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KEY STATISTICS
Monthly retail business magazine (11 per annum – no January issue)

Launched 1948
Published under the auspices of the New Zealand Retailers  
Association (NZRA)

70 per cent of retailers are NZRA members

14,000 shopfronts receive the magazine

ABC Circulation: 5811
Readership: 2 – 5 people read each copy  
(based on independent annual survey commissioned by NZRA)

The content of NZRetail magazine 
closely reflects today’s demands 
and pressures on the retail industry.
It is an informative trade publication which truly 
represents the needs of all retailers by providing 
business news, features and information 
designed to inspire and assist retailers to 
improve their business.
Regular features include Sector Analysis  
on a specific sector in the retail industry,  
a comprehensive section including interviews 
with major companies, key developments,  
past and future directions.

It delivers informed opinions and business 
development ideas, presenting them in an  
exciting consumer-oriented way.

The judges of the 2009 MPA awards said 
NZRetail and its editor Trudy Cliff makes 
you want to be a retailer. They pointed 
to the great design, snappy news, good 
feature content and Trudy’s forthright 
opinionated ‘call-to-action’ editorials as 
key reasons for the wins.

The goods
NZRetail is published 11 times per year (monthly, except January). A minimum of 6000 copies per issue with an audit figure  
to June 2009 of 5811.

Non-member rates
Size Casual 3 Times 6 Times 11 Times

Double-page spread 5,225 4,833 4,441 4,128

Full page 2,750 2,544 2,338 2,172

Half-page 1,705 1,577 1,449 1,347

Third-page 1,210 1,119 1,029 956

Quarter-page 935 865 795 739

Inserts – loose or bound-in – POA

Member rates
Size Casual 3 Times 6 Times 11 Times

Double-page spread 4,441 4,108 3,775 3,509

Full page 2,337 2,162 1,987 1,846

Half-page 1,449 1,340 1,231 1,145

Third-page 1,028 951 875 812

Quarter-page 795 735 676 628

Inserts – loose or bound-in – $1400 (less $100 non-member price)

Industry recognition
2009 Magazine Publishers Association (MPA) Awards
	 Winner Magazine of the Year  

– Trade/Professional category

	 Winner Editor of the Year 
– Trade/Professional category

2009 Tabbie Awards Programme  
(Trade, Association & Business Publications)

Honourable Mention – Cover

Silver –  Feature story
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Full page 
(approx 700 words)

Advertorial Options
Pricing is the same as rate card.

Double page spread 
(approx 900 words)

 

Patterns with opulent glass beading 
from the Vision Platinum collection.

‘Branching Out’, a botanical design 
from Vision’s Glamour collection.

‘Club Stripe’ from Vision’s 
Carnaby Collection.

‘Blossom’ from the Vision 
Glamour collection.

To the texting generation, the 
word ‘wallpaper’ usually means 
images they can download  
onto to their mobile ‘phone  
or computer screen. 

Some of us have very clear memories 
of the wallpaper we knew as children. 
Patterns that were in our grandparents 
or parents’ homes inspire nostalgia – 
big flowers, frisky ponies, ballerinas… 
Sometimes we remember those 
affectionately, sometimes not. Some 
decorators have avoided wallpaper, 
thinking it old-fashioned, but now 
nothing could be further from  
the truth.

After taking a backseat to paint, wall-
paper is charging ahead, but with  
a whole new look. There is a fast-
growing interest in the decorative 
effects that wallpaper can give an 
interior. Style leaders keen to add 
pattern and texture into the standard 
mix of plain walls can choose from a 
vast array of options – contemporary 
metallic and burnished finishes, retro 
designs that revisit the ‘70s, pleated 
and quilted effects, subtle abstract 
textures. Leafy botanical designs 
bring the outside in, with revitalized 
modern florals, often large-scale and 
in soft colours.  

Designers appreciate the new 
textured papers, often described  
as “architectural” – because they 
enhance both cutting-edge and 

traditional decors – or as “transitional,” 
meaning they effectively bridge the 
gap between old and new decorating 
schemes. Texture can bring a real ‘feel 
appeal’ to walls, and there are many 
different styles and finishes to choose 
from, whether it’s the natural look of 
grass weave or a wood effect.

Whether a simple linen weave,  
geo-metric motif, or suiting stripe, 
wallpaper manufacturers are 
responding to the positive attention 
by making a very different range of 
papers that are well worth a closer 
look.  As a practical bonus, textured 
wallpaper has the ability to conceal 
‘tired’ wall surfaces that would 
otherwise need a lot of remedial 
work to achieve a flawless paint 
finish.  Whether on just one 
‘statement wall’ or more, wallpaper 
adds a layer of surface decoration  
to any interior. 

For more information on 
wallcoverings, visit  

www.visionwalls.co.nz 
or call 0800 Wallpaper  

(0800 925 572)
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SURFACE  
DECORATION
As with all trends, whether fashion or 
interior design, the old adage “what 
goes around comes around” rings true. 
Wallpaper has made a comeback – stylish 
new colours, textures and patterns have 
elevated it to a new level on the interior 
design scene.

Safeguarding 
Your CuStomerS’ 
information
There have been reports in the media in recent times relating to large 
volumes of card account numbers being “compromised”, that is, being 
used without the knowledge of the actual cardholders. MasterCard’s 
Craig Kirkland provides an overview of what they have developed to 
help you minimise the risk of being a target for data theft.

The digital age in which we operate 
requires vigilance to ensure the 
security of the data that we collect. 
Stolen cardholder account data is a 
major concern for all participants in 
the payments industry. As a result of 
these thefts, merchants and financial 
institutions suffer fraud losses and 
unanticipated operational expenses, 
and consumers are significantly 
inconvenienced.

Customer confidentiality is not just 
about their account information.  
All personal information should be 
stored securely to help minimize 
identity theft.

Payment Card Industry Data 
Security Standard (PCIDSS)
MasterCard has developed an industry 
standard for protecting cardholder 
data which has been adopted and 
enhanced by the New Zealand card 
industry. It is known as the Payment 
Card Industry Data Security Standard 
(PCIDSS). MasterCard requires banks  
to work with retailers and third party 
processors to comply with PCIDSS.

You will find that your business 
probably falls into one of these  
four categories:

Level 1 – merchants that process  
more 6 million MasterCard transactions  
per annum

Level 2 – merchants that process 
between 1 million and 6 million 
MasterCard transactions per annum

Level 3 – merchants that process 
more than 20,000 MasterCard 
eCommerce transactions  
per annum

Level 4 – all other merchants

There are certain requirements such 
as systems audits, scans and self 
assessments that need to be 
conducted to make sure you comply 
with PCIDSS. If you are not sure what 
is required of your business we 
suggest that you contact your bank. 
However, information that you 
should not store under any 
circumstances include:

Full contents of any track data from 
the magnetic stripe on the back of 
the card

Card-validation codes – the 
three-digit value printed on or 
beside the signature panel of  
a MasterCard

Here are some best practices for 
storing data securely:

You should only store the portion of 
the customer’s account information 
that is essential to your business – i.e. 
name, account number or expiry date

Material containing this information 
should be stored securely with 
limited access by appropriate staff

You should destroy or purge all 
material containing data with 
cardholder information that you  
no longer require

You need to ensure that any  
third parties that you use secure 
your customers’ information as  
you do

You should notify your bank 
immediately if you suspect  
that your customers’ personal 
information may have been 
compromised

MasterCard’s PCI Merchant 
Education Programme
To increase the awareness and 
broaden adoption of the PCIDSS, 
MasterCard offers complimentary 
webinars to all organisations that 
participate in the payments industry, 
including retailers.

MasterCard has worked with several 
of the industry’s leading security 
firms, forensic investigators, Qualified 
Security Assessors and Approved 
Scanning Vendors to develop and 
deliver several insightful modules, 
which can be accessed at  
www.webcasts.com/mastercardpci.

The webinar series features:

•	 An Introduction to the PCI  
Security Council

•	 A Detailed Look at PCIDSS 
Standards

•	 A Merchant’s Journey Towards 
Compliance

•	 Understanding Account Data 
Compromises

•	 Preparing For a Successful PCI 
Assessment

•	 Reducing Your Risk: A Look into  
PCI Vulnerability

•	 Security and the Payments System

Businesses of all types and sizes are 
encouraged to use these resources, 
and to remember that protecting 
your customers’ personal information 
is not just important from a privacy 
perspective, but is critical to your 
own reputation.

By Craig Kirkland, Commerce Development 
Team, MasterCard New Zealand. Contact  
him at: craig_kirkland@mastercard.com.

Advertiser recognition
“May of this year was the first time Planit Design advertised in 
NZRetail. I was surprised that after this issue came out I received 
several enquiries, then by the third issue we were in I had a 
customer come into our office with the magazine under her arm, 
saying she had been looking everywhere for products like ours.  
We have obtained new clients and built new business relationships 
through advertising in NZRetail. It’s a great read and I know why  
the Association Members look forward to receiving the magazine 
every month – I certainly do!”

Leigh Dixon, Planit Design

Reader recognition
“The Warehouse is involved in every aspect of retailing in cities and 
towns across New Zealand. Keeping up with developments in retail 
is crucial, and NZRetail magazine is one of the tools we use to track 
industry trends. Anyone involved in retailing in New Zealand should 
read NZRetail.”

Stephen Tindall, formerly of The Warehouse

“We at Giorgio Armani Australia receive your magazine and read 
every issue.  Although we have strict parameters for our business, 
the magazine gives us a very direct and comprehensive view of  
the New Zealand retail industry and the latest local trends.” 

Mary Chiew, general manager, Giorgio Armani, Australia

“An excellent spread of topics covered ... great retail reference.”

Kevin H. Tongs, retail lecturer, UCOL Palmerston North

“The present mix (of retail topics) is excellent.”

Hilary Freer, The Picture Framers Limited, Pukekohe

“I just love your magazine.  It covers such a wide range of  
topics for smaller businesses (As well as the majors).”

Mallieanne Smith, Looks ‘n Lace, Alexandra

     …a simple quarter page advert in one issue 
of NZRetail created a greater response than an 
extremely expensive ad campaign we ran for 
one year with another publication. I now wish  
I had just ran with NZRetail. It obviously 
reaches the right people!

Zayne Francis, Sphere Design Capsule limited

“We regularly promote our products and company in NZRetail 
magazine as we believe it to be a quality industry publication  
that not only helps to clearly deliver our brand to this sector but 
also because it offers excellent content to the industry reader.  
By identifying with the industry through NZRetail we have 
certainly been able to grow enquiries and, ultimately, sales 
through this sector.”

Chris Booth, PSP



BOOKINGS AND ENQUIRIES
For more information, bookings or enquiries please contact:

Vikki Wilson
Advertising Manager
09 358 7297
027 544 2298
vikki@tangiblemedia.co.nz
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EVENTS – What: Where: When

SNIPPETS 

New Zealand Retailers Association 
Members are welcome to direct any 
queries to the Advisory Service on 
freephone 0800 472 472 or email 
advisor@retail.org.nz. Please quote 
your membership number.

ocTobEr 2011 
Public holidays
Hawke’s Bay Anniversary Day is 
observed on Friday 21 October
Labour Day is observed on Monday 
24 October
Marlborough Anniversary Day is 
observed on Monday 31 October
Public holiday entitlements apply.

Fireworks
Fireworks may be displayed for sale 
and sold only for four days prior to  
and including Guy Fawkes Day, i.e. 
Wednesday 2 to Saturday 5 November, 
inclusive. Fireworks may not be sold to 
anyone under 18 years of age.

Election Day heads up
Election Day is Saturday 26 
November. The Electoral Act 1993 
provides employees working on 
polling day the right to time off to 
vote. Getting it wrong could cost  
you $1,000.

Polling booths are open from 9am  
to 7pm. If an employee has not had 
reasonable opportunity to vote before 
work on polling day, they are entitled 
to leave work at 3pm in order to vote. 
They are not required to return and 
they do not lose any pay.

Digital  
Signage expo
6-9 March 2012, Las Vegas Convention Center
DSE (Digital Signage Expo) is the world’s largest and longest-running 
conference and trade show exclusively dedicated to the digital signage, 
interactive technology and digital-out-of-home (DOOH) industries. Next year,  
DSE will present new educational opportunities for the first time at its annual 
event in Las Vegas, themed ‘Digital Signage in a Connected World’.
For more information, visit: www.digitalsignageexpo.net.

TakINg  
coNTrol of 
your buSINESS
11 October 2011, 
Westpac Business Hub, 
Christchurch
The NZRA will be running an 
interactive workshop on ‘Taking 
Control of your Business’. Roy 
Hanrahan, an adviser with the New 
Zealand Retailers Association, will be 
talking about difficult situations that 
employers face with employees who 
can’t or won’t follow instructions or 
exhibit behaviour that is unacceptable 
to the employer. Roy will discuss what 
an employer can and can’t do to 
establish or enforce policies and 
procedures, what particular policies 
should be in place and how to deal 
with resistance from employees. This 
seminar is free of charge. To register, 
go to: www.retail.org.nz/nzraevents.  
If you have any questions or require 
further information, contact Rachael 
Earnshaw, Marketing Coordinator,  
on 0800 472 472 or at: 
rearnshaw@retail.org.nz.

pRogReSSiVe taKeS oUt  
SUpReMe MaRKeting aWaRD
Progressive Enterprises has taken out the Supreme Award at the TVNZ-TV Marketing Awards, held  
in late August. Operating 158 Countdown, Foodtown and Woolworths stores across New Zealand, 
Progressive set out 18 months ago to take some big risks and change the way they advertised during 
the post-recession. They recognised consumers had become exceptionally demanding and saving 
money was no longer enough. They wanted a brand they could trust and could build a long-term 
relationship with. They wanted deals. They wanted ideas. They wanted a great range. They wanted nice 
stores to shop in and they wanted great service. With all this in mind they took a leap of faith and it 
has paid off. Congratulations!

SPIElwarENmESSE  
INTErNaTIoNal Toy faIr
1-6 February 2012, Nürnberg, Germany
The coming Spielwarenmesse International Toy Fair Nürnberg starts a day earlier 
than before. Exhibitors and visitors now meet at the world’s biggest get-together 
for the toy industry starting on Wednesday, 1 February 2012. To make it easy for 
visitors and exhibitors to memorise the new fair date, Spielwarenmesse eG has 
developed an on-line game: Ready to go? In the game players must find their way 
to the toy fair by car through a maze of roads – and as quickly as possible. Every 
month, one of the players can win a night’s hotel accommodation worth €250. The 
raffle takes place on the first Wednesday of each month, starting now. All players 
will take part in a raffle for the main prize – an iPad2 – on the first Wednesday in 
February. Go to: www.toyfair.de/readytogo.

WINNING COLOURS
The striking colour scheme for Albany Senior High School in Auckland, 
created by Jasmax, has been awarded top honours in the Resene Total 
Colour Awards, taking out the Resene Total Colour Master – Nightingale 
Award.  The school chose between a neutral palette and a bright and bold 
option – bright and bold won hands down. Ten separate strong colours were 
introduced, one for each of the ten learning communities in the school and 
played off against bright carpet stripes and muted pinboard stripes. All the 
school’s colours were then brought together in the heart of the school (the 
entry foyer) where they were all represented in a larger-than-life pixelated wall 
that encloses the library. Here the colours represent the diverse aspects of the 
school coming together as one new, exciting and thought-provoking school. 
Jasmax also won the Resene Total Colour Education Award.

gooD EggS 
rEcogNISED
The question of who are the 
good eggs of the food 
industry has been cracked  
– and there are 38 of them. 
And of those 38, six have 
been recognised as outstanding in  
the sectors in which they operate.  
The New Zealand SPCA Blue Tick and 
Compassion in World Farming have 
partnered to present the inaugural Good 
Egg Awards in New Zealand. The awards 
recognise food industry businesses that 
support animal welfare and act in 
sustainable and responsible ways, by 
sourcing cage-free eggs throughout the 
supply chain. More than 180,000 New 
Zealand layer hens are set to benefit  
this year as a result of the Good Egg 
Award winners policies to date. The six 
sector-winning Good Eggs for 2011 are:

Retail: Farro Fresh, Auckland. 
Restaurant: The SKYCITY Entertainment 
Group, Auckland. Dine by Peter Gordon, 
Rebo Café & Bar and Terraces Restaurant 
at the Grand Hotel. 
Farmer / Producer: Henergy Eggs Ltd, 
Masterton. 
Food Manufacturing / Food Service: 
Kokako, Auckland. 
Café / Catering: The Library Café, 
Auckland. 
Takeaway: McDonald’s Traill Group, 
Christchurch. McDonald’s stores at 
Merivale, Riccarton, Hornby, Hillmorton, 
Northlands Mall, The Palms Mall and 
Westfield Riccarton Mall.

For more information, go to:  
rnzspca.org.nz/bluetick or: ciwf.org.uk/.

3-5 November 2011, 
Saigon Exhibition and 
Convention Center 
(SECC), Ho Chi Minh City
All about the secret of making 
money! Vietnam International Shop 
+ Franchise Show 2011 is Vietnam’s 
leading exhibition. Now in its third 
year, this year’s focus is on helping 
you to find out the secret of making 
money! With incomes rising, and an 
emerging middle class, there is 
considerable demand for lifestyle-
oriented products and services in 
Vietnam – an opportunity for all 
retailers and franchisees to look into. 
Go to, www.vietsf.com.

2011 VIETNam 
INTErNaTIoNal 
ShoP aND 
fraNchISE Show 

NEW WORLD RETAIL 
HALL OF FAME 
INDUCTEES
Burt Tansky, Chairman of Neiman Marcus; Isidoro Alvarez, Chairman and CEO  
of El Corte Ingles, and Tadashi Yanai, Chairman and CEO of Fast Retailing/Uniqlo, 
are set to join the retail elite in the World Retail Hall of Fame. The three retailers 
have been chosen by industry leaders and experts across the globe in recognition 
of their achievements and dedication to the retail sector, as well as their 
contribution to the businesses with which they have been connected. The  
three individuals were inducted during a special ceremony at the World Retail 
Congress, which took place during September in Berlin.

PaPEr PluS waNaka 
Paper Plus Wanaka is at the top of its game after being 
named the best in the country. Paper Plus has won the 
2011 Thorpe Bowker Group Bookshop of the Year 
Award as part of the 90th annual Booksellers NZ 
Conference industry awards held at Te Papa in 
Wellington. Store owner Chris Lumsden says winning 
the award is reinforcement of the store’s commitment 
to providing the best service to its customers. “We 
are absolutely thrilled. We make a huge effort to cater 
to the needs of our customers in this town and the 
award is a huge endorsement that we are, in fact, 
meeting those requirements.” The store is also heavily involved with the local 
community and is a strong supporter of the local St. John’s service.

 inVoiCe 
FinanCe 
SpeCialiSt 
Bibby Financial Services, one of the 
world’s largest non-bank specialists in 
invoice finance, has officially expanded 
into New Zealand this week, opening  
its first office in Auckland.  Headed by 
New Zealand national sales manager 
John Blackmore – who has 24 years’ 
experience working for non-bank and 
bank lenders in New Zealand – Bibby will 
offer specialist invoice finance solutions 
to SMEs, particularly those with an 
annual turnover of between half a million 
and $5 million. Invoice finance operates 
by providing a company with cash flow 
while waiting, often up to 60 days, for 
invoice payments. To find out more, 
contact John Blackmore, Bibby  
Financial Services, on: (09) 925 3285  
or 021 157 9969.

Tadashi Yanai, Chairman and 
CEO of Fast Retailing/Uniql

Burt Tansky, Chairman of 
Neiman Marcus

Isidoro Alvarez, Chairman 
and CEO of El Corte Ingles

chris lumsden presenting his 
speech at the 2011 Thorpe 
bowker group bookshop of 
the year awards.

laUnDRo CaFe
If books and coffee can be successfully combined then why not laundry and 
coffee? That is the premise behind Wash & Coffee, a German enterprise from 
Henkel and Bosch-Siemens that blends laundromat and café to ease the pain  
of cleaning clothes. A cosy lounge atmosphere welcomes visitors to Munich’s  
Wash & Coffee, where washing machines, dryers and detergents are on hand for 
self-service use. While clothes are getting clean, visitors can enjoy Wash & Coffee’s 
free Wi-Fi and entertainment events, as well 
as purchase a range of coffees, espresso 
drinks and snacks, including cakes, soups, 
bagels and salads. Combination specials offer 
reduced pricing for those who purchase both 
laundry service and refreshments. 
Source: OnFood.com.au

*  newsclips  *

At Lightfair International 2011, the focus was on codes, controls, 
consistency in LED performance and mega-corporate entries into  
the lighting arena.

4Cs of LIghtIng  
At LIghtfAIr

Good, Bad & Ugly of Lighting 
Regulations and Energy Codes’. 

For retail, the improvements in 
light-source efficacy reported for 
super T8 fluorescent and ceramic 
metal halide lamps offer extended life 
and a higher colour rendering index 
(CRI) climbing into the low- to 
mid-90s that will give customers  
an accurate visual assessment of the 
product’s true colour. 

“Lighting technology has to mesh 
with merchandising strategy,” said 
Lightfair attendee and retail lighting 
specialist Bernard V. Bauer, principal 
of Integrated Lighting Concepts, 
Westlake Village, Calif., following  

a tour of the exhibits. To gain more 
sales floor illumination, designers can 
specify built-in lighting in casework 
and display units, Bauer suggests. 
“Fine jewellery, for example, can be 
illuminated with more impact and less 
watts/ft² by using lighting built into 
displays. Under-counter, under-

L ightfair International’s 2011 
edition drew an audience  
of over 20,000 for the five- 

day event, May 15-19, staged in 
Philadelphia’s expanded Pennsylvania 
Convention Center. Lightfair moved 
this year to Philadelphia due to the 
renovation of sections of the Javits 
Center in New York City, the  
show’s every-other-year destination. 
Lightfair returns to Las Vegas in 2012. 

Filling the convention centre’s 
exhibit floor were 475 companies, 
displaying their current innovations 
for lamps, luminaires, controls, and 
daylight harvesting techniques.  
A full slate of courses and seminars 
presented current illumination 
technology – from generation  
to energy-efficient delivery. 

While worldwide electricity 
consumption (2009) was clocked  
in at 17.8 billion kWh (lighting 
accounted for 27 per cent, or 4.7 
billion kWh), reducing the amount 
of energy expended for business, 
industrial and residential use was 
approached from numerous  
speciality viewpoints. 

“Designers are increasingly facing 
more issues and restrictions that 
impact on how lighting installations 
are planned and designed,” said 
Glenn Heinmiller, principal of Lam 
Partners, Inc., Cambridge, Mass.,  
a speaker in the session called ‘The 

“Lighting 
technology has 

to mesh with 
merchandising 

strategy.”

Left LUXEon A from Philips Lumileds 
received the technical Innovation 
Award at Lightfair International 2011. 
the  improved technology employed 
in the manufacturing process provides 
consistent quality of light from LED to 
LED, at 2700K and 3000K.  
www.philips.com

Opposite Part of gE’s Lightfair exhibits 
was a free-standing display emphasising 
Energy Smart/LED retail PAr 38 lamps 
that consume a low 17 watts of energy. 
gE estimates savings of over US$118 in 
energy costs over the life of the lamp vs. 
a standard 60-watt halogen PAr 38.  
CrI has been boosted to 90 with 
high-saturated reds.

Above Backed by its parent company, Mitsubishi Chemical Corporation, 
Verbatim America, LLC is entering the north American LED lamp and fixture 
market with a product line that includes LED retrofit lamps, high-colour 
rendering LED components, and colour-tunable oLED panels. Verbatim’s 
VxrgB LED lighting products were designed to replicate natural light by 
using violet LED chips, exciting red, blue and green phosphors and other 
MCC materials to enable high-quality comfortable lighting environments.  
It is promoting Mitsubishi Kagaku Media’s quality control and warranties.  
www.verbatimlighting.com

*  Retail lighting update  *

TheaTer  
of Tea

Cha Cha Thé in Taipei elevates the 
traditional tea shop to museum-quality 
design status. elegant displays of tea 
canisters, tea accessories, and packaged 
tea sets are shown in a sculptural, jewel-
like aura. 

In its literal translation, taken from 
a classic Chinese poem, ‘Cha cha’  
has reference to magnificence and 

abundance. It forms the core identity 
of Cha Cha Thé in Tapei, a gem of  
a tea emporium where visitors can 
surround themselves with a multi- 
sensory appreciation of all things 
related to the enjoyment of tea.  

Cha Cha Thé is a venture of 
Taiwan’s leading female entrepreneur, 
Wang Chen Tsai-Hsia. Her successful 
30-year career in fashion design and 
merchandising with her Shiatzy 
Chen brand extends to 48 outlets  
in Taiwan – about half of which  
are owned while the other half are 
shop-in-shops in department stores. 
Two manufacturing facilities – in 

Taipei and Shanghai – produce and 
distribute more than a 100,000 items 
annually by a staff of over 1,000. 

With her fashion empire on a  
firm financial footing, she turned her 
creative energy to a favorite pursuit  
of advancing the renewal of Chinese 
culture. She has been quoted as saying 
that Taiwanese pride themselves  
in living in a country of cultural 
sophistication. “However, until now, 
there was not any significant tea  
brand of our own positioned on the 
international market,” she observed. So, 
with typical determination, she spent 
two years developing a programme  
to branch out into producing and 
retailing a Taiwan-based upscale tea 
brand. Her marketing savvy and style 

Above Cha Cha The’s reception counter features amber glass pendants with 
decorative filaments.

Opposite The simple and stylish decor includes a beautiful bronze samovar.  
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*  retail design  *

SUBSCRIBE TO NZRETAIL
If you’re not a member of the New Zealand Retailers Association, you can still keep up to date with the latest retail business news,  
trends and developments with a subscription to NZRetail. The magazine is published 11 times per year (monthly, except January).

Non-members subscription offer 
12 month subscription (11 issues)	 $82.50			   24 month subscription (22 issues)	 $145.00 

If you’re a member of the New Zealand Retailers Association, and if you’d like to order extra subscriptions for your staff  
as a discounted rate, please contact Ange Hinriks by email ahinricks@retail.org.nz or phone (07) 307 2923.

12


