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Education matters - and nowhere more than in the pages of 
School House, the UK’s largest guide to independent education, 
with the widest distribution. As the new magazine’s new editor, I’m 
delighted to offer you the chance to engage with one of the most 
interested, discerning and well-informed readerships in the UK. 

School House is an indispensable resource, a bi-annual 
magazine and directory providing the latest educational news 
and a tailor-made guide to the best schools in the UK. We 
offer a comprehensive directory too, so families of prospective 
students have the latest facts and figures at hand while making 
one of the most important decisions of all: selecting their child’s 
independent school.

My own education - Clifton High School in Bristol and then 
Royal Holloway, University of London where I read English 
Literature – set me up perfectly for my  career in journalism. 
For more than 30 years, I’ve worked for the major British 
newspapers, principally the Daily Telegraph, where I am a 
Senior Commissioning Editor. I’m also the co-author of the 
psychotherapy self-care book Boundaries (Harper Collins).

It’s an exciting time to be joining School House. As our children 
look to a world full of unimaginable challenges and thrilling 
opportunities, what could be more important than making sure 
they attend the school that is right for them. And what greater 
privilege do we at School House have - through both editorial 
and advertising - than helping parents to make that decision 
with confidence and clarity.

Victoria Lambert
Editor

FROM THE EDITOR
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UK Distribution  
School House is a biannual title hand-delivered 
to Central London’s most affl uent homes. The 
magazine is also on sale in WHSmith, Waitrose, 
Marks & Spencer and 2,500 other retail outlets 
throughout the UK and Ireland. It is available at all 
leading estate agents nationwide, targeted fi ve-star 
hotels and UK and worldwide fi rst-class airline and 
private jet lounges. School House Scholarships & 
Bursaries is an annual title hand-delivered to ABC1 
homes in London and also available at the same 
outlets and institutions as School House.

Overseas Distribution  
In addition to the highly targeted AB UK 
distribution, School House benefi ts from a high 
volume international circulation into BA First Class 
lounges worldwide, together with Cathay 
Pacifi c, Singapore Airlines, Emirates, 
American Airlines and United Airlines. As 
a result School House will be available 
to AB International travellers coming 
into the UK in First Class and private jet 
lounges worldwide from cities including 
Amsterdam, Bahrain, Barcelona, Boston, 
Brussels, Cape Town, Chicago, Dubai, 
Frankfurt, Geneva, Hong Kong, Istanbul, 
Johannesburg, Lagos, Madrid, Miami, 
Montreal, Moscow, Paris, San Francisco, 
Singapore, Tokyo, Vancouver 
and Washington. 

DISTRIBUTION 360˚

Total page views/month 3 million+
Unique visitors/month 330,000+
Session dwell 2min 30secs
Ad impressions 3 million+
Demographic (F/M %) 65 / 35
Age 25–54
Total reach 500,000+

UK distribution 60,000

UK readership 150,000

Worldwide total distribution* 80,000

Worldwide total readership 200,000

PRINT AUDIENCE

 DIGITAL AUDIENCE

61% 39%

90% 99%

78k
21k
18k

51k

FEMALE MALE

AB ABC1

Figures by independent reader survey               * For Great British Brands 

All fi gures as at August 2021

NEWSLETTER
Email Subscribers

PODCASTS
Downloads

PRINT, ONLINE, TABLET, MOBILE, 

SOCIAL, VIDEO,  DIGITAL SOLUTIONS, 

PODCAST & EVENTS 

280k

  AG E   2 8 – 5 6  
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ADVERTISING

PRINT

— Inside Front Cover Spread
— First 4 Double Page Spread
— Double Page Spread
— Full page
— Advertorial
— Half Page
— Quarter Page
— Outside Back Cover
— Inside Back Cover

£5,500
£4,000
£3,000
£1,800
£2,200
£1,000
£600
£4,000
£2,500

ONLINE

— Publication of school news online and across social media
— Extended Online listing with school details, open days, entrance procedures  

and detailed school life information when advertising in print
— Basic Online listing with school details, open days and entrance procedures for  

all previous advertising schools

SCHEDULE

— School House (Spring/Summer) 
— School House (Autumn/Winter)
— Scholarships & Bursaries

Feb 2022
Sept 2022
Oct 2022

For more details please contact  
Camilla van Praagh on 020 7384 9023  
or email camilla@schoolhousemagazine.co.uk
OR Melissa Campbell on 07968 254 773
or email melissa@schoolhousemagazine.co.uk

For online enquiries please contact 
Ruby Featherstone on 020 7384 9020 
or email ruby@schoolhousemagazine.co.uk
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Imogen Jones and Finn Sansom, Shrewsbury School, Shropshire
Imogen Jones and Finn Sansom, both 18, are head girl and boy of Shrewsbury School, Shropshire, a co-educational day and boarding 

independent senior school with 800 pupils. Imogen is a day pupil taking A-levels in Philosophy and Theology, French and Spanish and hails from 
a long line of Salopians. She wants to study languages at Durham, to spend her language year out working as a journalist in France and Latin 
America and dreams of working for the UN or of being a human rights lawyer in South America. When not studying she is to be found on the 

tennis court, acting or volunteering. She works at a food bank and helps younger pupils to read at the local primary school. 
Finn, who is also reading Philosophy and Theology, as well as Biology and Chemistry, is captain of the 1st XI football team. He plans to spend 

his gap year playing football at non-league level to garner the experience to win a football scholarship to Stanford or UCLA in America where he 
can balance professional standard football with an amazing education. The youngest of four brothers, who are all Old Salopians who went onto 
Bristol, Finn is breaking the mould in more ways than one. He is passionate about politics, loves debating and is, by his own admission, the first 

ever socialist Salopian headboy. We are sure that Old Salopian, Charles Darwin standing high on his pedestal in the background would approve. 

Portrait by Hugo Burnand
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PICK ‘N’ MIX SPORTS

At St Dunstan’s College, London, the sports 
department are shaking things up and 
moving towards a gender-neutral sporting 
model, enabling all pupils to have access to 
all sports at the College. The school is excited 
to become more inclusive and to reduce 
reinforcing gender and sex stereotypes, 
gender bias and prejudice.

Eleanor Russell, a 14-year-old from Cobham 
Hall School in Kent, is the new Kent County 
Javelin champion, taking second place in the 
hammer events and scoring a further personal 
best in discus and shot put. The all-round field 
star threw 29.22m in the javelin. 

Dauntsey’s School, Wiltshire, has been 
celebrating 50 years of its Sailing Club. 
The club started in 1970 when pupils at the 
landlocked school were inspired by their maths 
teacher to take up sailing. The Jolie Brise has 
borne Dauntsey’s pupils across the Atlantic 
six times, the Bay of Biscay ten times and 
navigated up to 200 miles in the Arctic Circle.

MASTER 
DEBATERS

A team from Wellington 
College in Berkshire has 

won the national debating 
championships at the 

English-Speaking Union’s 
School’s Mace. Four lower- 

sixth pupils opposed 
the motion proposed by 
Bishop’s Stortford High 

School, Herts, ‘this House 
regrets the romanticisation 

of motherhood,’ questioning 
what motherhood has 

meant for women 
throughout history.

PERFORMING & ARTS  
Students from the University of the West of England (UWE), Bristol, inspired art students 

at Abbey College Manchester with a series of creative workshops covering topics like the 
process of character design and sketching. 

A virtual performance by Year 11 and 13 drama students at Farlington School in West 
Sussex was named ‘Best Senior Production’ in the prestigious ISA Drama Competition. 

Rugby School, Warwickshire, have reinvented their Edinburgh Fringe production 
by turning their stage show into a radio play. The weekly 10-minute episodes have been 
recorded at home on mobile phones using voice recording apps which were then stitched 
together with sounds effects and original music recorded by one of the cast.

DEEP IMPACT 
Head boy at Queen Ethelburga’s 
Collegiate, Yorkshire, has been awarded 
the ISA’s Lexden Prize for 2021. The prize 
celebrates the achievement of sixth formers 
in education in Independent Schools 
Association member schools; focusing both 
on academics and the wider impact the 
student has on the school community. 

AWARDS AND WINNERS  
Bedford Boys’ School’s entrepreneur-in-
residence has been recognised with the 
highest accolade for social action and 
humanitarian efforts, the Diana Award. 
Zubair Junjunia was honoured for tackling 
inequalities in education through his 
revision platform Znotes which provides 
pupils all over the world with free access 
to the highest quality of education. 

 Abbey College 

 Manchester 

 art students  

 Dauntsey’s Sailing club 

 aboard the Jolie Brise  Cyrus Zarrebini, Head Boy at 

 Queen Ethelburga’s Collegiate 

 Wellington College debating team 

 Mixed-gender sport at 

 St Dunstan’s College 
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SENIOR 
SCHOOLS
Green deals, heroic songs and sporting changes
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QUALITY SCIENCE

TONNES OF TECH
Tonbridge School, Kent, hosted a virtual 

Science Conference which attracted a global 
gathering as students from Australia, Mexico 

and the USA joined those from various schools 
in the UK. Now in its sixth year, the conference 

brought together students to present their 
own work, discuss scientific topics and 

share their passion for discovery. Tonbridge 
have also carried out advanced scientific 
investigations with the use of a Scanning 

Electron Microscope loaned to them by Hitachi 
as part of a partnership with the Institute  

for Research in Schools.  
 

BLASTING OFF
Three Year 12 students at Cheltenham Ladies 
College, Gloucestershire, will have five of their 

research experiments launched into space 
on NASA’s scientific balloon as part of the 
Cubes in Space global engineering design 
competition. The cubes will collect data for 

experiments and be analysed on their return. 

THE ITALIAN JOB 
A team of sixth-form 

physicists from South 
Hampstead High School 
in London has become 
the first all-girls team 

to win a national safe-
cracking competition, 
at the Weizmann UK 
Physics tournament. 

Teams were tasked with 
designing a safe which 

could be cracked 
only by solving 

physics problems 
and riddles. A big 

win for women 
in STEM. 

BIRDS AND BEES
Sherborne Girls and the 
Gryphon School in Dorset 
are rewilding their school 
grounds in partnership 
with Operation Future 
Hope who are building 
awareness of the urgency 
to foster biodiversity. More 
schools are signing up. 

Boarding students at 
ACS International School 
Cobham, Surrey, have  
been busy building, 
painting and maintaining 
two new beehives.

MUSICAL MAESTROS
Talented young musicians from Duke of 

York Royal Military School, Kent, have won 
numerous Musician of the Year awards 

including Senior Musician of the Year 
Classical and Intermediate vocal winner. 

  MUSIC HEADLINES  
Alumni of Somerset school, Millfield, 

Rosie Smith has released her debut single, 
Talking With Your Hands, which highlights 
domestic abuse after spikes in reports of 
abuse during the pandemic. She hopes 

her song will encourage people to discuss 
openly the dangers and horrors of domestic 
abuse. Meanwhile, a four-piece band from 

Brentwood School, Essex has released its EP 
named Headlines, labelling it ‘proper beach 

indie summer vibes’.

NEW COURSE 
GALORE
Sedbergh School, Cumbria, 
are working with Ivy House 
London to provide FTSE 
100-style leadership 
training for their sixth 
formers to prepare them 
for future careers and 
build their aspirations to 

achieving top leadership positions. Ivy House London specialises in 
developing senior leaders in the UK’s top commercial companies.

Taunton School, Somerset, has become the first institution 
in the UK to offer international students a bespoke alternative 
pathway to top universities around the world. The International 
Foundation Year course was launched at Taunton last year and 
so far has produced a 100 per cent pass rate.

 Working hard at Sedburgh School 

 Brentwood School’s 

 four-piece band, 

 The News 

 Beekeeping at 

 ACS International School Cobham 
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BR AVE 
NEW WORLD
Victoria Lambert considers how schools 
are preparing pupils for a workplace 
barely conceived

 THE JOURNALIST 

O
ne of the greatest lessons we have learnt in 
the past months has been how the modern 
world is presenting new challenges for 
humanity. From pandemics like Covid-19 
– so easily spread thanks to international 

trade and mass tourism – to new challenges brought 
about by climate change, from wild fires to flooding.

Meanwhile, there are exciting opportunities too. 
Look at the dynamism of entrepreneurs such as Elon Musk with his 
vision for space travel or Jeff Bezos, whose $10 billion Earth Fund has 
been set up to invest in the environmental sector.

No wonder our children no longer aspire to the old traditional 
careers. Why be an accountant or a fire fighter when you can become 
an astronaut or an activist?

And those are not pipe dreams; to take on the challenges of 
this century, there are calls for 21st-century armies, consisting of 
engineers and medics, scientists and cyber geeks. US universities are 
already expanding existing courses to cover not just space science and 
engineering but also space entrepreneurship, management and law.

According to global accountants, PricewaterhouseCoopers (PwC), 
in its recent Workforce of the Future report, almost half of us (47 per 
cent) think that traditional employment will not be around by 2030 and 
instead, we will all have our own personal ‘brands’, selling our skills to 
those who need them.

The World Economic Forum’s Future of Jobs Report 2020 confirms 
that the most in-demand occupations or specialties did not exist 10 or 
even five years ago, and warns the pace of change is set to accelerate. It 
quotes the ‘Shift Happens’ theory that 65 per cent of children entering 
primary school today will ultimately end up working in completely new 

job types that don’t yet exist.
Fortunately, for pupils educated 

in independent schools, these 
schools have always been able to 
offer flexibility in a wide range of 
subjects, expertise and experience. 
So how and where is that vision 
being expressed?

At St Paul’s School, West 
London, a dedicated Careers and 
Universities department exists to 
prepare pupils for the next steps 
in their education. The world of 
work has always been a priority 
for the school. Head of Careers, 
Rebecca McGreevy explains: 
‘We have established a new 
student-led careers society which 
aims to demystify industries and 
career routes by hosting weekly 
‘career conversation’ events. These 
informal events invite school 
community members to speak 

about their career pathways and their views on the future of their work.’
Rebecca Tear, Headmistress at Badminton School in Bristol says her 

students are already going on to a wide range of university choices: from 
Film Making to Medicine, Architecture to Marketing and Neuroscience 
to Economics. ‘Entrepreneurship is something that students are keen 
to engage with,’ says Tear. ‘From our Year 7 and 8 entering our Student 
Initiative Fund competition to win seed funding for their project through 
to taking part in the national Tycoon Enterprise Challenge where they 
create a business plan, manufacture a product and bring it to market.’ 
A Badminton team called The Citrus Way won overall in 2020.

At St Catherine’s School Bramley, Headmistress Alice Phillips explains 
that students are exposed to the continuous developments across many 
disciplines and career sectors. ‘As well as careers events and lessons,’ Phillips 
says, ‘academic departments highlight new developments and applications 
of these.’ The Design and Technology classes, for example, explore uses 
for exciting new materials and IT students attend the annual Teen Tech 
event to see how technological change is impacting on business products 
and processes. Sixth form Economists recently attended the annual Royal 
Economics Society Lecture which this year focused on Digital Disruption 
and scientists learn about advances in pharmaceutical development, a 
significant topic at this time especially.

‘By recognising that change is normal we encourage a growth mindset.
As a result, the changing world of work becomes an exciting opportunity, 
not something to be feared,’ explains Phillips. 

At Badminton, future career building skills also begin early: ‘We start 
in our Junior school, working with students to identify their character 
strengths and how they inform their ways of working and communicating. 
In the Senior School, we then build through our own Badminton 
Baccalaureate which focuses on activities and skills beyond the classroom, 
encouraging pupils to explore opportunities and get practically involved 
to appreciate how skills can be applied, how classroom knowledge can 
support real life applications and to explore a range of fields to see if they 
are of interest to the individual.’

Additionally, says Tear, the school also follows the A-level Mindset 
course known as VESPA which helps students establish different ways of 
thinking. ‘Students are encouraged to think about Vision (motivation), 
Effort, Systems (organisation), Practice and Attitude.’

With so many unknowns, which subjects will dominate A-level choices? 
The sciences plus computer science will be important, says Ed Elliott, Head 
of The Perse School, Cambridge, ‘as they have been for many decades. 

 Getting fired up at 

 Badminton School, Bristol 
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FOCUS

A CALL  
TO ARMS
Medics, engineers and cyber geeks are the 
armies of today’s frontline and we need more  
of them as the pace of change accelerates,  
say professionals and educationalists

 FOCU S  O N 

High Road, Woodford Green, Essex IG8 0RF
0208 505 4821
www.bancrofts.org

“An outstanding school - bright children and dedicated staff” 
Good Schools Guide

school house autumn 2021 Bancrofts.indd   1school house autumn 2021 Bancrofts.indd   1 27/05/2021   12:35:5827/05/2021   12:35:58

Developing  
Remarkable  
People

Since 1541

berkhamsted.com        admissions@berkhamsted.com

Pre-Prep • Prep • Girls • Boys • Sixth
Located in a Chiltern Hills market town just 32 mins direct from         Euston

DISCOVER MORE

GO ANYWHERE...
Follow our journey

Beachborough School, Westbury, Brackley, NN13 5LB 

01280 700071  •  admissions@beachborough.com

www.beachborough.com

@Beachborough

START HERE,

Autumn/Winter 2021| SCHOOLHOUSEMAGAZINE.CO.UK | 211

HOME COUNTIES NORTH SCHOOLS

Where are the skills your 
child will need

to resolve global conflict?

Every day at Sevenoaks, students practise negotiation, service provision,
team working, critical thinking, creative thinking and complex problem solving;

essential skills our alumni will use to reshape their world.

www.sevenoaksschool.org

Well, negotiation skills are embedded in the curriculum at Sevenoaks 
School. Our alumni certainly go on to achieve extraordinary things; equipped as 
they are with the skills they need to change the waiting world.

Stephen Hale for example, mastered negotiation at Sevenoaks. He left to 
work with Friends of the Earth and Oxfam, amongst others. Now he has an OBE 
and is CEO at Refugee Action, a UK charity that supports people fleeing war.

It’s worth considering then, that many of the skills your child may need to 
make a significant impact, can be acquired here at Sevenoaks.

Registered charity 1101358

Vinehall
ROBERTSBRIDGE EAST SUSSEX

VINEHALLSCHOOL.COM

An independent day, boarding 
school and nursery for girls and 
boys aged 2-13

OPEN DAYS 
17th & 18th September 2021 

admissions@vinehallschool.com
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THE CURRICULUM: Designed to be holistic and stimulating, daily life 
at Westbourne House is an unforgettable journey of discovery: science 
experiments, languages, IT, fi eld trips, drama, art, orchestras, kayaking 
and more. We attract talented teachers who instil a joy of learning. We 
systematically teach intellectual curiosity and confi dent learning, and children 
are encouraged to be the best they can be. Leadership, peer mentoring, 
mindfulness, wellness, cultural opportunities, charity work and trips are vital to 
the experience.

GAMES & THE ARTS: Sport is played daily and our excellent coaches build 
a love of being active. All pupils represent the school in matches. Our new 
Performing Arts Centre is a hive of music and drama with West End-style 
shows, all-inclusive productions, ensembles, bands and world music. Art, 
textiles, food tech, resistant materials and ceramics are much-loved by pupils.

PASTORAL CARE: There is a strong sense of family and community. 
Children feel secure and have a network of support by way of headteachers, 
teachers, form tutors, pastoral staff and houseparents. Kindness, empathy and 
our Westbourne Way are key cornerstones which are reinforced daily. Staff 
give pupils lots of time: we focus on the whole picture of the whole child.

DESTINATION SCHOOLS: Bedales, Brighton College, Canford, 
Charterhouse, Cheltenham Ladies’ College, Cranleigh, Eton, Harrow, Hurst, 
Lancing, Millfi eld, Portsmouth High School, Portsmouth Grammar School, 
Seaford, Sherborne, Stowe, Wellington College. 150+ scholarships since 2017.

HEAD TEACHER’S PHILOSOPHY: A happy, healthy education is one 
that lights up young minds, explores the world around them, develops new 
interests and presents wonderful opportunities. All these elements are at 
the heart of a Westbourne House education. Our exceptional staff enable 
every child to become confi dent, resilient and achieve their best.

OUTSTANDING CHARACTERISTICS: We are a High Performance Learning 
(HPL) World Class School and received The Week independent school 
award for ‘Best for Music’ in 2021. Children love the daily opportunities for 
independence, self-discovery and adventure in 100 acres of parkland. We build 
children’s skills for the future with leadership, teamwork and peer mentoring 
opportunities. Friendly and welcoming boarding experience from Year 4.

ADDRESS: Coach Road, Chichester, West Sussex, PO20 2BH
WEBSITE: www.westbournehouse.org
FOUNDED: 1907
NUMBER OF PUPILS: 374 
AGES: 2-13
FEES: Reception, £3,660; day Year 5, £6,300; weekly boarding, 
£7800; full boarding, £8,874
HEAD TEACHER: Martin Barker BA (Ed)
RELIGIOUS AFFILIATION: Church of England
ENTRANCE PROCEDURE: Non-selective
CONTACT: Aline Pilcher, Admissions; 01243 782739
EMAIL: admissions@westbournehouse.org
SCHOOL VISITS: Open morning 2 Oct 2021 or contact admissions for 
a private tour and chat with our headmaster.

Westbourne House
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BOLD VOICES
Mark Mortimer, Headmaster of Bryanston, says the responsibility to address the 

Everyone’s Invited revelations must be shared by schools, parents and the government

E
arlier in the year, harrowing personal accounts of misogyny, 
harassment and sexual assault from children and young adults 
around the country received a great deal of media attention.  
The impact on schools – on society – has been profound and 
many have realised they need to act quickly but not rashly. 

What is encouraging is that 
the subsequent debate and 
discussion about gendered 
violence and gendered inequality 
is widespread, but actions speak 
louder than words. Schools have 
a central role to play in raising 
awareness, challenging, and 
changing societal behaviour. 
Relying solely on the traditional 
PSHE curriculum is not enough. 

Bryanston is a school that 
has always celebrated its culture 
of openness, diversity, and 
tolerance, but I am neither naïve 
nor complacent. Bryanston was 
mentioned on the Everyone’s 
Invited website and there is 
more we can, and will, do. This 
commitment underpins our work 
with Bold Voices, an organisation 
that aims to educate young 
people about gender inequality 
and gendered violence. Founder, 
Natasha Eeles and I have worked 
together for several years. 
Last year, we started to plan a 
comprehensive and sustainable 
programme at Bryanston to 
champion equality and challenge 
some widespread and engrained 
stereotypes: blue vs 
pink, roles around the 
house, gender bias in 
certain professions, in 
the choice of academic 
subjects, even of musical 
instruments.

However, what must 
not happen is for schools 
to be left to tackle this 
cultural concern alone. 
As adults, parents or 
teachers we must take 
responsibility not to be 
a bystander, to speak out, to set an example and model the change 
we want to see, calling out gendered stereotypes, slurs and insults. 
The concerning findings of the recent Ofsted report show how many 
victims felt there was no point in reporting harmful sexual incidents, 
and simply shrugged them off as ‘normal’ behaviour. I have no doubt 

that many teachers and parents significantly underestimate the extent 
of the problem. 

To make reform, the government has a vital role to play. Just as 
importantly, so do parents. It’s essential that children get the same 
messages at home and at school. As a teacher and parent of three 

young children, I understand 
that it’s not always easy to know 
what to say or how to support 
one’s children. I am no expert, 
but simply accepting that fact is 
an important first step. There is 
a lot of valuable advice available 
and research will quickly pay off. 
An honest, understanding and 
a non-judgemental approach 
when talking to one’s children is 
invaluable. Listen to them: what 
do they think, what have they 
experienced? Many schools, like 
Bryanston, also offer educational 
support for parents via seminars 
or online resources. I encourage 
parents to engage with these and 
take advantage of them.

Our reflections have now 
widened the scope of the Bold 
Voice programme, ahead of its 
launch this month. It will be 
ongoing, not just throughout 
this academic year, but in the 
years ahead. Working with pupils 
and Bold Voices, the programme 
will evolve and adapt. It will be 
for pupils, staff and parents, 
while also involving the local 
community. Everyone, whatever 

their gender, age or 
background, must 
feel included in these 
conversations. Bryanston 
is a proud member of 
the Blandford Schools’ 
Network of local state 
schools, the majority 
of which are primary 
schools. The intention 
is for our pupils to work 
with younger children at 
an age where gendered 
perceptions are formed. 

This is not virtue signalling. It is the right thing to do. We have a lot 
to learn, I have a lot to learn, but we are committed. It is for the long-
term. I am proud to lead a school where pupil voice is empowered. 
Where students stand up for equality and mutual respect is in the fabric 
of their being. n

Bryanston is a proud member of the 
Blandford Schools’ Network of local state 
schools, the majority of which are primary 
schools. The intention is for our pupils to 

work with younger children at an age where 
gendered perceptions are formed.

Mark Mortimer
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SENIOR HEAD VIEW

 Bryanston School, Dorset 

READ & LEARN
Books and apps to feed curious minds
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APP-Y MINDS, 
APP-Y KIDS

Feisty 
Tales

Inspirational 
Stories

Planet 
Know-How

Young 
Nourished Minds

 AGES 16+ 
I Am Not Your 
Baby Mother
Candice Brathwaite shares 
her journey as a black 
British mother. Quercus 
Publishing, £8.99

 AGES 16+ 
The Underground 
Railroad 
Colson Whitehead’s 
fantastic book about 
runaway slaves is now 
a knockout Amazon 
Prime series. Antebellum 
American fiction at its 
best. Little, Brown Book 
Group, £8.99

 AGES 12+ 
Dune
Get ahead of the big 
screen release of Frank 
Herbert’s science-fiction 
novel set on the feudal, 
drought-ridden planet 
of Arrakis. Hodder & 
Stoughton, £9.99

 AGES 8+ 
Arctic Star
Tom Palmer writes a 
WWII naval adventure 
story inspired by the Navy 
convoys through the 
Arctic in language more 
accessible for dyslexics. 
Barrington Stoke, £6.99

 AGES 15+ 
Who the hell is? Series
Jargon-free books talk 
about the ideas of the 
world’s greatest thinkers, 
including Kant, Plato and 
Melanie Klein. Who the hell 
is…? £10.99

 ALL AGES 
Adventure Revolution: 
The Life-Changing Power 
of Choosing Challenge
Belinda Kirk’s adventure 
book inspires positive 
transformation of our 
physical and mental selves.
Little, Brown Book Group, 
£14.99

 ALL AGES 
The Deep Blue
Charlotte Guillain and 
illustrator Lou Baker Smith 
explore the effects of 
global warming and plastic 
pollution in an adventure 
to the depths of the sea. 
QED Publishing, £12.99

 AGES 7-11 
A Robot Called B4
Worcester Bosch’s book 
inspires children to take 
care of the environment. 
Two friends travel to 
the prehistoric era with 
a friendly robot named 
B4. Download for free. 
worcester-bosch.co.uk

 AGES 7–9 
The Encyclopedia of 
Unbelievable Facts
Jane Wilsher and illustrator 
Louise Lockhart discover 
weird and random facts 
about space, science, 
history. Quarto, £17.99

 AGES 4-11 
The Sad Skeleton
Kay Brophy has created 
the Finding Your Way 
series to encourage 
children to understand 
and release their emotions 
instead of bottling it up. 
Middle Farm Press, £14.99

 AGES 4-7 
Who’s That I Hear? 
DJ Hill brings children a 
sleep aid empowering 
them to find no fear in the 
things that go bump in 
the night. Lucky Chicken 
Productions LLC, £10.35

 TEENAGERS 
Temper, Temper Tamarin
Focussing on emotional 
growth, self-awareness 
and social awareness, 
Farid Haque’s Talking Up 
series begins with Tamarin 
learning to control his 
anger. Erly Stage 
Studios Ltd, £6.99

 AGES 14+ 

THE COMFORT 
BOOK, By Matt Haig 
Author of the The Midnight 
Library, Matt Haig brings us yet 
another triumph. His manual of 
reflections, essays and vignettes 
of our stressful world gives the 
reader consolation and new ways 

of seeing the 
world. Haig’s 
writing is 
accessible, 
unique and 
painfully 
honest. 
Canongate 
Books, £16.99

STEP: 
YOUR WORLD
The app that lets you 

track where you’ve 
been for your culture 
fix, delicious dinner 
or a boujee stopover. 

stepyourworld.com

NIKE 
RUN 
CLUB
Here to 
get you 
out of your 
comfort 
zone on 
guided 
runs of all 
lengths, 
types and 
efforts 

with fantastic playlists to 
keep you going. nike.com

MEETUP 
Organise, host and 

find new clubs 
and kickstart 
your re-entry 
into real life 

through book 
clubs, sports 

teams or picnics 
in the park. meetup.com

 MUSHY PEAS 
St Mary’s Calne girls have 

created this fun-filled 
card game to raise your 

spirits by doing silly 
things. Play it on the app 

or print it. mushypeasye.com

 AGES 16+ 

A MARVELLOUS 
LIGHT, 
By Freya Marske 
Step into this historical fiction 
with Robin Blyth, a young baron 
whose world is turned upside 
down by the revelation of a secret 
magical society. An Edwardian 

queer love 
story filled 
with magic. 
What more 
could you 
want to 
escape from 
reality?
Tor, £16.99

 AGES 16+ 

CANCEL THIS BOOK, 
By Dan Kovalik 
In this progressive book, 
the author examines the 
phenomenon of ‘cancel’ culture, 
and how its attempt to be 
inclusive has created a one-
sided echo chamber of similar 

opinions. 
Ultimately 
he labels 
‘cancelling’ 
as counter-
productive and 
destructive. 
Hot Books, 
£18.99
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‘Leading the way in educational 
initiatives is instinctive for this

 DYNAMIC
Oxford school.’

tatler schools guide

www.stedwardsoxford.org

‘They will tell you it is down to earth –  
we say it’s FLYING HIGH’

the good schools guide

School coach from London via  
Beaconsfield every Sunday evening

weekly & full boarding  |  day  |  a level & ib  |  co-educational  |  13 – 18 
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This is the directory that we’ve all been waiting for – a goldmine for 
parents looking for schools and a rare opportunity for schools to hit just 
the right target audience. I’m not surprised that it has established itself 
so quickly as a ‘must’ for all the top schools. 
  HURTWOOD HOUSE  

School House is an ideal way of reaching our target market – a high 
quality magazine, delivered to the people we most want to attract.
  CHARTERHOUSE  

The magazine is going from strength to strength. It really is a high 
quality product; it looks terrific and contains such relevant information 
that it must be an indispensable reference guide for the parents which 
we are all trying to target.
  TONBRIDGE  

We love working with School House - their professionalism and 
dedication to education is apparent in their beautiful and highly-
readable publication.
  BRIGHTON COLLEGE   

TESTIMONIALS
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C&TH PRINT & DIGITAL ADVERTISING  
TERMS & CONDITIONS

1 DEFINITIONS
• (a) the “Advertiser” means the person or entity booking advertising 
 space in Country & Town House (C&TH) or any Country & Town House 
 publication, whether an advertising agency, brand owner or 
 whomsoever.
• (b) “Advertising Copy” means the advertising and promotional content 
 (including any Sales Promotions as defined below) requested by the 
 Advertiser to be published by C&TH in one or more of its Publications.
• (c) “ C&TH” means Country & Town House Limited of Studio 2,  
 Chelsea Gate Studios, 115 Harwood Road, London SW6 4QL
• (d) “ C&TH Publication” means any of the magazine titles published by  
 C&TH from time-to-time.
• (e) “Digital Versions” means any C&TH Publication as made available in  
 an electronic format compatible with one or more handheld or tablet  
 end-user devices (such as, without limitation, Kindles and iPads).
• (f) “Premium” and “Premium Plus” advertising options means in relation  
 to “Premium” including but not limited to scrolling advertisements, slide  
 shows and 30 second videos and “Premium Plus” including but not  
 limited to photo explorer, photo 360 and 60 second video.
• (g) “Production Work” means any and all artwork, sketches, layouts,  
 mock-ups, graphics, photography, processing or other work, work  
 product, services and service product that the Advertiser may request  
 C&TH to perform or provide from time-to-time.
• (h) the “Publication Date” means, in relation to each version of a C&TH  
 Publication (print, Digital and PDF) the date(s) on which the relevant  
 version comes on sale in the United Kingdom.
• (i) “PDF Versions” means any C&TH Publication as made available in  
 a “static format” digital magazine issue (e.g. on Zinio, LeKiosk etc.).
• (j) “Press Date” means C&TH’s various deadline(s) for receipt of any  
 Advertiser’s Advertising Copy, as the same may be notified by C&TH  
 to the Advertiser in respect of each instance of publication of such  
 Advertising Copy in a conventional, print-media C&TH Publication,  
 a Digital Version or a PDF Version.
• (k) “Rates” means C&TH’s costs and charges for the publication of  
 Advertising Copy in C&TH Publications, as evidenced in the C&TH Rate  
 Card in force at the relevant time, but not including any additional fees  
 and costs for any Production Work as described in Section 2(b) below  
 which shall be payable in addition to the Rates.
• (l) “Rate Card” means the table of C&TH Rates for the publication  
 of Advertising Copy in C&TH Publications 
• (m) “Technical Specifications” means C&TH technical requirements for  
 Advertising Copy provided by or on behalf of Advertisers from time-to-time.

2 RATES & COSTS
• (a) Rates are quoted in the Rate Card exclusive of VAT and may be  
 increased at any time upon 3 months’ written notice, “written notice” for  
 these purposes to include notice posted on this web page as part of  
 these Terms & Conditions.
• (b) In addition to the Rates, if the Advertiser requires any Production  
 Work to be performed by C&TH, it will pay C&TH for the same at the  
 cost quoted by C&TH at the time of request, plus any applicable VAT  
 or other sales tax at the prevailing rate.
• (c) All rights, including all copyright, in any Production Work performed  
 by C&TH will vest in C&TH and the Advertiser may use the same solely  
 for the limited purpose of publishing the associated Advertising Copy  
 in the relevant C&TH Publications pursuant and subject to these Terms  
 and Conditions. Where an Advertiser wishes to receive an assignment  
 of rights in any Production Work then the same shall be subject to the  
 written agreement of C&TH (which it may grant or withhold in its  
 absolute discretion and which may include the agreement of any  
 further terms).

3 ORDERS
• (a) Agents must disclose the name of their principals and nature of the  
 advertised goods, services, Sales Promotions and Advertising Copy at  
 time of booking. Any incomplete or misleading disclosure or failure  
 fully to disclose, or any non-compliance of any matter with applicable  
 regulation, entitles C&TH to reject or cancel the order.
• (b) The C&TH Rate Card is not an offer to contract. A contract between  
 C&TH and the Advertiser (and C&TH’s obligation to publish any  
 Advertising Copy on these Terms & Conditions) arises only upon and  
 subject to C&TH’s acceptance of the Advertiser’s order. 

• (c) Cancellations cannot be accepted from Advertisers within 2 months 
 of the Publication Date of the conventional, print-media C&TH 
 Publication. Orders for Advertising Copy comprising covers, Sales 
 Promotions and advertorials are non-cancellable.
• (d) Orders for next to or facing editorial positions can only be accepted 
 subject to availability at the time of going to press.
• (e) It is the Advertiser’s responsibility to notify C&TH within 7 days of  
 receipt of C&TH’s written acceptance of the Advertiser’s order for the  
 publication of its Advertising Copy if the booking details set out in  
 C&TH’s acceptance confirmation are incorrect.
• (f) Advertisers are required to specify, in their orders, which C&TH  
 Publications (and which digital versions) they wish their Advertising  
 Copy to appear in. Where a C&TH Publication is published in both  
 Digital and PDF Versions, C&TH will, unless notified otherwise by the  
 Advertiser, publish the Advertising Copy in all of the Digital Versions  
 and PDF Versions of the relevant C&TH Publication, to all of the  
 compatible end-user devices. The Advertiser may, if it so specifies in its  
 order to C&TH, elect not to have its Advertising Copy published in  
 the PDF Version of the relevant C&TH Publication, but in this regard the  
 Advertiser acknowledges that this ‘opt-out’ will be universal in respect  
 of all PDF Versions across all end-user devices.

4 COPY ARTWORK AND MATERIALS
 (I) PRINT ADVERTISING COPY
• (a) All Advertising Copy (which must be in the form of PDF files  
 and digital proofs) provided by or on behalf of the Advertiser to C&TH  
 must comply with C&TH’s Technical Specifications. C&TH may reject for  
 publication any Advertising Copy which is not compliant with the  
 Technical Specifications.
• (b) The technical compliance of Advertising Copy provided by  
 the Advertiser to C&TH for publication in Digital Versions remains the  
 responsibility of the Advertiser. C&TH accepts no responsibility and will  
 have no liability to the Advertiser for any of the consequences  
 (including the state of the resulting published Advertising Copy)  
 where any materials provided to C&TH do not comply with the  
 Technical Specifications.
• (c) If the Advertiser does not provide a PDF file and digital proof of  
 the relevant Advertising Copy by the Press Date C&TH is entitled (but  
 not obliged) to re-publish any previous Advertising Copy previously  
 published in the relevant C&TH Publication.
• (d) C&TH will be under no obligation to review or make corrections  
 to any pre- or post-publication Advertising Copy.

 (II) TABLET ADVERTISING COPY
• (a) Advertising Copy intended for publication in Digital Versions must  
 comply with the ‘Tablet Advertising Material Specifications’ section  
 of the Technical Specifications. PDF Versions do not require compliance  
 with any technical specifications other than the general Technical  
 Specifications. C&TH may reject for publication any Advertising Copy  
 which is not compliant with the Tablet Advertising Material Specifications.
• (b) Advertisers may email C&TH for full details of C&TH’s technical  
 requirements for Digital Versions and information about the Technical  
 Specifications.
• (c) The technical compliance of Advertising Copy provided by the 
 Advertiser to C&TH for publication on the C&TH website and in Digital  
 Versions remains the responsibility of the Advertiser. C&TH accepts  
 no responsibility and shall have no liability to the Advertiser for any  
 of the consequences (including the state of the published Advertising  
 Copy) where any materials provided to C&TH do not comply with  
 the ‘Tablet Advertising Material Specifications’ element of the Technical  
 Specifications.
• (d) If the Advertiser does not provide Advertising Copy compliant with  
 this Section 4(ii) by the notified Press Date for the Digital Version C&TH  
 is entitled (but not obliged) to re-publish any previous Advertising Copy  
 previously published in the relevant Digital Version.
• (e) For the avoidance of doubt, any links embedded in any Advertising  
 Copy for any Digital Version will only be enabled when the relevant end- 
 user device is connected to the Web via WiFi or 4G.

 (III) GENERAL
• (a) All Advertising Copy supplied by the Advertiser will be held by C&TH  
 at the owner’s risk and must be insured against loss or damage and  
 backup copies retained by the owner. 

5 PAYMENT
• (a) Payment is due on publication of the issue in which the  
 advertisement appears.
• (b) If payment is not made in full within 30 days of the date of C&TH’s  
 invoice the Publisher reserves the right to suspend insertions. The  
 Advertiser shall pay interest under The Late Payment of Commercial  
 Debts (Interest) Act 1998, at 8% above Bank of England base rate.
• (c) New Advertisers will be required to pay in advance for the first three  
 insertions of Advertising Copy.

6 GENERAL
• (a) The Advertiser accepts that the Advertiser is a principal in law and  
 accordingly warrants that all Advertising Copy (and its constituent  
 parts) when submitted to C&TH for production and upon publication  
 will: (i) be neither defamatory nor obscene, and must comply in all  
 respects with the requirements of the British Code of Advertising  
 Practice and other relevant industry codes, and (ii) comply with and  
 not contravene the requirements of (a) any Act of Parliament, statutory  
 instrument, code of practice or regulation promulgated thereunder  
 including any law of the European Community for the time being in  
 force or applicable in the United Kingdom and (b) any acts, decrees,  
 regulations or authorities in those markets in which the advertisement  
 (and in particular comparative advertising) may be accessed: (iii) in  
 the case of financial advertising comply with the Financial Services  
 and Markets Act 2000 and other relevant statutes and regulations  
 issued pursuant to statute or by any regulatory body: (iv) not breach  
 any contract or infringe or violate any copyright, trademark or any other  
 personal or proprietary right of any person or entity or render C&TH  
 liable to any proceedings or liabilities whatsoever, wheresoever.
• (b) Notwithstanding anything to the contrary set out herein, C&TH  
 is entitled at its absolute discretion to reject or exclude any Advertising  
 Copy submitted for publication notwithstanding: (i) C&TH’s previous  
 acceptance of the relevant Advertiser’s order; and (ii) whether or  
 not the relevant Advertising Copy has been previously accepted for  
 publication or published previously.
• (c) The Advertiser will indemnify C&TH fully in respect of any costs,  
 claims, damages, losses or liabilities of any sort suffered or incurred by  
 C&TH arising directly or indirectly from the production or publication of  
 any Advertising Copy which is in breach of any of the warranties set out  
 in Section 6(a) above.
• (d) Any complaint concerning the production or publication of any  
 Advertising Copy must be notified in writing to C&TH within 4 weeks of 
 Publication Date.
• (e) C&TH will exercise reasonable care in preparing and publishing  
 Advertising Copy but if any Advertising Copy is not published in  
 accordance with the booking confirmation issued by C&TH due to the  
 act or omission of C&TH, C&TH’s maximum liability will be limited to  
 the amount of any payment made for the relevant Advertising Copy.  
 C&TH will not be liable in any manner to the Advertiser for any error,  
 misprint or omission which does not materially detract from the look or  
 meaning of any Advertising Copy nor will C&TH be liable to the  
 Advertiser for any such error, misprint or omission to the extent  
 attributable to the Advertiser’s non-compliance with these Terms and  
 Conditions. C&TH may (subject to Section 6(b) above) at the  
 Advertiser’s request carry further or corrective Advertising Copy of  
 a similar type and standard to the Advertising Copy which has not been  
 published in accordance with the booking confirmation issued by C&TH  
 which will be the Advertiser’s sole and exclusive remedy.
• (f) The Advertiser may not recharge a client for advertising space at an 
 increased rate without C&TH’s written consent.
• (g) For Advertising Copy including a Sales Promotion or a special offer  
 the Advertiser must provide all details when placing its order.
• (h) C&TH and the Advertiser warrant that they will observe their  
 respective obligations under the Data Protection Act 1998 arising in  
 connection with these Terms and Conditions.
• (i) These Terms and Conditions will be construed under and governed  
 by the law of England and the parties submit to the exclusive  
 jurisdiction of the English Courts.



CONTACT US

For further information on advertising please call +44 (0)20 7384 9011; 
or email camilla@schoolhousemagazine.co.uk

Studio 2, Chelsea Gate Studios, 115 Harwood Road, London SW6 4QL 
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