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As the proportion of Sony’s  
finished products being produced 
at its overseas manufacturing 
sites and by external ODM/
OEM vendors continues to 
increase, Sony has also been 
taking measures, such as site 
consolidation, to better reflect the 
current scale of production, as 
well as steps to further enhance 
operational efficiency.

The new restructuring measures 
announced today, relating 
to Sony’s headquarters and 
electronics business operations in 
Japan are as follows.

Consolidation of Manufacturing Sites
In order to enhance the efficiency of Sony’s 
manufacturing operations relating to its digital 

SONY RESTRUCTURE UPDATE

Phones Affect Camera Forecast

www.pixel.co.ukThe magazine ThaT undersTands The world of imaging, pasT, presenT and fuTure

Sony has announced steps it is taking to “accelerate structural reforms” of its  
electronics business, including consolidating (and closing) manufacturing operations  
and reducing headcounts.

Camera brands including Canon are altering their forecasts for the coming 
year because of the effect of smartphones on the camera market.

Amidst a highly  
competitive business 

environment, Sony has been 
undertaking a series of measures 
to revitalise and grow its 
electronics business. As part of 
its mid-term strategic initiatives 
announced in April 2012, Sony 
identified resource optimisation as 
one of the key ways to transform 
its electronics business and 
measures are being taken to 
streamline, accelerate decision-
making processes and establish 
firm foundations for sustainable 
future growth. In its prior corporate 
strategy announcement, Sony 
stated that it expected to reduce headcount 
across the entire Sony Group, primarily in the 
electronics business, by approximately 10,000 in 
the fiscal year ending March 31, 2013.
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News
Jessops on the Move

Jessops is relocating its Leicester 
store to a bigger location to 
accommodate the high footfall 
demand.

The new centre of excellence store 
on Gallowtree Gate will showcase 
photo products and services including 
instant photo printing available 
within 25 minutes. The store will also 
feature an in-store large format printer 
enabling customers to take away 
posters, personalised wrapping paper 
and canvas prints within an hour. 

Jessops Academy photography 
training courses will be available  
in-store customers to learn how to get 
the very best from their photographic 
equipment - prices start at £119 - and 
the Gallowtree Gate store will also be 
offering Studio Express, an in-store 
portrait studio.
www.jessops.com
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BEST IMAGING INNOVATION
Sony SLT, Translucent Mirror Technology

reacts quickly,
misses nothing

www.sony.co.uk/alpha57

Capture all the action with 12 frames-
per-second shooting, 1080 Full HD movie 
capture and continuous autofocus for 
movies and stills.

Contiuned on page 03

Demand for compact cameras is now 
definitely in decline due to the ease and 

popularity of smartphone photography. Canon has 
cut its full-year profit and sales forecasts in line 
with this trend and because of the fluctuation of 
the dollar against the yen.

Canon’s predictions are a good example of 
exactly the area of the market expected to be 
affected by smartphones: the world’s largest 
camera manufacturer has lowered its sales 
forecasts for the compact part of the business 
(Powershot, Ixus and other compact models) by 
9.5 percent to 19 million units, but only altered 
forecasts for higher-end EOS models by around 4 
percent. Canon’s overall forecast profit was cut by 
6.4 percent to 234 billion yen due to slow markets 
and the fact that Canon based its full-year  

forecasts 
on exchange 
rates of 78 yen 
to the dollar  
and 100 yen  
to the euro,  
and the yen  
gained 2.4 
percent against 
the U.S. dollar in the 
third quarter. Each 1-yen gain dented Canon’s  
second-half operating profit by about 5.3 billion yen, 
they predicted in July.

Worldwide camera sales are expected to fall 4.3 
percent this year to around 115 million units, whilst  
sales of smartphones rose 32 percent to the second 
quarter of this year.

Strength in 
Diversification

In stark contrast to the digital 
brands reducing their forecasts for 
profit, Harman Technology Limited, 
manufacturer of the Ilford brand 
of black and white photographic 
products, has reported a significant 
growth in revenue and profits.

Sales increased to £23.6m from 
£22.6m in the year to 31 December 
2011, with operating profits up to 
£2.2m from £1.9m the previous year.

The company says new products 
and improved operational efficiencies 
have driven profits up, and that this 
trend is set to continue into 2013 
when further products and fresh 
income streams will be unveiled.

Sony Head Office
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The InsIder
The subject I am going to speak about 
in this issue may well be the most 

contentious, misunderstood and damaging 
aspect of our industry today. I have been trying 
to get to the bottom of it, but I have failed in 
my quest to do so. I have heard a lot of opinion 
but little can be fully substantiated as fact as far 
as I can see. The subject is, of course, ‘Grey 
Imports’. Even the use of the word ‘grey’ 
suggests something underhand and covert.

This is where I am currently in my personal 
understanding or misunderstanding. Goods 
are bought outside of the UK legitimately, then 
shipped to the UK, where they are primarily sold 
via the Amazon marketplace through a vast 
variety of retailers, promoted as being ‘shipped’ 
from the UK and not promoted as being ‘grey’ 
(if of course they are, which we have no true, 
factual knowledge about). I am sure that there 
are other online platforms that are offering the 
same service but there can be little doubt that 
Amazon is a major destination for these sellers 
and for buyers looking for the cheapest price. It 
therefore seems to me to be a good example of 
what is going on.

 I hear rumour that the BBC’s ‘Panorama’ 
programme is clicking its way through this area 
of greyness to try and find out the truth for a 
future programme. I wish them luck because as 
far as I can see, hear and tell what our industry 
is involved in here is akin to the female Praying 
Mantis eating its male partner directly after 
mating. ‘Grey Imports’ is our industry destroying 
itself internally directly after manufacture.

There is an even greyer grey area, which I 
have also heard about, which is that established 
UK retailers are using pseudonyms to sell via the 
marketplace to clear stock and aid cashflow. Is 
this true? I don’t know but if it is it is only adding 
vicarious legitimacy to those ‘Grey Import’ 

retailers I hear so many complaining about.
Now I’m not putting blame on any particular 

faction, the information I have is both second 
hand and observational, however what I can 
clearly see is that if ‘Grey Imports’ are allowed 
to continue and dominate the market, we are 
in severe danger of not having a high street 
presence for photography in the future. 

Each time I write a column, I hope to give 
some advice on how a particular issue could 
be addressed or questioned. This time I am 
asking you all to give me the answers, explain 
to me what is happening and suggest what is 
to be done. Do we need to call for government 
action? Do laws need to be passed? Do 
manufacturers need to speak out and up? Does 
Amazon need to flag to the customer who these 
retailers are and what they are doing? Does their 
need to be an industry marketing campaign 
informing customers on what they are buying 
and why the products are so cheap? 

I am sure that you can add to these 
possibilities of action, if you can then please let 
the editor of Pixel, Laura Knight, know what you 
think by emailing her at editorial@pixelmagazine.
co.uk. It may be the most important email you 
ever send with relation to our industry. 

Saying what you are thinking and asking the difficult 
questions. Each issue ‘The Insider’ reports back from the 
frontline of our industry.

News

FOCUs

Finish fashion bags to be distributed by Hama in the UK.
Hama and Golla Join Forces

Hama (UK) Ltd have extended their wide 
range of mobile and computer bags 

and cases by announcing a new 
partnership with popular Finnish 
fashion brand Golla. The Golla 
cases take into consideration all 
aspects of the mobile lifestyle 
and display a variety of fresh 
and vibrant designs providing a 
solution for all users.

Petri Kähkönen, CEO of Golla 
said “We are happy to work with 
Hama UK as our new partner that 
will push our products to the best 
channels and give us the visibility 
that Golla deserves in the UK.”  

Nick Grey, Managing Director of Hama (UK) 
Ltd added “Golla is already an established 

brand in the UK with a great selection 
of products covering a wide range 
of customer needs and offering 
value. At Hama we believe the Golla 
products compliment our other 
existing brands and will enhance our 
already extensive product portfolio.”

Hama will become a UK distributor 
for the brand with immediate effect 
and will be supplying the current 
2012 range of products. Enquiries 
from both new and existing dealers 
are welcome.
www.hama.co.uk

BREAKING NEWS: Trevor 
Moore to Leave Jessops

Just as Pixel went to press, Martyn Everett, 
Executive Chairman of Jessops, wrote to 
us to announce that Trevor Moore will be 
leaving the business at the end of July after 
almost three years as CEO.

“In the coming weeks Trevor will be 
completing a thorough handover with me. 
During his time at Jessops Trevor has 
built a strong management team and I will 
be stepping in as Executive Chairman to 
support the management team and to lead 
the business forward. 

“I have no plans to appoint a 
replacement CEO and I will be building 
on the solid foundations established to 
date and working with our experienced 
management team to develop our business 
further. Trevor leaves on good terms and I 
would like to thank him for his leadership.”

Pixel will, of course, report further on 
this next issue and will speak to Martyn 
about this development at the first possible 
opportunity.
www.jessops.com

Hasselblad Unveils 0% 
Finance Plan
In a UK exclusive promotion Hasselblad is 
offering photographers the chance to buy an 
H4D System camera or CFV Digital Back at 
0% finance in a new lease purchase plan – 
until the end of September 2012.

The offer 
comes just 
weeks after 
the company 
announced 
price 
reductions of 
up to 22% on 
a number of Hasselblad models, as part of 
a new campaign ‘to further support creative 
photographers’ access to the world’s most 
advanced camera system’. 

The leasing option gives photographers 
the opportunity to spread the cost of 
repayment over 24 or 36 months.

The offer applies to H4D Cameras, 
CFV Digital Backs and all lenses and 
accessories, when bought with the camera. 
Hasselblad believe this offer, which is 
available only to full time UK businesses 
users and sole traders, will be particularly 
attractive to professional photographers. 
Photographers can now buy into the 
Hasselblad fully integrated H System with 
an H4D-31 camera for less than £8,000 and 
enjoy 0% finance. A document fee of £200 
applies to the deal, plus a one-off ‘option to 
purchase’ payment of £50.
www.hasselblad.co.uk/leasing
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 If I were opening, or indeed rebranding, 
a traditional photo specialist store now to 
encompass more technologies, I’d go for a 
name something like The Image Store: simple, 
modern and leaving behind the connotations 
of ‘the old days’. The generation that are 
enthusiastic about imaging now don’t even 
remember the trade’s traditions, so there’s 
no sense in clinging to them. We need to be 
retailing a new range of prodcts, which I will 
speak about in depth later.

- We need to update the look of our shops. 
This is an area in which Jessops have really got 
it right with their rebranded storefronts, but it 
could go even further. Imaging is a category in 
which we are constantly able to offer up-to-the-
minute technology, and yet so many storefronts 
still look like they did in the 80s, when they need 
to be modern, clean and inviting.

- As a trade, we need to stop being afraid 
of the products which can make us money. 
The perception that the new entries to the 
wider imaging trade compete or conflict with 
a traditional photo offering is a fallacy. We saw 
a similar situation when the advent of home 
printing did not destroy the professional print 
trade - people ARE still making prints in store 
and online, and I hear this category is now in 
growth again, which just goes to show that 
those who supported both avenues of business 
were right to do so.

The New World of Imaging
The most important development, in my view, is 
the whole world of new products that we should 
be looking at. This does, of course, encompass 
all the products we traditionally associate with 
photography: cameras and their accessories; 
frames and albums; optics; printing and yes, 
there’s still room for analogue equipment - which 
is experiencing something of a revival at the 
moment - and second hand, especially for pro 
gear. Keeping an up-to-date and comprehensive 
range of the core products is, of course, 
essential and key retailers are continuing to do 
well with this. This is the strength on which we 
all have to trade. 

What’s also essential right now, and only 
going to become more so, is looking at all the 
products an image maker may need or want 
in order to get the best from their image.  The 
process is no longer capture, develop, print. It’s 
a blend of trigger, capture, share, edit, display, 
print and store, in various orders and across a 
plethora of different devices, all of which should 
be stocked by the imaging specialist. This might 
include smartphones, cameraphones, tablets, 
notebook PCs, smart televisions, software, 
all the accessories that go with all of these 

Pixel publisher Lee Mansfield speaks up about the decline of the traditional photographic 
industry and the contrasting bright future of the imaging trade.

things plus many more innovative products still 
to come. All these products interact so well, 
we have to demonstrate this with our in-store 
environments so that our customers can see 
how the workflow fits together and connects 
through all of the products.  

Without knowledge and stock in every area 
of this connected workflow, we cannot fulfill 
the needs of today’s imaging consumer. There 
is no denying that these products contribute 
to the future of the imaging trade, but for them 
to provide as much growth as possible for 
specialist retailers on the high street, we must 
foster a new kind of retail environment in which 
consumers can clearly see and try out these 
imaging technologies, experience their quality 
and realise how buying these products from you 
will enhance their imaging experience. 

We at Pixel have mapped out the products we 
feel offer the best opportunities to the imaging 
trade, and you can see our graphic illustrating 
how they fit in with the core products of imaging 
retail on pages 6 and 7.

The photo printing industry has also changed 
dramatically due predominantly to the influence 
of social networking, and we need to embrace 
this.  Making our print facilities able to connect 
with phones and Facebook is crucial, as is 
offering a full complement of photo gifts, canvas 
prints, acrylics, customised cards… everything. 
There’s a definite preconception that these are 
more likely to be ordered online, and I think 
that’s mostly due to some very clever and 
intensive marketing campaigns.

 What we’ve so far failed, on the whole, to 
provide for is the social element of image sharing 
and the processes of creating photobooks and 
gifts. A ‘coffee shop’ type environment works, 
whether you choose to actually serve coffee 
or not: big banks of tables and kiosks where 
groups can share their images, chat, work on 

It’s time for me to speak out about the 
most important issue to this magazine: the future 
of our trade.

Recently I have been to several major 
exhibitions, spoken to many key people from 
all areas of the trade, and it’s obvious from the 
environment that we need to change. People 
ask me what I would do, and that’s a difficult 
question for a publisher to answer but having 
spent so many years in this trade and in my 
position to see the future developing, I feel I 
should share my views. It may not sit well with 
those who are perceived to be Pixel’s traditional 
readership but it’s not intended to offend anyone 
- it’s supposed to spur the industry into action 
and to dismiss some of the apathy and negativity 
that has amassed in the imaging trade.

Now more than ever, the trade is calling on its 
newspaper, Pixel, to become its voice and speak 
up as to the future of the industry, if indeed there 
is one. And there is, but I’ll say this: the basic 
(low end) compact camera market is dead. 
That most mainstream avenue which used to 
be the major arteries bringing life to what was 
at the time known only as photographic retail is 
ebbing away, and with it, the opportunities we all 
identified twenty, even ten years ago are drying 
up. The idea of a camera shop, as far as I’m 
concerned, is changing rapidly but this does not 
mean we should all give up, shut our businesses 
and go home. Instead, we need to be looking at 
and talking about the bright and diverse future 
offered by the term imaging retail, thinking of 
the differences between this and our traditional 
offering, and stepping up as an industry. 

Specialist retail is not dead. I accept that it 
has been hit massively by online shopping, 
but culturally we accept that certain stores will 
always be on the high street and indeed who 
are benefitting as online and big-box selling 
wheedles out the weaker stores and leaves 
consumers with one clear choice if they want to 
walk into a bricks and mortar store and walk out 
with a product. In this way, there will always be 
a market for a select few purely photographic 
retailers and a whole new future of imaging on 
the high street. We need to BE those stores, 
rather than looking at them and denouncing 
them for stealing our customers or making 
excuses as to why their methods of business 
wouldn’t work for us.  They would, and they will 
just as soon as we take on that challenge.

So where do I see the future of imaging 
retail? 

- Well firstly, it’s exactly that word: imaging. 
Perhaps camera shops need to consider 
dropping the words ‘camera’ and ‘photo’ if 
they’re intending to appeal to a wider audience.

Joined-Up Thinking

The imaging process is no 
longer capture, develop, 

print. It’s a blend of  trigger, 
capture, share, edit, display, 

print, store and more, in 
various orders across a 

plethora of devices all of 
which should be available 

from an imaging specialist.

www.pixellive.co.uk   5 

SPECIAL REPORT

books or cards together. Think how many stag 
and hen nights have printed t-shirts, and how 
many more we might be able to sell if that group 
can come in together and pick their styles, then 
come in together after the event and make a 
book of all their pictures. The same applies to 
family groups, clubs and events. Adding this 
fun, interactive element gives people a reason to 
come IN store rather than ordering online, and 
makes your store a destination. Getting people 
in the door will always be an important part of 
overcoming the competition from online-only 
retailers.

Further opportunities I have seen include the 
rental of any studio space you my have or be 
able to create for portrait sessions, private use, 
and education. The rise of e-commerce and 
popularity of sites like eBay means that people 
and businesses need pictures of the products 
they are selling, and many are coming to realise 
how crucial good imagery is for good sales. 
Offering these sort of services needn’t cost you 
much, if anything, but can bring in revenue and 
attract more footfall to your store. Products 
such as specialist art books, camera collectibles 
and other items relevant to imaging enthusiasts 
also come under your remit, whether you’ve 
traditionally stocked them or not.

The other huge growth potential that I can see 
is based on a traditional value of the specialist 
retailer: your expertise. For example I think 
there’s huge untapped revenue in training: not 
in taking the actual pictures, but in teaching 
photographers to use their new equipment to its 
full potential, using feature sand really getting the 
most out of new technology. This whole concept 
would give people a reason to come into store. 
It’s not something you can do online, and it gives 
the personal touch customers value. Retailers 
are already having success offering to guide 
camera buyers through their new device, and 
expansions on this theme are where we could 
really be making headway.

As specialists, it’s always been the case that 
we have to sell by expertise rather than by 
price, as most agree that trying to compete with 

internet and discount pricing is useless, and we 
have to sell that expertise itself.

How about offering technological set-ups 
for a fee? Personally, I’d pay someone £20 to 
come round and hook my Smart TV up through 
my satellite, wireless, my laptop, my printer… 
if you’re providing installation services, the 
consumer needs to buy everything from you, 
for which you need to be armed with all the kit.  
Why not charge a minimal fee for a thorough 
demonstration and trying out of a camera, which 
is then redeemed off the price of the item if they 
buy in store?

The important thing here is to be a specialist 
in getting the best out of images. You have 
to be a specialist as you can’t stock every 
TV or laptop or phone, you have to look at 
the relevance to the imaging enthusiast and 
professional, and choose products which will 
help you to help them get the best out of what 
they do. 

Time to change
Today’s main independents have the perfect 
opportunity to turn into specialist imaging stores, 
which currently don’t really exist, and their doing 
so would be a great springboard in prompting 
the rest of the industry to do the same.

  But it’s not only an opportunity: it could 
be a lifeline for ailing businesses. Those who 
do not offer the products and services that 
their consumer base wants from them will be 
extremely lucky if they survive the next few 
challenging years, whereas I believe those who 
are quick off the mark in embracing this new 
approach will prosper from it.

There are retailers out there that already 
sell everything or almost everything that I’m 
talking about, but it’s normally segregated 
into departments: John Lewis, for example, 
have a spectacular product range but they’re 
still failing to demonstrate the connectivity 
between products as well as they could. These 
are department stores or general electronics 
stores, anyway, where you’re also faced with 
white goods, hairdryers, shavers etc. They’re 
not imaging specialists, and this is where the 
opportunity exists for a whole new style of retail 
experience.

This is not an attack on retailers, by any 
stretch. A huge problem is that manufacturers 
say they have end to end solutions, they 
speak freely about the synergies between 
their technologies, yet within the companies 
themselves you tend to find business still very 
segregated. There’s a camera department, a 
television department, a phone department 
and so on, and they don’t seem to have a 
lot to do with each other or know about one 
another’s products. A few brands have now 
merged their imaging and audio categories, 
which is a promising start, but this needs to 
go much further. The links and connections 
need to be properly demonstrated to retailers 
so that retailers can in turn demonstrate it to 
consumers, and retailers need to be able to 
stock these interlinking products through one 
contact rather than being herded through 
different departments.

Floorspace need not be an obstacle. Printed 
products can go up on your walls, and the 

facilities to make them are getting smaller and 
smaller, and if you’re really pushed for space, 
you can outsource and still profit from the 
business. Display solutions like LCD screens can 
go on walls to, and will double up as point of 
sale displays for you. 

One of our longest established readers, Phil 
from Spectrum TCR said to me once “If you 
haven’t got it, you can’t sell it”. We were talking 
about stock levels at the time but how true this 
is with regards to the current situation

I believe that this new outlook is about 
showing a little faith in these brilliant new 
technologies and making one or two good 
examples of each item available, not about filling 
your shop to the rafters with televisions. I’m 
talking about a considered investment in new 
lins that could really help the turnover, margin, 
popularity and longevity of this trade.

Please do remember, I am not a retailer 
and I don’t presume to tell others how to run 

their business - you know your customers 
and ultimately, are the expert. I am, however, 
a consumer and as such, I see an opening for 
this new style of imaging store as something 
I, and my peers, would buy into. All I am 
suggesting is that those who are concerned that 
their traditional offering is dwindling give these 
technologies a chance. 

In hindsight, it’s easy to look back at the 
advent of digital photography and assume we all 
saw its significance straight away, but speaking 
honestly, we know this is not the case. There 
were those who doubted digital would ever 
take off, those who didn’t see it as their remit 
as photo specialists, and as such many did not 
change the way they did business until it was 
too late. Of course, today there are still retailers 
who stock and even specialise in analogue 
photo equipment, but those who simply failed to 
move with the times are gone. Once again, as a 
trade, we stand on the precipice of such a huge 
change, and considering our experience with the 
shift to digital, it is perhaps surprising that we are 
hesitant to make this leap.

We’re not a dying sector. We’re the beginning 
of a brand new sector, and I for one am excited 
for our future.

I’d be interested to hear your thoughts on 
my suggestions. Please send any responses 
through the editor, who will pass them on:
laura@lifemediagroup.co.uk 

You have to be a specialist.
You can’t stock every TV or 
phone, you have to look at 

the relevance to the imaging 
enthusiast and professional, 
and choose products which 

will help you to help them get 
the best out of what they do.

Lee imagines that his hypothetical retail outlet, The Imaging 
Store, would look a lot like this. 
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The Imaging Store
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The Imaging Store
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The world of imaging is expanding to include products from markets which were 
traditionally distinct from photo. Now that consumers’ images can be viewed, edited and 
shared across so many devices, it’s important for us all to view this industry as a whole.
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For almost twenty-five years, Pixel has served as the 
essential newspaper for the imaging retail industry.  
Providing news, comment and product information, 
the magazine is a direct conduit between retailers, the 
brands and suppliers which shape their business.

The imaging industry fluctuates constantly and Pixel’s 
mission since its launch has been to bridge the worlds 
of photography, video, audio and consumer electronics. 
The convergence of these trends is more prominent 
now than ever before, so with fresh look and re-brand, 
Pixel has increased its focus on new technologies 
which increasingly fall into the imaging realm.

In addition to essential information on new product 
releases, readers can rely on Pixel for updates on 
issues affecting retailers of all sizes, with regular legal 
advice, statistical analysis and industry trends. ‘The 
Big Interview’ brings opinions and answers from the 
important names in the industry with every edition, with 
additional comment from relevant experts throughout 
each issue.

Its dedication to providing the imaging retail trade 
with information to help it grow means that Pixel is 
considered the essential read by the UK’s community 
of retailers. These active and loyal readers are 
encouraged to communicate with Pixel magazine and 
each other through Pixel’s twitter presence and the 
Pixel website, which provides daily news updates and a 
members-only forum where retailers can discuss trade 
matters with others in their line of business.

The imaging industry is an exciting marketplace, and 
as its newspaper, Pixel must reflect the challenges and 
opportunities within the trade. In 2013, Pixel is more 
informative, interesting and vital than ever before.

Laura Knight
Editor Pixel Magazine

Pixel: Informing the Industry

“Its dedication to 
providing the imaging 
retail trade with 
information to 
help it grow  
means that Pixel is 
considered an essential 
read by the UK’s 
community of retailers”



Who is Pixel?

Lee Mansfield 
Publishing Director
+44 (0)1323 411601
lee@lifemediagroup.co.uk
Lee has been at the forefront of Life Media 
Group for almost twenty years. During this 
time he has become a respected and highly 
experienced figure having expanded the 
company to encompass a wide portfolio of 
lifestyle titles. 

Simon Skinner
Marketing Director
+44 (0)1323 411601
simon@lifemediagroup.co.uk
Simon worked for many years in artist and 
event management before joining Life Media 
Group in 2007. He oversees marketing across 
the companies’ portfolio whilst working closely 
with editorial planning, developing specialist 
projects, distribution and digital platforms.

Laura Knight
Editor 
+44 (0)1323 411601
laura@lifemediagroup.co.uk
Laura began her publishing career in regional 
business to business magazines and joined the 
Pixel team five years ago. Now fully immersed 
in the photographic retail trade, Laura works 
across the Life Media Group’s imaging business 
titles to create a comprehensive resource for 
imaging retailers.

Leanne McConnell
Sales Executive
+44 (0)1323 433701
leanne@lifemediagroup.co.uk
Leanne has over 9 years experience in magazines,
events and exhibitions working most recently for
Johnston Press in a sales and sponsorship capacity.
New to the company, she brings with her a wealth of
sales knowledge.

Who reads Pixel?

CIRCULATION PROFILE 
In line with its mission to inform retailers about opportunities which are 
relevant and interesting to them, Pixel is now distributed to a broader 
audience than ever before.

Since its initial publication, Pixel has been the essential trade 
magazine for the high street specialist, from the largest chains to the 
smallest independent traders. In 2012, the internet is also a hugely 
important retail platform and Pixel’s variety of relevant content ensures 
that it is read by those with an interest in online retail.

Another important reader of Pixel is the minilab retailer. Pixel is 
distributed to all branches of each of the UK’s minilab franchises – Fuji 
Digital Imaging Services, Snappy Snaps, Kodak Express – in addition 
to independent and multiple photofinishing stores and photofinishing 
departments within the major supermarkets.  Professional photo labs, 
framing outlets,  photobook retailers and other photographic product 
suppliers are amongst the wide variety of businesses which value 
Pixel for its photo news and its supplement, InPrint (formerly Infolab 
Magazine).

The convergence of imaging and electronics technologies has 
broadened the horizons of the imaging industry not just in terms of 
subjects relevant to imaging retailers but also in terms of businesses 
to whom imaging retail is or could be of interest. Pixel has always had 
a number of readers in general electronics retail, and today a growing 
proportion of Pixel’s readership is made of consumer electronics 
and audio-visual retailers, including independent, mass and online 
traders. All members of RETRA who sell brown goods now receive a 
subscription to Pixel with their membership.

Of course, it is not just retailers who have an interest in keeping 
up-to-date with the trade’s news and opinions. Pixel is well read 
by photographic, imaging, Development & Processing CE, and 
Cinematographic Manufacturers & Distributors.  Further subscriptions 
are bought by asset management companies, insurance companies 
dealing with electronics and more.

Pixel in numbers 
Total annual subscribers: 6876
Estimated Readership: 17,190
Digital Version Readers: 9989
Twitter Followers: 2426

What is Pixel?
 
•  Pixel is the newspaper for the imaging retail trade

• It provides its readers with unique news, comment, opinions and 
analysis relevant to their business.

•  Pixel understands the bigger picture of imaging retail as it is today, 
as it has developed over decades and as it expands into the future.

•  The Pixel team can work with you to help strengthen your brand 
through traditional and bespoke communication of your key messages 
and products.



TECHNICAL SPECIFICATIONS

Magazine Dimensions - 330mm (h) x 240mm (w)

1. 2. 3. 4.

Advertising Rates
DPS: £2,700.00
Inside Front Cover: £1,370
Inside Back Cover: £1,270
Outside Back Cover: £1,370
Full Page: £1,270
Half Page: £830
Quarter Page: £510
Inserts: Rates on application
Agency Commision additonal 10%
e-magazine advertising can only be booked with a ‘Printed Version’ booking.

Advertising Artwork Sizes  
(please make allowance for 3mm bleed in addition to these sizes)

•	 DPS:  (h) 320.1mm x (w) 465.6mm
•	 Full page: (h) 320.1mm x (w) 232.8mm
•	 Half page Horizontal: (h) 160.05mm x (w) 232.8mm
•	 Half page Vertical: (h) 320.1mm x (w) 116.4mm
•	 Quarter page: (h) 160.05mm x (w) 116.4mm
•	 Quarter page strip: (h) 48.5 x (w) 232.8mm
•	 Front Page Ears: (h) 46mm x (w) 53mm 

Production
Photoshop files should be send to us as a Photoshop EPS file with embedded fonts.
All files must be 300dpi or higher.
All files must be CMYK. If any file is supplied with RGB or Pantone images or colours, we cannot be held 
responsible for any colour change as a result of converting them to CMYK.
Please ensure that your Adobe Acrobat Distiller programme has been Press Optimised to the print industry 
standard. (See job options Press file, available for free download at www.pass4press.com).
We recommend you Flightcheck your PDF files as we will be unable to correct your files at a later stage.
Quark/Indesign documents will not be accepted.
Please provide files with a bleed margin of 3mm on outer edges.
To improve our speed of service and protect your work, please supply your advertisements only in the correct 
file formats to the booked size (see above). We do not provide proofs of supplied artwork. Any advertising not 
following specification as outlined will be rejected and therefore you will be required to resupply your file.
Please send all artwork to simon@lifemediagroup.co.uk

PACKING AND DELIVERY INFORMATION for inserts 
It is important that your inserts are packed and labelled correctly so that they arrive in good condition and can 
be easily identified by our printers. For delivery details please contact our production department. 



Retail Solutions for the 
Print Professional

InPrint is the reinvention of Pixel’s siser title: Infolab, which 
for years has been the magazine of choice for the high 
street photofinishing retailer. Now with content that is both 
more in depth and broader in scope. 
A must-read magazine for an audience of online 
photofinishing providers, copy shops and any business 
which might make and sell a print. It is distributed to 
Pixel’s subscribers and a dedicated list of businesses 
which are part of the expanding world of imaging. InPrint 
contains news, interviews, opinions and analysis and is a 
valuable source of information for those with an interest in 
commercial photo printing.

Magazine Dimensions 
240mm (h) x 170mm (w)

Advertising Rates
Front Cover Sponsorship: £895
OBC/IFC: £795
Full page: £695
DPS: £1,300
Half page: £425
Quarter: £249

Advertising Artwork Sizes  
(please make allowance for 3mm bleed in  
addition to these sizes)

•	 Front Cover: (h) 194mm x (w) 150mm
•	 DPS:  (h) 232.8mm x (w) 329.8mm
•	 Full page: (h) 232.8mm x (w) 164.9mm
•	 Half page Horizontal: (h) 116.4mm x (w) 164.9mm
•	 Half page Vertical: (h) 232.8mm x (w) 82.5mm
•	 Quarter page: (h) 116.4mm x (w) 82.5mm

Pixel Imaging Guide is a annual listings direct produced 
by Pixel. It is used by Pixel’s readers as
the definitive source of contact details for all areas  
of the imaging trade. In addition to listings, the  
guide carries in-depth features and analysis from 
contributors such as Futuresource and GfK, providing 
readers with helpful insights into long-reaching trends 
that will shape their business. The Pixel Imaging Guide 
(often abbreviated to PIG) is distributed to Pixel’s entire 
extended readership, including InPrint subscribers and 
other industry contacts.

Magazine Dimensions 
297mm (h) x 210mm (w)

Advertising Rates
Front cover sponsorship package: to include DPS  
and additional full page: £4,500
OBC/IFC: £2,070
Full page: £1,870
DPS: £3,649
Half page: £995
Various directory enhanced listings – Bold: £50, 
Boxed: £50, Bold & Boxed: £75

Advertising Artwork Sizes  
(please make allowance for 3mm bleed in addition to 
these sizes)

•	 DPS: (h) 297mm x (w) 420mm
•	 Full page: (h) 297mm x (w) 210mm
•	 Half page Horizontal: (h) 148.5mm x (w) 210mm
•	 Half page Vertical: (h) 297mm x (w) 105mm
•	 Quarter page: (h) 148.5mm x (w) 105mm

Production
Photoshop files should be send to us as a Photoshop EPS file with embedded fonts.
All files must be 300dpi or higher.
All files must be CMYK. If any file is supplied with RGB or Pantone images or colours, we cannot be held responsible for any colour 
change as a result of converting them to CMYK.
Please ensure that your Adobe Acrobat Distiller programme has been Press Optimised to the print industry standard. (See job options 
Press file, available for free download at www.pass4press.com).
We recommend you Flightcheck your PDF files as we will be unable to correct your files at a later stage.
Quark/Indesign documents will not be accepted.
Please provide files with a bleed margin of 3mm on outer edges.
To improve our speed of service and protect your work, please supply your advertisements only in the correct file formats to the 
booked size (see above). We do not provide proofs of supplied artwork. Any advertising not following specification as outlined will be 
rejected and therefore you will be required to resupply your file.
Please send all artwork to simon@lifemediagroup.co.uk

PACKING AND DELIVERY INFORMATION for inserts 
It is important that your inserts are packed and labelled correctly so that they arrive in good condition and can be easily identified by 
our printers. For delivery details please contact our production department. 
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