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The Daily Mail is in touch with the hearts and minds of 
óMiddle Englandô. It reflects their concerns, hopes and 
lifestyles. Top of the agenda is reporting the news and 
asking the tough questions. With its campaigning 
stance, it is not afraid to expose the wrongs and 
shortcomings of people in power and with the vocal 
backing of its readers can be an effective force for 
change. This audience forms the economic backbone of 
the UK and is hugely influential, with the power to 
make or break brands.  

Of course, newspapers are about much more than the 
news and the Daily Mail has much more to offer: 
opinion and informed analysis of current events, 
polarising columnists, top notch sports reporting and 
daily lifestyle content.  

The last eighteen months has seen a number of 
prestigious awards for our writers: The Press Awards, 
the British Sports Journalistsô Association, the London 
Press Club, headlinemoney.co.uk, all considered 
multiple Mail journalists worthy of the top prizes.  

 

 

Contact: Julian Elvin, Ad Manager 

020 7938 7398 

Julian.elvin@mailnewspapers.co.uk 
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Mondayôs Life & Style section is a lively mix of 
features, fashion, beauty and home. Regular 
columnists include Janet Street-Porter, who applies 
her razor-sharp wit to current affairs; Liz Jones 
offering readers óFashion Therapyô ï stylish 
solutions to the eternal what to wear quandary - 
and former editor of the Erotic Review, Rowan 
Pelling, answers a readerôs question in The Sex 
Column. 

Life and Style is a magnet for pioneering women: 
other regular feature contributors include editor of 
Vogue, Alexandra Shulman; former editor of 
Cosmo and She, Linda Kelsey and journalist and 
author Lucy Cavendish, all of whom bring real 
charisma and style to the section. 

Each week our óHow to...ô column provides 
invaluable advice on essentials as varied as how to 
apply eye-liner and how to get a good nightôs 
sleep, plus readers get the chance to win some of 
the goodies featured in the pages ï handbags, 
cosmetics and fashion accessories. 

 

 

Contact:  Sam Beattie, Client Sales Exec 
020 7938 7305 

sam.beattie@mailnewspapers.co.uk 
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Health is a hot topic for most of us and Daily Mail 
readers are no exception. Good Health  offers a 
mix of real-life health experiences and informed 
reports and features from our roster of expert 
writers. 

Its approach is practical and preventive, with an 
emphasis on accurate information and inspirational 
ideas to help readers improve their well -being. 

In addition to comprehensive coverage of the latest 
developments, readersô questions are answered by 
GP Dr Martin Scurr; health -related products are 
given the ótried and testedô treatment with 
comparative reviews and scores out of ten and 
regular óHow to...ô and óIs there an alternative...ô 
columns offer sound advice. 

Regular Good Health contributor, Jane Feinmann, 
was the recipient of two awards from the Guild of 
Health Writers in 2009. 

 

 

 

 

Contact: Martine Lush or Nicola Finney 
020 7938 7746 

martine.lush@mailnewspapers.co.uk or 
nicola.finney@mailnewspapers.co.uk 
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Edited by Tony Hazell, Wednesdayôs Money Mail  is a 
valued source of advice and information for our 
financially-aware readers. 
The section is topical and informative, offering our 
financially-savvy audience no-nonsense advice and clever 
investment ideas designed to enhance their financial  
well-being. 
In addition to reporting on latest developments, 
answering readersô questions and campaigning on their 
behalf, Money Mail ensures that our readers are kept up 
to date with Best Buy tables for savings and income 
accounts, mortgages and personal loans. Plus the 60-
Second Briefing recaps the weekôs most important and 
best-performing numbers. 
 
Financial website headlinemoney  named Money Mail 
Consumer Title of the Year and staff writer James Salmon 
Consumer Journalist of the Year in their recent awards. 
 
Plus ThisisMoney .co.uk, our award-winning personal 
finance website, generating 10 million impressions every 
month from 1.8 million unique users. 
 
Contact: Brad Young, Finance & Ents Manager 
020 7938 7617 
brad.young@mailnewspapers.co.uk 
 
ThisisMoney: Paul Tipper, Digital Sales Exec 
020 7938 6463 
paul.tipper@mailnewspapers.co.uk 
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Femail  is definitely óone for the girlsô (or one for boys 
who want to know what to buy for their girls...). Itôs 
full of great fashion and beauty ideas plus some really 
óof the momentô columns and features from a selection 
of the best writers around:  

Lorraine Candy, Editor-in Chief of Elle magazine is a 
working mum. Her weekly column ï I Donôt Know How 
I Do Itô ï reveals what life is really like with  three kids 
and a high-powered job. 

As a counterpoint, writer William Leith gives us his 
óView From Planet Blokeô. 

Fashion maven Liz Jones gives as good as she gets in 
her Jones Moans column ï you wouldnôt want to be in 
her firing line! And Deborah Rossôs Mail-O-Meter is a 
harsh but fair guide to whatôs hot and whatôs not. 

Plus óBeauty Confidentialô  where Elsa McAlonan and 
her team of experts answer readersô beauty questions 
and óWhat Youôd Look Like In...ô takes a current 
celebrity outfit and transplants it onto real people.  

All this plus a host of real life stories that offer 
inspiration and advice make Femail a must-read for 
our female audience. 

 
 
Contact:  Sam Beattie, Client Sales Exec 
020 7938 7305 
sam.beattie@mailnewspapers.co.uk 
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Itôs Friday is all about getting readers in the mood 
to enjoy the weekend, featuring news, features 
and reviews across the arts and entertainment 
spectrum. 

Showbiz columnist Baz Bamigboye is guaranteed to 
get the inside scoop on whatôs happening in the 
world of entertainment. Baz also writes a lively 
blog on MailOnline. 

Chris Tookey reviews the weekendôs new films; 
award-winning columnist Quentin Letts is our 
theatre buff and offers his pick of the latest plays; 
Friday Books comprises four pages packed with all 
the weekôs new reads, hardback and paperback, 
history, biography and plenty of fiction, from chick -
lit to thrillers, crime to romance and everything in 
between. 

Plus the pick of the latest CD and DVD releases. 

 

 

 

 

Contact: Brad Young, Finance & Ents Manager 

020 7938 7617 

brad.young@mailnewspapers.co.uk 
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Travelmail  is at the heart of the powerhouse Saturday 
edition of the Daily Mail. Itôs a busy mix of editorial and 
advertising which creates a real marketplace where 
readers can search out holiday deals and ideas. 
 

Editorially the world is our oyster ï long-haul, short-
haul, cruising, city breaks, UK holidays ï weôve got it 
covered. And our receptive audience really appreciates 
this: anecdotal evidence from regular advertisers reports 
excellent response and conversion. 

 

Plus Travelmail.co.uk, our lively and comprehensive 
website, packed with ideas, advice and the best holiday 
deals. 

 

 

 

 

 

Contact: Lindsey Spagnol, Travel & Health Manager 

020 7938 6472 

lindsey.spagnol@mailnewspapers.co.uk 
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With some of the best journalists, reporters and pundits in 
the business, itôs no surprise that the Daily Mail produces one 
of the best-read sports sections in the marketplace. 

Sports Editor Lee Clayton has put together an impressive 
roster of sportswriters who bring insight and passion to their 
areas of expertise:  Multi-award-winning Chief Sports Writer, 
Martin Samuel, brings wide-ranging knowledge and an 
unrivalled address book of contacts. His stories and comment 
are always informative, incisive and intuitive. Diarist Charles 
Sale seeks out the dayôs most relevant events in his daily 
Sports Agenda column. 

On Saturdays, TV and radio sports pundit Des Kelly offers his 
take on the weekôs big stories 

Our coverage of the beautiful game is led by Chief Football 
correspondent Matt Lawton, ably supported by a team which 
includes Chris Wheeler, Simon Cass, Northern Correspondent 
Ian Ladyman and  Laura Williamson. Player experience and 
perspective is provided by Jamie Redknapp and Andy 
Townsend, unique insight from referee Graham Poll and 
award-winning images from Sports Photographer of the Year 
Andy Hooper. 

Also, to make sure that advertisers get to know our sports 
pages and the journalists that make them such a quality 
product, we've created the Mail Connected Sports Club .  

This year, Sports Club will include a programme of live 
events, an inter-agency Question of Sport-style quiz and 
a number of sporting experiences that money just can't buy.  
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There really is something for everyone in Weekend. 
Readers are very engaged with the magazine and it is kept 
for the whole week by a large proportion of the audience 
who tell us that the comprehensive TV listings are better 
than any paid-for magazine. Itôs a powerhouse brand and 
a key driver of the Daily Mailôs robust Saturday sale. 

Content is a lively mix of pop culture and real -life: the 
cover story is always very óof the momentô, whether thatôs 
a celeb in the news, a new mainstream TV show or a 
blockbuster film. 

Your Weekend focuses on 'home and away' featuring food, 
interiors, gardening and travel, with regular celebrity chef 
contributions (Gordon, Jamie, Gary, Delia...) to our food 
pages, a practical and inspirational gardening column from 
designer and horticulturist Monty Don and a plethora of 
clever travel ideas for all budgets. 

Plus, highly-regarded astrologer Jonathan Cainer gives his 
forecast for the week ahead, Puzzle Time provides readers 
with a brain workout and The Definite Article puts a high -
profile celeb in the spotlight.  

 

 

Contact: Steve Maddren, Sales Manager 

020 7938 7717 

steve.maddren@mailnewspapers.co.uk 
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Inserts are a fantastic way to engage our readers and communicate 
your message to them. Inserts communicate in a way that no other 
medium can, offering a highly targeted solution with fantastic 
response and retainability factor.  

Loose inserts can be carried in Weekend magazine, or can be onserted 
alongside the brands in the polybag. Being able to carry sizes from  
2-300+ pages offers versatility and a fantastic route to market.  

 

Bound-in inserts are positioned in the centre spread of Weekend and 
can be up to 56pp, utilising the brand values of the magazine whilst 
achieving maximum stand out. 

Tip-on cards & Post-it notes are also available in Weekend, offering 
greater creativity and an easy response mechanism.  

Printing on the polybag is the perfect way to take ownership and 
dominate the brands or to make the consumer aware of your insert 
within the pack. Perfect for brand advertising, your own mini poster 
site. 

 

All insert options are available nationally, regionally or locally.  

Targeting is the main USP of inserts, we can target by TV region and 
wholesaler level. We can also provide an in-house targeting system 
that can identify wholesaler locations relating to store location, drive -
time analysis or identifying customer óhot spotsô.  

Inserts offer incredible flexibility with effective targeting, tailor -made 
to each advertiserôs particular requirements.  

Please contact the team and we will plan your campaign accordingly. 

Carlton  (London) 650,000 

Meridian (South) 320,000 

Anglia (East)  210,000 

Central (Midlands) 440,000 

WCTV (South West) 115,000 

HTV (Wales & West) 210,000 

Granada (Lancashire) 410,000 

Yorkshire  210,000 

Tyne Tees (North East) 100,000 

Scotland  185,000 

N.Ireland    50,000 

Total                  2,900,000  

 

 

Contact: James Brook, Inserts Manager 

020 7938 7320 

james.brook@mailnewspapers.co.uk 

 



C
re

a
ti
v
e

 s
o

lu
ti
o

n
s 

The Mail has undeniable brand power and the editorial 
endorsement of an advertisement promotion or guide 
can be invaluable in strengthening a clientôs message.  
Our in-house team concentrate on finding creative 
solutions within all Mail brands and across the DMGT 
print and online portfolio. These range from 
advertorials, booklets and guides and interactive 
projects through to customer magazines.   

The team is effectively a óone-stopô operation - taking a 
project through from briefing and concept stage 
through to final design and repro - with constant client 
liaison to ensure that the project meets all 
expectations. 

A number of awards have come our way recently, from 
Campaign and IFRA ï testament to our creative 
success. 

To view a range of examples,  please visit the Solutions 
page on MailConnected.co.uk 

 

 

 

Contact: Dave Dumville, Solutions Manager 

020 7938 7315 

david.dumville@mailnewspapers.co.uk 
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Since its launch, MailOnline has established itself as a 
compelling addition to the Mail portfolio. Content is 
updated throughout the day to reflect breaking news 
and how the main stories are developing. 

As with all Mail brands, the reader is at the heart of the 
site: every story invites comment and there are daily 
reader polls on all channels. The  most-read stories are 
listed, their ranking changing to reflect visitor interest as 
the day goes on. Video clips and photo galleries 
complete the news pages. 

As it is in the newspaper, sport is one of the best-read 
sections with breaking news, features, columnists, and 
Fantasy League. 

Plus the celebrity news and gossip in the TV and 
showbiz section and some very lively message boards! 

E-editions of the whole Mail package are also available 
to read or download.  

The site is available via iPad, iPhone and smartphone 
apps, further boosting visitor numbers . 
 

 

Contact: Sarah Gully, Digital Sales Exec 

020 7938 6142 

sarah.gully@mailnewspapers.co.uk 

 

 

 


