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Established in 2010, A1 Retail magazine is a recognised B2B publication covering the latest 
industry news, inspiring projects, comments from leading experts, as well as trade events, 
exhibitions and awards. Celebrating over 145 issues, A1 Retail keeps you informed on the 
current trends and topics in the retail sector.  
 
Published 11 times a year as a digital edition and print edition available at industry events, 
A1 Retail reaches the key decision makers and specifiers across the retail sector.
 
Available to read on our successful website and social media channels which are updated 
daily with up-to-the-minute industry news, A1 Retail is the first place for news in your 
industry.
 
Stay one step ahead and subscribe to receive a FREE copy of A1 Retail direct to your inbox 
on the A1 Retail website, or scan the QR code below:
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Copies of A1 Retail magazine are also available at many industry 
events and exhibitions throughout the year. 

A1 Retail magazine is read across the globe by key decision makers in 
your industry.
     
   Buyers and specifiers
   Department stores
   Multiple high street groups
   Shopping centres
   DIY and garden centres
   Convenience stores
   Supermarkets

Manufacturers
Designers
Suppliers
Architects
Shopfitters
Independent retailers

www.a1retailmagazine.com

DIGITAL

WEBSITE

www.a1retailmagazine.com

black friday/cyber monday 2024 • pop-up shops • store lighting • supply chain

October 2024 £5.95

FIRST PLACE FOR NEWS IN YOUR INDUSTRY

RetailA1

SOCIALS

www.a1retailmagazine.com

summer trends • stores of the future • mobile apps • home & gift 2024 article

June 2024

£5.95

FIRST PLACE FOR NEWS IN YOUR INDUSTRYRetail
A1

www.a1retailmagazine.com

customer experience • sustainability update • digital signage

July 2024

£5.95FIRST PLACE FOR NEWS IN YOUR INDUSTRY

Retail
A1

PRINT
www.a1retailmagazine.com

spring trends • social media shopping • vm & display show 2024 preview

March 2024 £5.95

FIRST PLACE FOR NEWS IN YOUR INDUSTRY

RetailA1

Follow us on:



www.a1retailmagazine.com

1/4 page
1/2 page
Full page
DPS (double page spread)
IFC (inside front cover)
IBC (inside back cover)
OBC (outside back cover)

CLASSIFIED RATES
Products
Directory

All rates are exclusive of VAT. All rates are per issue.
All advertising full colour process unless specified.    

Please contact terry@a1mediamagazines.com for more information on all 
advertising enquiries.

Please contact carley@a1mediamagazines.com for more information on all 
technical specification enquiries.

Please ask us about our in-house design services.

ADVERTISING RATES - PRINT

1 ISSUE 
£700
£1,200
£1,800
£3,000
£2,300
£1,900
£2,30

£175
£140

6 ISSUES
£600
£1,000
£1,600
£2,800
£2,200
£1,800
£2,200

£150
£130

11 ISSUES
£500
£800
£1,400
£2,600
£2,100
£1,700
£2,100

£125
£120

All artwork is required in the form of a PDF, JPEG or TIF file, high resolution 
300 dpi, CMYK colour mode. Please make sure all layers/transparencies are 
flattened, all fonts are embedded and all images are converted to CMYK. 
Please be aware that a colour variation of up to 15 percent is possible, for 
which A1 Retail cannot accept responsibility for. Please send all artwork to
copy@a1mediamagazines.com. 

TECHNICAL SPECIFICATION

1/4 PAGE
86mm x 127mm

1/2 PAGE LANDSCAPE
178mm x 127mm

1/2 PAGE PORTRAIT
86mm x 262mm

FULL PAGE
(trim size) 210mm x 297mm
(bleed size) 216mm x 303mm

DOUBLE PAGE SPREAD (DPS)
(trim size) 420mm x 297mm
(bleed size) 426mm x 303mm

DIGITAL ADVERTISINGPRINT ADVERTISING

Follow us on:



www.a1retailmagazine.com

ADVERTISING RATES - DIGITAL

More details on request.

EBLAST

Please contact terry@a1mediamagazines.com for 
more information on all advertising enquiries.

DIGITAL ADVERTISINGPRINT ADVERTISING

336 pixels wide x 280 pixels high - png/GIF/JPG file.

160 pixels wide x 600 pixels high - png/GIF/JPG file.

728 pixels wide x 90 pixels high - png/GIF/JPG file.

MPU

RIGHT-HAND SKYSCRAPER

BANNER

Follow us on:



Dec 2024/Jan 2025
2024 Christmas Windows and 
Displays 
Surface Design Show 2025 Preview 
Retail Trends for 2025
ISE 2025 Preview
Christmasworld 2025 Preview

February 2025
Payments
Store Lighting 
Green Initiatives 
Using AI in Retail

March 2025
Spring Trends 
ISE 2025 Review
Social Media Shopping 
Christmasworld 2025 Review
Retail Technology Show 2025 Preview
VM & Display Show 2025 Preview 

April 2025
Visual Merchandising  
In-store Safety 
Shopping Local
E-commerce Update

May 2025
Interactive Stores
Hospitality Retailing 
VM & Display Show 2025 Review 
Retail Tech Update 

June 2025
Summer Trends 
Mobile Apps
Sustainability Update 
Stores of the Future 

July 2025
Association Catch-up 
Digital Signage 
Surfaces 
Loyalty Systems

August 2025
Christmas Trends
Display Systems/POP
In-store Operations 
Customer Experience   

September 2025
AI Update  
Bricks and Clicks 
Retail Lighting 
Supply Chain

October 2025 
Black Friday/Cyber Monday 
Deliveries
Store Design 
Going Green 

November 2025
Cybersecurity  
Personalisation 
Returns
Pop-up Shops 

Dec 2025/Jan 2026
2025 Christmas Windows and 
Displays 
Surface Design Show 2026 Preview 
Retail Trends for 2026
ISE 2026 Preview
Christmasworld 2026 Preview

Features are subject to change. For feature synopsis requests, please email abigail@a1mediamagazines.com.

2025/2026 features list 

www.a1retailmagazine.com Follow us on:www.a1retailmagazine.com

2025/2026 FEATURES LIST

Follow us on:



EDITORIAL DESIGN EXAMPLES

FRONT COVER

www.a1retailmagazine.com

multi-sensory experience, allowing 
shoppers to associate the brand with 
positive holiday emotions.

In addition to the experience, 
pop-up shops foster a sense of 
community and exclusivity. Brands 
can use these spaces to debut 
limited-edition holiday products 
or offer personalised services, 
such as custom gift wrapping or 
tailored recommendations, which 
make shoppers feel special. These 
tailored interactions not only 
increase customer engagement 
but also encourage word-of-mouth 
marketing and social sharing, as 
people love to showcase their unique 
finds and experiences online.

Finally, pop-up shops can 
strategically leverage their locations 
in high-traffic areas, like shopping 
centres, department stores or 
popular shopping destinations to 
attract Christmas shoppers. The 
physical presence allows the 
brand to connect with customers 
face to face, creating personal 

“Pop-up shops are a powerful 
tool for creating excitement and 
increasing engagement around a 
product or brand, especially during 
the lead up to Christmas. These 
temporary retail spaces offer a sense 
of exclusivity and urgency, as they 
are only available for a limited time, 
driving curiosity and encouraging 
immediate action. Shoppers are 
drawn to the unique, often one-of-
a-kind experience pop-ups provide, 
making them ideal for the festive 
season when consumers are looking 
for special gifts and experiences.

One of the key ways pop-up 
shops generate excitement is 
through their experiential nature. 
Unlike traditional stores, pop-ups 
can focus on immersive experiences 
that allow customers to engage 
with the brand on a deeper level. 
For example, a pop-up could 
feature interactive displays, product 
demonstrations, or festive activities 
that capture the Christmas cheer. 
This creates a memorable, 

October 2024

interactions that build loyalty and 
trust, especially important during the 
festive period.

Pop-up shops generate 
excitement by offering exclusivity, 
creating immersive experiences, and 
fostering direct engagement, all of 
which help elevate a brand’s visibility 
and appeal in the busy lead up to 
Christmas.”

Northbanks
www.northbanks.co.uk 
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A1 POP-UP SHOPS

James North, Founder of Northbanks, comments:

Images courtesy 
of Northbanks.

“Pop-up shops 
generate excitement by 

offering exclusivity, creating 
immersive experiences, and 

fostering direct engagement, 
all of which help elevate a 

brand’s visibility and appeal 
in the busy lead up to 

Christmas.”
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lights can be turned off if needed. 
Having dogs and people in our 

store can become quite noisy. If 
anyone identifies as autistic and/or 
having a noise sensitivity, we advise 
them of our quieter shopping times. 

We also try as much as we can to 
keep our doors and windows open to 
encourage air flow and minimise any 
strong odours from products which 
many of our dog products have. It’s 
also important to keep the store as 
clean and dust-free as possible. 

Many autistic people will often 
use the internet to see what a place 
is like before visiting. By providing 
lots of photos of the shop and us 
on our website and social media so 
shoppers know what and who to 
expect can be hugely helpful. We 
also have a virtual tour of our shop 
online.  

Customer service is also key. If we 
have an autistic person in the shop, 

In December 2021, we opened 
Woof The Yorkshire Dog Shop. 
As a family-owned business, we 
wanted the store to provide an 

employment opportunity for our 
son Toby, who has autism. 

Autism often 
encompasses a range 
of different traits. 
These can include 
behaviours or 
responses to certain 
triggers and each 
person’s traits can differ 
from the next. However, 
there are some common 
themes which retailers should look 
to incorporate into their stores to 
varying degrees to become more 
accessible for neurodiverse shoppers.

When we started to design our 
own store, it was with Toby very 
much at the forefront. We considered 
what he struggled with in other 
shops and adapted our store design 
to meet his needs.  

Our top priorities were design, 
stock, lighting, noise, smell, 
cleanliness, preparation, touching, 
and customer service. Focusing on 
store design, we opted for shelves 
that are very open, clean lines, and 
plenty of space to move around. Our 
son struggled with aisles that were 
too close together and difficult to 
move along.

We also hold minimal stock in 
terms of quantity and ensure not too 
much is on the shelf at any one time, 
so it doesn’t become overwhelming. 
Our son found it difficult when stock 
was piled up on top of each other so 
you couldn’t see what was available. 

Having artificial lighting, 
especially fluorescent lighting, can 
be too bright and the buzz can cause 
sensory overwhelm. Instead, putting 
spotlights over the products can 
help, as can glass frontage so the 

Natalie Press, Founder of Woof The Yorkshire Dog Shop, tells us how 
retailers can make their stores more suitable for neurodivergent shoppers, 
after opening her own more inclusive pet shop inspired by her son, Toby.

November 2024

we know what to expect. Training 
your staff to recognise the signs of 
neurodiverse shoppers and how 
to act accordingly will help them 
to feel acknowledged and better 
understood. 

Whilst the above is very much 
autism-led based on our own son 
and store, we believe the above 
principles can help people with other 
neuro diversities and mental health 
conditions too. 

There is a lot more information 
and resources now available for 
retailers looking to create a more 
inclusive shopping experience. From 
adapting the store layout to training 
staff, all retailers should be striving to 
serve the neurodiverse community 
better.  

Woof The Yorkshire Dog Shop
www.woofthedogshop.co.uk 
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