
Arts, Antiques & Collectibles is one of a series of themed 
newspaper publications. In this edition, our rich con-
tent and expert analysis gives readers the confidence to 
explore and engage with the exciting brands, products 
and services in this ever-popular sector. Brought to you 
with quality newspapers and targeted periodicals, we 
afford companies the opportunity of mass-access to a 
mature, discerning audience. Arts, Antiques & Collectibles 
will serve as their essential guide to these exciting and 
historical interests.

Arts, Antiques & Collectibles offers inspirational ideas 
and information to its readers. We understand that when 
readers are presented with accurate, reliable and heartfelt 
information they are highly suggestible to exploring new 
activities and pastimes, or even expanding on old ones 
– especially considering their rekindled interest in their 
hobbies and activities as spring approaches. So, as we say 
goodbye to winter and take a step into spring, it is the 
perfect time to showcase your organisation’s wealth of 
products and customer offerings.
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 e personal timepiece has been an important and 
essential aspect of military life ever since its invention

S
uccess or failure in war has often been a 
matter of timing; to quote Miyamoto Musashi, 
(1584-1645), ‘You win battles by knowing the 
enemy’s timing, and using a timing which the 
enemy does not expect’. It is no surprise then, 

that personal timepieces have been an important 
aspect of military life ever since their invention, 
allowing the coordination of movements and the 
measure of range and speed. 
The earliest watches used by the military were, 

of course, pocket watches. The fi rst recorded 
wristwatch was created in 1812, but for the next 70 
years these were strictly for the ladies. Legend has 
it that at the Battle of Waterloo in 1815, Napoleon 
created the fi rst ‘Half Hunter’ watch when, in his 
frustration to see the time, he carved a hole in the 
outer cover of his watch. 
While this is almost certainly incorrect, it does 

indicate how important rapid access to the correct 
time was during a battle! Indeed, at Waterloo, 
Napoleon, Wellington, Marshal Ney and many 
other senior commanders would have carried 
watches by Breguet, the leading manufacturer 
in Europe at the time, whose watches were 
famed not only for their accuracy, but also 
for their shock resistance. 
The adoption of the military wristwatch 

had a stuttering start in 1880, when Con-
stance Girard from watchmakers Girard 
Perregaux proposed a wristwatch to Kaiser 
Wilhelm I for the German Navy. An order for 
2000 watches was discussed but the project 
never got o�  the ground. Despite the production 
of wristwatches for men by brands such as Cartier 
in the early 1900s, it would be almost a quarter of 
a century before they became popular. 

Convenience was the driving factor behind the 
large-scale move from the pocket watch to the 
wristwatch. It was the same di�  culty in fumbling 
for a watch amongst layers of clothing that inspired 
the aviator Albert Santos Dumont to request a 
wristwatch from Cartier (creating the eponymous 
model that exists today), that drove soldiers 
heading for the western front to buy wristwatches. 
Usually these were ladies-size fob watches 
turned through 90 degrees, with thin wire lugs 
soldered on. 
In WWI it was a regulatory requirement that 

all o�  cers should wear a wristwatch, although 
soldiers were rarely issued these watches; they 
were mostly private purchases or gifts from 
supporters back at home. Accessories such as 
leather covers or metal shrapnel guards were 
often bought to protect these relatively delicate 
pieces from the traumas of military wear.
 Today, we take the availability of the correct 

time for granted, but back in 1914 things were 
very di� erent. A 1000 man battalion of the British 
Expeditionary Force would have been issued only 
eight watches in addition to the wristwatches 
worn by the o�  cers. Coordinating operations 
in these circumstances would have been 
di�  cult at best. The scramble for suitable 
watches for military operations in the fi rst 
years of the war means there are a wide 
variety of makers and styles from this era 
– and the MoD numbering on them can be 

somewhat haphazard. 
The onset of WWII saw the UK in a similarly poor 

state of readiness, made worse by the fact that in 
1939 there was little left of the British watchmaking 
industry, forcing the MoD to buy Swiss watches 

CULTURE

CrucialTiming Did you know?
The Garstin Company of Greater 

London patented a ‘Watch 
Wristlet’ design 

in 1893

An original First 
World War military 

issue pocket watch.
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Claude Monet, Water Lilies (detail), 1914-15. Oil on canvas, 160.7 x 180.3 cm. Portland Art Museum, Oregon, 
inv. 59.16. Helen Thurston Ayer Fund. Photo © Portland Art Museum, Portland, Oregon. Exhibition co-organised by 
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We are hosting a special Private View for Friends 
on the evening of Saturday 9 April.
 
Join before 30 March 2016 to reserve your place at 
this exclusive event.
 
Friends enjoy priority and free entry to all RA
exhibitions, exclusive Private Views and events and
access to the Keeper’s House, a space for Friends in
the heart of Mayfair. Exhibitions coming up at the
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DESIGN PROCESS
Once all material is submitted according to specifiction. APL Media Ltd will 
layout/design your advertorial within the house style of the publication. Layouts  
may vary depending on images and/or text supplied. APL Media Ltd rreserve 
the right to make changes to make grammatical changes and corrections to 
ensure it meets house style.

APPROVALS & AMENDMENTS
 �APL Media Ltd will provide a PDF for client approval. 
 �The client will have the option of two sets of amendments before final 
approval. 
 �The final third PDF is for fact checking and approval/records only. 
 �Amendments over and above the two rounds of amendments, will incur extra 
charge of £45 per round of changes / per hour. As such please ensure any 
amendments are clear and concise. 
 �Approval is required within 48 hours.
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requires the Publisher to create this content, this will incur a production charge 
of 25% of the value of the contract, unless otherwise agreed, or a minimum 
charge of £600†. The service provided is outlined in this Media Pack and online.

IMAGE SPECIFICATIONS
Please supply images as high resolution (300dpi) CMYK JPEGs. We can not use 
images from a client website as these are too low resolution for print. 
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 �Headline: 10-30 characters
 �Main body copy: 480-530 words supplied in 
a word document
 �Box copy: 10-30 words, which could include 
an offer flash, contact details and address
 �Images: 2-5 high resolution images* and 
company logo.

 Headline: 10-30 characters
 �Main body copy: 160-350 words supplied in  
a word document
 �Box copy: 10-30 words, which could include 
an offer flash, contact details and address
 �Images: 1-2 high resolution images* and 
company logo.

 ��Headline: 10-30 characters
 �Main body copy: 120-150 words supplied in  
a word document
 �Box copy: 10-30 words, which could include 
an offer flash, contact details and address
 �Images: 1-2 high resolution images* and 
company logo.

NAMING FILES
Artwork should be supplied with a colour proof and be clearly labelled using 
the correct naming convention. Publication name, month of insertion, year and 
name of advertiser. eg. AAC0517_YOURCLIENTNAME.pdf

DIGITAL FILE SPECIFICATIONS
 �Our preferred method of delivery is Adobe Acrobat PDF’s sent via email. 
Standard: PDF/X-1a:2001 Compatability: Acrobat 4 (PDF1.3). Colour Profile / 
Output intent: ISOnewspaper26v4  
 �All images are high resolution (at least 300dpi) & CMYK colour. 
 �Avoid RGB and spot colours.
 �Ink density is no higher than 245%
 ��Single colour text is no smaller than 6pt and is not tinted or screened as they 
will not be legible. 
 ��Coloured text or reversed out white text on coloured background is no smaller 
than 8pt bold
 �Avoid using fine serif type faces, line weight must not be less than 1pt 

We cannot guarantee the quality of the final print for files supplied outside of 
these specifications. Colours variations will occur if your files do not utilise the 
colour profile and respect the ink density limit outlined above. 

FILE TRANSFER
Files less than 8Mb can be emailed directly to production@aplmedia.co.uk.
For larger files please call the Production Department  on +44 (0) 20 7553 7372 
for further information.
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