I now wish  
I had just ran with NZRetail. It obviously 
reaches the right people!

Zayne Francis, Sphere Design Capsule limited

“We regularly promote our products and company in NZRetail 
magazine as we believe it to be a quality industry publication  
that not only helps to clearly deliver our brand to this sector but 
also because it offers excellent content to the industry reader.  
By identifying with the industry through NZRetail we have 
certainly been able to grow enquiries and, ultimately, sales 
through this sector.”

Chris Booth, PSP



BOOKINGS AND ENQUIRIES
For more information, bookings or enquiries please contact:

Megan Dixon
Advertising Manager
09 360 5701 ext 829
027 544 2298
megan@tangiblemedia.co.nz
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On-line retail sales in Europe are set to jump 20 per cent this year, far outstripping 
growth in store-based sales, as countries like Poland, France and Spain catch the 
Internet shopping bug – according to new research by the Centre for Retail Research 
(CRR). Last year, European on-line shoppers spent – on average – €871 each. Britons 
topped the table with an average spend of €1,240 and Poland was at the bottom of 
the countries surveyed, on €362. “2010 is when we will really start to see on-line sales 
achieving a significant share of retail trade in most European countries,” says Bruce 
Fair, managing director of Kelkoo UK, who commissioned the research. The CRR 
forecast on-line sales growth would be fastest in Poland, up 36 per cent, followed by 
France, up 31 per cent, and Spain, up 25 per cent, as they catch up with more mature 
markets like Britain, Germany and the Nordic countries.
Source: NrF Global Smartbrief

EUROPE GETS 
ON-LINE

TAKE A BITE …
Angela Atkins is an experienced human 
resources (HR) and training manager who 
has learnt some hard lessons about what 
makes a great HR person and great HR 
practices. She wrote employment Bites so 
you don’t make the same mistakes she 
made and can learn from her experience 
and that of other HR people who shared 
their stories with her. employment Bites 
shows you how to work with managers 
and employees in every area of 
employment to make the company 
more effective and a great place to  
work. employment Bites is split into 23 
easy-to-manage bite-sized chunks, each 
one dealing with one particular area of 
HR. If you’re an HR manager, HR adviser, 
PA, line manager or small-business 
owner, take your first bite today!
Source: Harpercollins Publishers

LOYALTY 
KEEPS 
EXPANDING
Loyalty New Zealand (LNZ), the 
operator of Fly Buys, has opened a 
new Auckland office and made three 
appointments to complete its team 
and to strengthen its nationwide 
presence. CEO Andy Symons says it’s  
a sign of the company’s continued 
growth, despite last year’s recession. 
“Offering Fly Buys helps retailers 
attract new shoppers, reward loyal 
ones, and market to shoppers in a 
more cost-effective way. In this tough 
retail environment we’re seeing more 
and more businesses interested in 
joining the programme.  “Last year, 
thirteen new companies started 
issuing Fly Buys Points, and  
Fly Buys e-stores launched with some 
of New Zealand’s largest brands on 
board. “Wellington will remain our  
HQ, but the City of Sails’ office means 
cultivating a closer working 
relationship with Auckland-based 
partners, the team and the iconic  
Fly Buys brand.” 

BLOOMING IN DUBAI
For the first time in its 138-year history, people will be able to indulge in the magic  
of Bloomingdale’s outside the U.S. “This is more than a place that sells merchandise.  
It is an experience,” says Michael Gould, chief executive of Bloomingdale’s in the US. 
Customers crossing the threshold of the store will be able to abandon themselves  
to a three-storey shoppers’ heaven. With about 200,000 ft2 of floor space, the  
store will sell fashionwear, furniture and accessories, while a “street of shops” in its 
homeware section will include an ice-cream parlour and the Magnolia bakery, made 
famous in the TV series ‘Sex and the city’, where a glass front allows customers to 
watch their treats being iced before them. Many of the brands on offer, from 
Illamasqua make-up and Jenny Packham bridal wear to McQ by Alexander 
McQueen, are not available in other Bloomingdale’s outlets.
Source: NrF Smartbrief

RECYCLING 
ROCKS
New Zealand’s Glass Packaging 
Forum has hit the road for a series  
of musical concerts to spread its 
recycling message. The forum has 
joined the 2010 More FM winery 
tour, a series of 18 shows across  
the nation now in its fourth year. 
Performers include Tim Finn, Bic 
Runga and Dave Dobbyn. At each 
concert the audience is reminded 
from the stage how important it is  
to preserve the surroundings and 
environment and how recycling 
helps do this. John Webber, general 
manager of the Glass Packaging 
Forum, said the decision to support 
the winery tour was a natural next 
step after a series of successful rap 
concerts last year. 
Source: Foodweek on-line

MAKING SHOPPING EASIER
SPOS has been busy designing more in-store displays to make life 
easier for the retailer and the customer. The Max Can Dispensing 
Unit has been developed to keep retail shelves highly organised 
while improving product visibility. Primarily in the soup category, it is suitable for supermarkets, 
convenience stores or any retail outlets that sell canned products. The system improves shelf storage 
capacity with one and a half times more product in one facing compared to a regular shelf. And to 
help entice shoppers to make additional purchases once in-store, SPOS has introduced the new 
Rotating Aisle Display or RAD. The RAD rotates to allow retailers to display up to three different 
messages. The display unit attaches to existing shelving and gives sufficient product information  
while being unobtrusive to both shoppers and retailers. To find out more, visit: www.spos.co.nz. 

VnC COCKTAILS 
WORLD DOMINATION
In only three short months VnC 
Cocktails have dominated global 
beverage competitions winning  
a total of six Gold Medals, 4 Silver 
Medals and other notable accolades. 
As New Zealand’s newest global 
brand VnC Cocktails has made its 
mark on the beverage map with  
its pure, natural and innovative 
ready-to-pour cocktails, collecting 
awards in London, Chicago and 
Beijing. The collective wins followed 
on from a previous award earlier in 
the year at the International Wine 
and Spirits Competition (IWSC) in  
the UK, where the VnC Mai Tai flavor 
won “Best in Class.” 

GET INTERACTIVE WITH BRAS N THINGS
Global digital agency, Reactive has launched the new eCommerce website for 
lingerie and sleepwear retailer Bras N Things, a move which will enable the 
company to increase its revenues from on-line shopping. Special features of the site 
include a ‘Fit Room’ to enable shoppers to see whether a piece of lingerie will give 
them the perfect fit for their shape.  They can learn more about finding the perfect 
fitting bra, briefs or sleepwear. The site will not only help shoppers find the perfect 
fitting bra, but it will also help to uncover the secret of ‘the Bra’ - from components, 
to styles, to fit solutions, to properly caring for it. The Bras N Things website also 
incorporates social media, with a link to the retailer’s Twitter account, so shoppers 
who follow them can keep up to date with the latest sexy offers, specials and also 
news. Check out the new website at: www.brasnthings.com. 

HAWKES BAY DOUBLES 
CORN CROP
Ten thousand tonnes of Hawke’s Bay sweet corn will be processed at Heinz Wattie’s 
factory at Hastings, New Zealand, in the next few weeks. This is double the tonnage 
from previous years as domestic and export demand grows. Wattie’s agriculture 
manager, Ivan Angland says, the company grows and harvests both the standard 
variety sweetcorn and supersweet corn for its product range. “This is looking like a 
great year for Hawke’s Bay sweetcorn. Not only are we doubling the volume, which 
is a real step up in a single year, but the crop is looking very promising, with great 
yields. The corn crop loves the kinds of rain we’ve been getting.”
Source: Foodweek on-line

IT WON’T hAppEN 
OvERNIghT …
It’s official – Rachel Hunter and her 
daughter Renee Stewart have been 
signed to global hair care brand 
Pantene in New Zealand and Australia. 
Rachel Hunter, re-signed Pantene 
ambassador says; “I’m thrilled to be 
working with Pantene again. It was such 
a great campaign in the 90s, and like the 
brand, I have continued to transform my 
hair over the years. Now I get the added 
bonus of sharing the experience with 
my beautiful daughter.”  The new 
Pantene venture will be 17-year-old 
Renee Stewart’s first professional 
assignment. Details of the Pantene 
initiative are a “closely guarded secret” 
but will be revealed in the next few 
months, says Procter & Gamble’s Beauty 
Marketing Director Jeremy Kodomichalos. 
“We are very excited to be working with 
Rachel on Pantene and it’s a real bonus 
for us to have Renee representing the 
brand in her professional debut,” he says.

GOLDEN  
MANUKA DELIGHT
Everyone should experience New Zealand Natural’s newest flavour, Golden 
Manuka Honey.  This new ice-cream flavour combines two well-known Kiwi 
ingredients: the distinctive flavour of Manuka Honey and Gold Kiwifruit, making 
for a mouth-watering treat. Produced from New Zealand’s native flowering Tea 
Tree, Manuka Honey is well-known for its healing properties.  In ancient times it 
was used to dress wounds before the advent of antibiotics. Incorporating the 
flavour into an ice-cream for Kiwis to enjoy has been an exciting development for 
New Zealand Natural. “Along with our globally successful Kiwi Pavlova and Hokey 
Pokey, New Zealand Natural wanted to 
develop another iconic Kiwi flavour. 
Manuka Honey was selected as the 
perfect choice for this unique 
flavour, topped off by Gold 
Kiwifruit,” says Kim Carlon, 
New Zealand Natural 
Marketing Manager. 
Golden Manuka Honey 
is available at New 
Zealand Natural 
parlours nationwide.

*  N E w S C l i P S   * Blogger 
windows

nitiated in the Toronto 
flagship store, each window’s 
contents were then packed 
up during the second half of 
the year and sent on to the 

six Canadian cities where Holt Renfrew 
operates branch stores.

“On-line fashion bloggers are the newest 
international style influencers,” said John 
Gerhardt, Holt Renfrew’s creative director 
at the opening ceremonies when the 
windows were unveiled. 

“They are the fashion world’s new 
celebrities: knowledgeable and 
influential contributors to today’s 
electronic social media,” he stated. “Their 
opinions and visuals are relevant, creative 
and thought-provoking – providing a 
constant source of inspiration. We are 
honoured to pay homage to their style.”

The scenes portrayed in the windows 
were constructed from screen captures 
and blogs, and had mannequins 
dressed as the bloggers. 

Selected as the highest-profile names 
in the fashion blogosphere were: 

 Scott Schuman (thesartorialist.•	
blogspot.com); 
 Jane Aldridge  •	
(seaofshoes.typepad.com); 

 Anita Clarke  •	
(iwantigot.geekigirl.com); 
Tommy Ton (jakandjil.com); •	
Bryan Boy (bryanboy.com); •	 and 
Garance Doré (garancedore.fr/en). •	

Gerhardt believes that fashion blogging 
is approximately three months ahead  
of print media in reaching consumers. 
With social networking ranked as a hot 
topic at meetings of marketers and 
merchandisers, bloggers have quickly 
attained the status of arbiters of cool, 
seen as the next big think in style 
communication. “It has completely 
democratised fashion,” he observes. He 
also believes it is an excellent vehicle for 
promoting and expressing personal style. 

INTERACTIVE VOTING

Two of the blogger-inspired windows 
were equipped with 24-hour interactive 
touch-screens for the public to cast 
votes to help select ‘Holts Contemporary 
Correspondent’. A pair of Toronto-
based Grassroots Advertising’s Window 
FX were installed, using LCD panels 
covered with a touch-foil film. 
According to vice-president Michael 
Gillissie, Grassroots’ Window FX 
technology was employed to turn a 
part of the display window into a fully 
interactive multimedia showcase. 

Above The touch screens invited customers and passers-by to vote for their favourite fashion blogger 
at Holt Renfew’s inspired window displays last year.  
Left Scott Schuman’s window portrayed him as the Sartorialist. 

Six blogging style-leaders were the 
centre of attention mid-2009 in lively 
and expressive window dioramas 
created by Canada’s premier luxury 
fashion retailer, Holt Renfrew.

I

*  RETAIL dETAIL  *

n international jury of 
shopfitting experts 
selected the three best 
stores among the many 
candidates. The 

EuroShop RetailDesign Award refrains 
from categorising according to 
industry branch or business size. 

Apart from a successful design, the 
criteria applied include an integrated  
and consistent (store) concept with a 

Elord Golf Fashion, Seoul, South Korea
Elord Golf Fashion is a standalone flagship store for a luxury Korean golf brand and combines the 
science of golf with the height of fashion. The building was designed as a massive bunker which, 
unlike the real thing, all players want to enter. The lounge is an actual 19th hole with a bar and huge 
back-illuminated video wall which inspires customers with images of the world’s greatest golf courses 
and players. The brand is positioned as a unique, sophisticated fashion golf brand while imitating a 
high-tech specialist club house with experienced and friendly staff and all the up-to-date trends. 

Opposite and left:  
El Palacio De Hierro, 
Guadalajara, Mexico 
El Palacio De Hierro received the award 
because of its impressive store in 
Guadalajara, which opened in November 
2008. The store combines luxury and 
international brands under one roof in 
ten different sections. The store design 
keeps a perfect balance between store 
identity and boutiques with international 
brands. For this reason, the layout leads 
customers easily from one section to 
another, without missing the shopping 
experience.

EuroShop  
rEtailDESign awarDS
For the third time, EHI Retail Institute (Cologne) – in collaboration 
with Messe Düsseldorf – presented the EuroShop RetailDesign Award 
to the best shops worldwide during the Retail Fair of the National 
Retail Federation in January in New York City.

clear message as far as assortment is 
concerned; an unambiguous target 
group approach and a clearly 
recognisable corporate design. Only 
when all those aspects work together will 
the shop’s idea also reach the customer.

The Award Ceremony was sponsored 
by Umdasch Shop-Concept, one of  
the leading shopfitting companies  
in Europe. 

*  rEtail awarDS  *

SUBSCRIBE TO NZRETAIL
If you’re not a member of the New Zealand Retailers Association, you can still keep up to date with the latest retail business news,  
trends and developments with a subscription to NZRetail. The magazine is published 11 times per year (monthly, except January).

Non-members subscription offer 
12 month subscription (11 issues)	 $82.50			   24 month subscription (22 issues)	 $145.00 

If you’re a member of the New Zealand Retailers Association, and if you’d like to order extra subscriptions for your staff  
as a discounted rate, please email subscribe@retail.org.nz or phone 0800 472 472


