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Chelsea is London’s most stylish area: including
one of the world’s most iconic luxury shopping
streets, Sloane Street, and the historic cultural icon
that is King’s Road.
But Chelsea is so much more than its shopping.
Unlike other recognised retail areas, it has a strong
bond with the people who actually live there – the
residents of Chelsea support their local stores,
boutiques, restaurants and cultural offerings.
Sloane Square is their magazine.

RELEVANT
EDITORIAL
Our mission, always, is to be relevant to our readers, so we
write only about what goes on within the Chelsea area.

Gifts / Father’s Day
hArvey nichols
‘Man Food’ hamper,
£80,
109–125 Knightsbridge

Fendi
Sellaria black and rose
gold automatic watchface,
£2,325, and Sellaria
nastro strap, £175,
26–27 Sloane Street

penhAligon’s
Savoy Steam eau de
cologne, £148,
132 King’s Road

peter jones
De’Longhi Dinamica
coffee machine,
£494.99,
Sloane Square

dAvid Mellor
Provençal steak
knife set in black,
£110,
4 Sloane Square

wAitrose
Pure Mirabeau en
Provence magnum,
£27.99,
196 King’s Road

Aesop
Moroccan Neroli
shaving duet,
£53,
22–24 Duke of
York Square

russell & BroMley
Lincoln shoe in navy nubuck,
£215, 64 King’s Road
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All editorial is tailored to this unique readership,
providing bespoke, inspiring and relevant content within
each edition.
We write about local news and events – real stories about
real people working, living in and visiting London’s most
elegant borough. Topics include art, antiques, culture,
fashion, history, food, beauty and shopping.
Sloane Square magazine is perfect-bound and printed in
the stylish stretched A5 format on substantial matt coated
stock with a matt laminated cover.
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A new shoe shop in
Duke of York squAre is
officiAllY A big DeAl.
MiisTA, which hAs jusT
openeD iTs Doors,
is A shoe brAnD like
no oTher. chArloTTe
pAshA MeeTs iTs
founDer, lAurA
VillAsenin

MIISTA – the second ‘i’ is simply playful,
and the word ‘mista’ means ‘mixed’ in
Spanish – is cool, there’s no doubt about
it. An independent brand producing
handmade shoes in Spain, its founder
Laura Villasenin, a Spanish graduate of
the London College of Fashion, is thrilled
to be introducing it to Chelsea.
“We like the Square. We did a lot of
research on the area and this feels like a
community,” Laura tells me. “It feels cosy.

left: simone red croc
leather mid heels.
below: nicole navy
velvet mid-heels

We intend to do in-store talks and events,
and being rooted in the community is
important. It goes with the ethos of the
brand.”
Founded in 2011, MIISTA pairs
sophisticated, classic styles with unusual
twists, working predominantly with topquality Spanish and Italian leather. Its
customer, Laura tells me, is a “creative,
confident woman who cares about both
style and aesthetics.” The brand has
evolved over the years, so while brogues
and flats used to be its key selling points,
now it is best known for its boots in a
range of colours and the brand’s iconic
woven technique.
Each collection (MIISTA releases
four per year) is inspired by something
different. Its AW18 collection, called
Rue Charlot after the name of its Paris
showroom, was inspired by 19th-century
French paintings. What can we expect?
“Everything is very wearable. Because the
shoes are designed to go with everything,
we can experiment with colour,” Laura tells
me. Look out for bottle greens, bold reds
and embossed leather designed to look
like snakeskin and croc. Laura’s personal
favourite is a soon-to-be-released stretch
suede boot in mid-length, “like a sock”.
Details throughout the collection are key,
be it a tassel or an oversized buckle.
The process of making the shoes is

lorelle deep green velvet boots
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Left: tessa
Packard
showroom
Below: antonia
Packard and
tessa Packard

Party

in style

“our customer is A creAtive, confident womAn
who cAres About both style And Aesthetics”

sOLE FOOD
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Its user-friendly, portable size ensures frequent usage and
a long shelf life.

Social / People

From left: Bee
Beardsworth,
Billie JD Porter,
Daisy Maybe and
Lady Kitty Spencer
Below: Edward
Enninful

sloAne squAre / october 2018

sloweAr
Officina Slowear
cotton knit tie,
£90,
15 King’s Road

sMythson
Panama reporter bag in navy,
£595, 141–142 Sloane Street

Fashion / Miista

Portia Lesley and
Oliver Holcroft

OFFIcIaL
OPENING Party

Suzy Menkes
and Pietro
Beccari

OPENING Party
Tessa Packard,
15a Ives sTreeT
Jeweller and local resident Tessa
Packard threw a party to mark
the opening of her showroom
on Ives Street. Friends and
fans of the designer’s creations,
including Guy Pelly, Earl Percy,
Rosanna Falconer and Georgie
Williams, descended on the store
to celebrate.

FendI, 26–27 sloane sTreeT
Fashion house Fendi celebrated the
move of its Chelsea boutique, across the
road to a new home on the other side of
Sloane Street, with a chic champagne
and canapé reception. Fashionable
guests including Lady Kitty Spencer,
Mary Charteris and Jaime Winstone
made themselves at home at the new
townhouse-style store, and Fendi’s
outgoing CEO Pietro Beccari flew in
from Milan especially for the occasion.

Sophie twiston Davies
and Dulce Packard

From left:
clym Evernden,
Eric Underwood
and Fletcher cowan

Left: Guy Pelly
and Georgie Williams

Silvia Venturini
Fendi and Delfina
Delettrez
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Geoplan mapping
We use state-of-the-art Geoplan
mapping and social demographic
system, Tactician, to provide a targeted
distribution. GPS tracking devices
are used by our distribution teams, to
ensure that we reach every part of this
designated area.
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The magazine is dedicated to
covering news and events in one
of the UK’s wealthiest districts.
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Our 75,000-strong readership
are the people who own, run,
work in and visit, Chelsea and
neighbouring areas.

KNIGHTS
BRIDGE

SLOA

Sloane Square magazine is
published on behalf of Cadogan –
the founder of modern Chelsea –
and has been delighting its loyal
readers for over 16 years.

LOWN

A Loyal
READERSHIP
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30,000 copies
75,000
readership

Sloane Square magazine provides
the perfect vehicle to promote
high-quality brands, products and
services to an affluent, discerning
and sophisticated community.

delivered to homes, hotel rooms,
clubs, offices, shops, boutiques,
restaurants and bars throughout
Chelsea, Knightsbridge and
Belgravia.

For businesses and brands, the
magazine presents an unrivalled
opportunity to be seen in not only
the homes and offices of local
consumers, but also the hotel
rooms of visitors from the UK and
around the globe.

Copies are also readily available
at the Saatchi Gallery and Peter
Jones.

Sloane Square magazine is
published bimonthly and
We provide a saturation circulation for
this area, which has been fine-tuned
over many years.

In Autumn 2019 we are launching
the Chelsea Innovation Awards.
We also created and host the
annual Community Awards of
Mayfair and St James’s and the
Belgravia Awards

Sloane Square magazine
raises a brand’s profile and
awareness, generates key sales
(through profitable footfall),
and provides a competitive
edge. It also drives visitor
traffic to a brand’s website to
gain further information and
make a purchase.

FACTS &
FIGURES

£3 billion

7.7 nights

Generated for the
borough by visitors,
with shopping
making up 48 per
cent, or £1.5 billion,
of all expenditure.

The average
length of stay for
overseas visitors
in the borough.

TESTIMONIALS

“This luxury magazine
brings a real community
feel to people in Kensington
and Chelsea. It offers great
ideas and things to do in
the local area. We are proud
to work with such a great
publication and be one
of the distribution points
of the magazine which
makes it accessible to many
residents”.

RBKC Study of the
Visitor Economy

RBKC Study of the Visitor
Economy

£4,402,963

15 million

18,000

Average property price
for semi detached in
Kensington and Chelsea

15 million visitors to
Harrods each year

Approximate number of
businesses in the area

Zoopla August 2018

RBK&C

“I love knowing everything about what’s going on
in the area so Sloane Square mag always keeps
me up to speed. Ostensibly, it’s my bible for local
activities and always reveals interesting facts on
diverse subjects that I never knew about. I love
the magazine as it covers every subject; whether
it be events, concerts, architecture, theatre,
art galleries or food. It really shows what an
interesting and diverse area Sloane Square is.”
Daniel Sandler, celebrity make-up artist from
Sloane Square

Tony Wheeler, manager,
Peter Jones

“Sloane Square magazine
carefully handpicks valuable
contents for its readers who
live in and love the Sloane
Square area. It is always
filled with insightful articles
about the most interesting
cultural and lifestyle
happenings in the area.”
Laurent Feniou, managing
director Cartier UK

Advertisement
Rates
Premium
Outside back cover

£2,200

Inside front cover

£1,800

Inside back cover

£1,650

Inside front cover double page spread

£2,600

Display
Double page spread

£2,000

Right hand, front half

£1,500

Full page

£1,300

Half page

£715

Special
Advertorial page
Loose inserts
Tip-ons

£2,050
£70 per thousand
£150 per thousand

Bespoke premium solutions are available on request
Series/volume discounts are available on above display rates
All rates exclude VAT

publication
DATES 2019
Advertorials
These are bespoke promotions
designed and produced by us
on your behalf for maximum
impact.
For select products and
services, advertorials are ideal
as informative and educational
marketing communications.
They also benefit from perceived
editorial endorsement.
Additionally, we grant vetting
rights and the potential to use
copy and images elsewhere.
Please note we will always
consider ideas for joint Sloane
Square magazine / client
promotions.

2019 Issue

Copy
date

Publication
date

Jan

9 Dec

12 Jan

Mar

22 Feb

May

18 Apr

Jul

28 Jun

Sep
Nov

production
DATA
Mechanical specifications
(depth x width, mm)

Caroline Warrick

DPS – bleed

246 x 342

9 Mar

DPS – trim

240 x 336

4 May

Full page – bleed

246 x 174

13 Jul

Full page – trim

240 x 168

23 Aug

7 Sep

Half page horizontal

103 x 144

10 Oct

9 Nov

Half page vertical

Pr o d u c t i o n

CONTACT

020 7259 1051
caroline@pubbiz.com

Bridget Rodricks

020 7259 1059
bridget@pubbiz.com

210 x 70

Supply as digital artwork only
Allow for perfect binding
High-resolution CMYK pdf
Embed all fonts and high-resolution images

Publishing Business
3 Princes Street
London
W1B 2LD

