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FROM  
THE EDITOR

The English Home is a specialist interiors magazine that has 
been on British and international newsstands for over 25 
years, and continually delights its readership – an affluent 
and discerning audience aligned with the magazine’s key 
editorial pillars: English style, quality design, craftsmanship, 
sustainability and provenance. Our readers are increasingly 
loyal, with annual subscribers making up 71% of all 
subscribers and we have a social media reach of 800,000+.

Since its acquisition by Telegraph Media Group in 2023, 
significant investment has gone into enhancing The English 
Home’s digital offering, including the redesign and relaunch 
of its website – theenglishhome.co.uk. This has resulted in 
greater visibility on Google and other search engines, better 
engagement, longer dwell times and 70% extra traffic.

Much more than a magazine, The English Home facilitates 
lasting connections between its readers and the premium and 
luxury brands who engage with them. Our collaborations 
with authoritative names in interior design and our 
intelligent, in-depth content arms readers with the confidence 
to make important buying decisions for their homes, from 
bespoke four-poster beds to elegant kitchens and more. 

The English Home is a trusted resource for its readers – a 
reassuring, knowledgeable voice celebrating quintessential 
English style.

Alison Davidson



READERSHIP
OUR AUDIENCE
Following The English Home’s acquisition by Telegraph Media 
Group, we partnered with the Insight & Analytics team to 

 
The results were testament to the loyalty of our readers and  
the trust they place in our content:
• Annual subscribers make up 71% of all subscribers
•  Predominantly AB, female, aged 45+
• Long-term homeowners who have decorated  

several properties
• 
• Loyal to the title, with repeat purchases higher than for  

• 40% read The English Home every month
• 50% have been reading the title for more than 2 years; in the 

US 40% have been reading the title for more than 5 years
• The #1 reason readers gave for reading The English Home 

was to gain inspiration and ideas for their own homes
• 82% of readers said the content offers ideas and products 

that are relevant to them

DISTRIBUTION
•  Strategically promoted at leading newsstands including 

Sainsbury’s, Tesco and Booths
•  Select independent newsagents in targeted postcodes
•  Major shows, events and venues including Decorex,  

Design Centre Chelsea Harbour, RHS Chelsea Flower Show 
and RHS Badminton Flower Show

•  Five-star hotels in London and luxury destinations  
throughout the UK
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OUR REACH
• 13 UK editions; 6 North American editions 
• 210,000 Print readership
•  325,112 Digital reach

The English Home magazine outperforms many other similar 
The English Home magazine has the second-highest 

number of subscribers in the Home Interests category and its 
international circulation is close to double that of its nearest 

The English Home magazine sells more copies 
overseas than House & Garden, Homes & Gardens and 
World of Interiors

CREATIVE PARTNERSHIPS
We are delighted to work with key partners within the 
industry to create high-quality content that brings a product 
or service to life in a way that truly resonates with our 

Promoting your brand through our omni-channel offering – 
across print, digital and social – provides a truly effective and 
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PRINT

UK edition print circulation 24,470

North American edition print circulation 38,236

WEBSITE

Digital reach 325,112

EMAIL

Email subscribers 23,374

Average open rate 53.48%

SOCIAL MEDIA

Social media followers 177,000

COMBINED REACH – PRINT & DIGITAL



ADVERTISING

ADVERTORIAL

COVER 
SPONSORSHIP

THE ENGLISH HOME 4140 THE ENGLISH HOME

Designing 
the next 
decade

PARTNER FEATURE

The latest chapter of Juliet Travers  
Wallpapers and Fabrics will see the  
designer return to her artistic roots

Having celebrated its 10th anniversary last 
autumn, Juliet Travers Wallpapers and 
Fabrics has built up a strong brand identity 
and loyal customer base across the globe 

but has its eyes firmly on the future. Juliet’s ethos from 
the start has been to create timeless, carefully curated, 
high-quality designs that do not follow trends but stand 
the test of time.

Unlike most wallpaper and fabric designs, Juliet’s are 
all hand-drawn and painted using watercolours, pencils 
and acrylics in her garden studio in Hampshire, and 
many are also available as original artworks and prints. 
Once drawn, Juliet forms the colour palettes, 
referencing Farrow & Ball, Edward Bulmer Natural 
Paint and Little Greene colours so her customers can 
easily co-ordinate the finishing details in a room with 
complementary paint colours. The designs are printed 
in England using the iconic gravure printing method, 
an intricate process that is vital to the brand as it 
replicates every brush stroke and pencil mark of Juliet’s 
original drawings. Each wallpaper is coloured using 
hand-mixed dyes and printed on sustainable papers with 
weighty linen-cotton cloths digitally printed to match.

At the outset of the business, Juliet, who studied 
Printed Textiles for Interior Furnishings at Edinburgh 
College of Art, started off drawing her designs with a 
specific wallpaper or fabric design in mind. Now, 
though, she is enjoying a freer design process, 
developing ideas that may end up as wallpaper or fabric 
designs or become artworks in their own right. “The 
best part is knowing it all starts with a basic sketch and  
a mind full of ideas. And, if carefully designed, the 
pattern can last a lifetime and totally transform a space 
for many years to come,” she says.

Most recently, Juliet launched the company’s best-
selling Nutcracker design in Plaster Pink, which will be 
revealed for the first time on The English Home’s stand at 
the RHS Chelsea Flower Show this May. This gorgeous 
hue is based on Edward Bulmer’s Cuisse de Nymphe 
Emue and Farrow & Ball’s Setting Plaster – a fusion of 
dusty pinks with enough umber to avoid being too girly 
while making it suitable for a range of different spaces. 
Inspired by some of the UK’s most iconic wildlife, 

Nutcracker’s whimsical pattern weaves its way around 
doorframes and along walls without overpowering and 
the shimmering metallic finish also reflects the light, 
changing a room’s appearance throughout the day. 

As well as taking inspiration from nature close to 
home, Juliet is also known for her African Safari 
designs, a part of the world that is very close to her heart 
with her husband’s family living in Tanzania. More 
recently, she released her Essentials range, which is more 
modern and pattern-focused than previous collections. 

Sustainability is a fundamental part of the business. 
Paper is sourced from sustainable forests, and the 
pigments used are non-toxic, hand-mixed, widely 
recycled and tinted for multiple jobs so there is very 
little waste, plus all the packaging can be recycled.

Reflecting on the past decade, Juliet says: “I can’t 
believe it’s already been over 10 years since I started 
the company. I’ve cherished the special time with my 
small children over the last few years, as the business 
was at a point where it was ticking over on its own. 
Now they’re at school, I’ve got time to focus on the 
brand and drive it forward again. I feel really proud of 
what I’ve achieved so far, I keep pinching myself that 
I’ve worked with some of the world’s most prestigious 
interior designers and seeing finished projects both big 
and small is very special. Every order means so much 
to me as it’s a hugely competitive (but fun!) industry 
and I always feel extremely honoured when someone 
chooses one of my designs for their own home. I’m 
very excited to see what happens over the next decade. 
The studio is bursting with artwork and design ideas 
after spending the first part of this year creating new 
potential work, so watch this space.”  

juliettravers.com

ABOVE Dazzle 
wallpaper, from the 
Safari collection, in  
a nursery project by 
Irina Raykher Designs 
in Russia.

LEFT Juliet sitting  
in front of her 
Nutcracker wallpaper 
design in its newest 
colourway, the 
flattering Plaster Pink.
ABOVE The Waterhole 
wallpaper and 
matching fabric used 
in a project designed 
by Cotton Tree 
Interiors in Suffolk.

BELOW The Essentials 
fabric collection, a 
range of prints and 
colourways to 
co-ordinate with 
Juliet’s other designs.
BELOW LEFT A few of 
Juliet’s hand-drawn 
and painted designs 
and ideas at her 
garden studio in 
Hampshire. FE
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SUPPLEMENTS

DOUBLE-PAGE ADVERTORIAL

BOOKAZINE

THE ENGLISH HOME 123

TRY BEFORE YOU BUY
With The Roost’s clever 
visualisation tool, which acts 
as an interior designer and 
mood board in one, simply 
select a room’s dimensions 
and experiment with colour 
schemes and different interior 

styles and furnishings to see 
which pieces suit the space 
the best. Once happy with 
the selection, simply head to 
the checkout for a seamless 
buying experience. 
theroost.com/pages/visualise

Coming home to
The Roost

Your new one-stop sustainable shop 
for vintage home style

Join the furniture revolution and inject some period 
character into a space by providing a new home to 
antique pieces thanks to The Roost’s online interior 
design and shopping platform. Having already proven 

itself with its offering of a simple, stress-free planning tool 
to help clients bring their ideas for their homes to life, The 
Roost now hopes to change the way we shop even further 
by adding an antiques category to its website.

Instead of searching a variety of auction houses or 
browsing several different sites simultaneously, The Roost’s 
new antiques category enables shopping for favourite 
vintage brands and antiques in one place. The company’s 
marketplace, which already features over 70 artisan and 
well-known brands, now includes some of the biggest 
names in the vintage interiors world, from Bull + Tash to 
Stowaway London and Cart House.

Shop for unique items at Vantage Living, where founder 
Katie Ridges specialises in modern rustic items from France 
and 20th-century studio pottery, or invest in a beautiful 
heritage piece from Pato Interiors, whose furniture spans 
the early Georgian period through to the Art Deco era.

Having started The Roost to make it easier for people 
to furnish their homes, managing director and founder, 
Will Plowden recognises that though high-quality items are 
paramount to his customers, they don’t always want to buy 
brand new pieces.

“That’s why we’ve introduced an antiques section to the 
website where customers can now buy second-hand gems,” 
he says. “We know that ‘new’ isn’t for everyone, and that 
pre-loved items must ooze quality and be built to last.”

Sustainability is at the heart of what The Roost offers. 
It has long championed local and homegrown suppliers, 
and now, by offering a retail space for antique and vintage 
furnishings, it is also helping to extend the lifespan of 
everything from lighting and mirrors to sofas and desks. 

Plus, with a near zero returns rate thanks to its 
visualisation tool (see panel right), The Roost can keep 
its carbon footprint down nice and low, easing our 
consciences so we can concentrate on the joyful task 
of shopping for our homes.
To find out more about The Roost and to shop sustainably, 
visit theroost.com  
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Shop for unique items at Vantage Living, where founder 
Katie Ridges specialises in modern rustic items from France 

Will Plowden recognises that though high-quality items are 
paramount to his customers, they don’t always want to buy 

website where customers can now buy second-hand gems,” 

ABOVE The Roost’s antiques and 
vintage category is an exciting 
new addition to its online offering.
BELOW With brands like Bull + 
Tash, sustainable shopping 
never looked so good.

PARTNER FEATURE

The Roost is offering The English Home readers a 10% discount on purchases with code TR10.
Offer valid until 23:59 on 31/12/2024. Not valid in conjunction with any other offer. For full terms and conditions, visit www.theroost.com

TEH UK NOV 24 Roost advertorial_V2 promo no 1.indd   123 29/10/2024   15:58

PRINT PRODUCTS

ADVERTISING CONTACTS
Laurna Barry Senior Advertising Manager laurna.barry@chelseamagazines.com +44 (0)7470 813435 

Hannah Lees Advertising Manager hannah.lees@chelseamagazines.com  +44 (0)7715 631382



COMPETITION

BILLBOARD

SOCIAL MEDIA 
POST

NEWSLETTER 
BANNER

BESPOKE SOLUS 
EMAIL

ONLINE 
ADVERTORIAL

ADVERTISING
DIGITAL PRODUCTS

We offer an integrated omni-channel 
solution through our website, social 
media and e-marketing platforms. 
www.theenglishhome.co.uk

RESKIN

MPU



IN FOCUS CLASSIC IN FOCUS EXTRA IN FOCUS PREMIUM 

Single page advertising 
feature

Editorially enhanced

Homepage slot 1 month
 

Up to 600 words, 3 images

 
2 social media posts

1 newsletter slot

£1,500

Up to 3 pages of  
commercial content

Editorially created

Homepage slot 2 months
 

Up to 800 words, 4 images

 
Video unit inclusion

Competition (plus prize)

2 newsletter slots

1 newsletter takeover

1 e-solus newsletter

10K display ad impressions

4 social media posts

£3,500

Client hub; 5 pieces  
custom content

Editorially created

Homepage slot 3 months

 
Up to 1,000 words, 5 images

 
6 social media posts

Videos + competitions

1 week homepage takeover

2 newsletter takeovers

4 newsletter slots

1 e-solus newsletter

25K display ad impressions

Rich media integration / 
bespoke build + execution*

£6,500 / POA*

designed to help commercial partners reach our valuable audiences 
effectively and easily

A typical In Focus Classic package delivers at least  
1,000 unique visitors to each page of commercial content

‘IN FOCUS’ PACKAGES



2026  

UK EDITION

 AD DEADLINE            ON SALE

JANUARY 2026     18 November 2025  3 December 2026

FEBRUARY 2026     10 December 2025  31 December 2025

MARCH 2026     14 January 2026  28 January 2026

APRIL 2026     11 February 2026  25 February 2026

MAY 2026     11 March 2026   25 March 2026

SUMMER 2026     8 April 2026   22 April 2026

JUNE 2026     6 May 2026   20 May 2026

JULY 2026     3 June 2026   17 June 2026

AUGUST 2026     1 July 2026   15 July 2026

SEPTEMBER 2026    29 July 2026   17 August 2026

OCTOBER 2026     26 August 2026  9 September 2026

NOVEMBER 2026    23 September 2026  7 October 2026

DECEMBER 2026    21 October 2026  4 November 2026

JANUARY 2027     18 November 2026  2 December 2026

FEBRUARY 2027     9 December 2026  30 December 2026

2026    

US EDITION

AD DEADLINE   ON SALE

JANUARY/FEBRUARY 2026 10 October 2025 2 December 2025

MARCH/APRIL 2026  19 December 2025 10 Febraury 2026

MAY/JUNE 2026   13 February 2026  7 April 2026

JULY/AUGUST 2026  17 April 2026  9 June 2026

SEPTEMBER/OCTOBER 2026 12 June 2026  4 August 2026

NOVEMBER/DECEMBER 2026 14 August 2026  6 October 2026

JANUARY/FEBRUARY 2027 16 October 20268 8 December 2026

2026 EDITORIAL CALENDAR



DIGITAL RATES
WEBSITE

EMAIL MARKETING

Online advertorial  £950

Competition  £1,000 + prize

Double MPU £950

MPU  £550

Billboard  £750

Leaderboard  £750

Online directory  £300

Social media post   POA

 
Newsletter advertorial  £650

Newsletter leaderboard £475

Bespoke Solus email £60 per 1000

PRINT

Double-page spread £6,450

Outside back cover £4,950

Inside front cover  £4,090

Inside back cover  £3,900

Full page  £3,330

Half page  £2,250

Quarter page  £1,300

Double page advertorial  £7,515

Full page advertorial £4,030

INSERTS

Loose inserts (per thousand)

The English Home

RATE CARD


