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About us Our audience
The Landscaper is the UK’s leading bi-monthly magazine for professional 
landscapers. Spanning the entire Landscape industry, readers are responsible 
for the design, construction, installation and maintenance of:

The readership of The Landscaper Magazine is diverse, 
encompassing professionals and organisations across various 
sectors within the landscaping industry. Key audience groups 
include:

• �Landscape Contractors – A significant portion of our readership consists of 
contractors involved in residential and commercial projects.

• �Garden Designers – Creative professionals who rely on our magazine for industry 
insights and inspiration.

• �Grounds Maintenance Teams – Specialists responsible for the upkeep of public and 
private spaces.

• �Landscape Architects – Professionals engaged in designing outdoor environments, 
from parks to urban spaces.

• �Local Authorities – Public sector organisations with a focus on landscaping and 
grounds care.

 
Key Decision Makers
Our publication reaches a broad range of decision-makers within these sectors, including:

• Owners and Partners – Individuals leading small to medium-sized enterprises.

• Directors – Senior leaders steering larger organisations.

• �Managers – Operational leaders overseeing projects and procurement.

This reach ensures that The Landscaper Magazine connects directly with the 
professionals shaping the industry and making key purchasing decisions.

• Urban gardens and patios
• Parks and leisure areas
• Fencing and decking
• �Golf courses & sports pitches 
• Public contracts
• Street furniture

• Lawns and borders
• Lighting
• Playgrounds
• Water features
• Irrigation
• Ponds & Pools

The Landscaper is read by proprietors of large, medium and small 
landscaping firms, landscape contractors, greenkeepers, groundsmen, 
local council specifiers, landscape designers and architects, arborists 
and horticulturists.

www.landscapermagazine.com has 52,717 visits per annum and 
865,975 hits per annum

The e-newsletter has 3,502 subscribers and 28.6% open rate.

For editorial  enquiries 
contact Greg Rhodes on 07711 604295 or email greg@speedmediaone.co.uk 
 
For sales enquiries 
contact Helena Hughes on 020 4539 3009 or email landscaper@sheengate.co.uk
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Each copy of The Landscaper is read by nearly four landscaping professionals, meaning 
advertisers can potentially reach over 22,000** industry professionals every issue.

Key industry sectors which receive print and digital copies of the magazine:
Registered members of BALI (British Association of Landscape Industries): A trade association 
for all landscape professionals, supporting over 900 Registered members in the UK and overseas.

Registered members of APL (Association of Professional Landscapers) comprises over 300 
members of accredited landscape companies who design, build and maintain gardens throughout 
the UK.

Head Professional Grounds Personnel in the Sports World: Those who are responsible for 
landscape and ground maintenance of sporting facilities including premiership clubs, major 
stadiums and head groundsmen and greenkeepers at golf, cricket, tennis and equestrian venues.

Key personnel managing and maintaining grounds within local authorities and other 
public sector services. Also decision makers Higher Education Establishments and Universities 
responsible for the landscape and ground maintenance of their properties. This includes those 
responsible for parks and other public open spaces.

Private schools: Head groundsmen at the UK’s top public schools responsible for the 
maintenance of sports pitches, gardens and other recreation areas

Key members of the National Trust, Woodland Trust, English Heritage, Royal Parks and other 
heritage groups responsible for landscaping projects and grounds care decisions.

Private estate managers of stately homes, country houses, conference centres, and private 
sector housing developments, hotels and residential centres.

Green-Tech Ltd.
We have been advertising in The Landscaper for well over a decade 
with great success. It’s a well-respected publication within the industry 
and always covers current trends and issues. It forms a big part of our 
media schedule each year.
Lesley Spence, Communications Manager

Groundsman Industries Ltd
I have advertised in many landscape and horticulture publications 
over the years but ‘The Landscaper’ is the only one I consistently 
advertise in because they have kept a focus on professional machinery. It is an excellent 
informative little publication not just pretty pictures. Well done, keep it up!
Billy Warke, Managing Director

SCH (Supplies) Ltd
Working with The Landscaper Magazine has allowed us to grow our reach among Landscaping 
professionals, and placing our brand against this magazines high quality content helps us to 
achieve an excellent response rate.
Sam Elliss, Marketing Manager

Tony Hawkins Associates
With excellent editorial coverage and reach in the target market, we have used The Landscaper as 
part of our client schedules (including Echo-Tools, Ariens, Terrain Aeration Services Ltd & Weeding 
Technologies Ltd) for more than 16 years.
Tony Hawkins

The British Association of Landscape Industries (BALI)
We have been supporting The Landscaper for over 15 years, as an advertiser and contributor. 
The publication has a proud history of offering comprehensive editorial that focuses on amenity, 
machinery and grounds maintenance, as well as regular features on education, skills and the 
environment. We have always received a top rate service from The Landscaper team and have 
enjoyed working on a number of projects collaboratively, with many more to come.
Darren Taylor, Marketing and Communications Manager

Readership and Circulation Testimonials

Trusted by BALI and APL
The leading trade organisations – the 
British Association of Landscape 
Industries (BALI) and The Association of 
Professional Landscapers (APL) – request 
that the magazine is sent to their members, 
adding to our credibility and standing as a 
leading industry publication.
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Rates 
per insertion

One insertion Four insertions
(less 10%)

Six insertions
(less 15%)

Special Positions
Outside Back Cover: £1,502   |   Inside Front Cover: £1,444   |   Inside Back Cover: £1,386

Advertorials
Limited availability of premium R/H advertorial positions (+10%)

Media Agencies
A 10% commission for new business introduced to the publishing house is offered 
to agents on agreement

Loose Inserts
Cost per 1,000: £POA

Design & Production Charges
1/8 page: £80   |   1/4 page: £80   |   1/2 page: £100   |   1 page: £135

Classified Display Adverts
£22 + VAT per single column centimetre (minimum 2cm)

e-Marketing / e-Newsletter
£450 per month

Banner Advert - Appears on Home page
Size 728 x 90 pixels   |   £400 per month

MPU (Square) - Appears on ALL pages
Size 300x250   |   £350 per month.
(All artwork measurements are width X height)

Full Page Colour

Half Page Colour

Quarter Page Colour

Eighth Page Colour

£1,155

£660

£410

£230

£1,040

£594

£369

£207

£981

£561

£349

£196

Advertising Rates

Bundle packages are also available, which 
include both print and digital. Please contact 
Helena Hughes for further details 
landscaper@sheengate.co.uk

To be added to our unique subscribers list for print/
digital editions of the The Landscaper then please 
get in touch with landscaper@sheengate.co.uk
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CHELSEA REVIEW

Sponsored by The Gates Foundation, the entry was a 

rarely seen edible garden - probably the first one to 

contain a next generation toilet.
Designed by Chelsea first-timers Matthew Butler 

and Joshua Parker and developed in collaboration with 

Sarah Pellereau, associate director at consultancy Elliott 

Wood, the presentation was an opportunity to inform 

visitors about the effect of climate change on the future 

of crop production. 

It was set in the near future where climate threats 

such as higher temperatures, drought and short bursts 

of heavy rainfall can all impact harvests and therefore 

people’s livelihoods. The designers’ philosophy is to 

create spaces that are research driven and plant focused.

The garden highlighted climate resilient crops including 

sweet potatoes, chickpeas and millet, and promoted a 

no-dig approach for crop management to help encourage 

and maintain a diverse soil ecosystem. 

Some of the crops, although not currently grown in the 

UK, will be ones for the future as our weather patterns 

change. The practice of polyculture – planting different 

crops together in a mosaic pattern- has been shown to 

produce healthier and larger harvests than traditional 

segregation techniques.
‘’Our garden shows that despite huge challenges, there 

are amazing solutions being developed to enable healthier 

and climate resilient futures both in the UK and globally,’’ 

the designers commented.
A rammed earth building, ‘ The Hub’ – stood at the 

heart of the garden. This cement-free unstabilised 

structure featured a semi-intensive green roof to insulate 

and capture carbon; its deep, stony, free-draining 

substrate allowing for a variety of plants and including 

larger root systems than more conventional green roofs. 

The result is greater variation in habitat and wider 

biodiversity. Excess water from the roof is fed into a 

dipping tank and when this overflows it is pumped into 

a rainwater harvester using a solar powered pump to 

create a circular water system. The roof design mitigates 

effects of heavy rainfall by slowing its flow and filtering it 

before it enters the tank.

As a construction technique, rammed earth has been 

used for centuries but is relatively unknown in the UK. 

It consists of compacting or ‘ ramming’ a moistened 

mixture of soils into a formwork, which when dried 

forms a dense wall. 
Using this technique, the building’s construction will 

be low carbon , accessible and regenerative. The Hub 

here was sited on well-compacted hardcore and treated 

with a breathable surface protector to limit water 

ingress. Gen 0 concrete was used in the capping to lift 

the rammed earth walls off the ground.

Within the building was an innovative waste disposal 

system – the Cranfield Circular Toilet –a self-contained 

unit to turn wastewater into ‘ clean’ liquid suitable 

for irrigation (but not for drinking). It also produces 

pathogen-free biochar fertiliser, which can be used in the 

garden to improve soil health and retain nutrients. 

By showcasing global innovators and solutions, the aim 

was to inspire visitors to learn about global projects but 

also to take home ideas they can use in their own gardens 

for growing plants more sustainably.
The RHS judges awarded this groundbreaking 

demonstration garden a gold medal, a great result for 

everyone involved. The garden is to be relocated at  

The Energy Garden, London.

Sponsor: The Gates Foundation gatesfoundation.org

Design: Butler and Parker butlerandparker.com

Build: Acacia Gardens acacia-gardens.co.uk

Studio: Ikram studioikram.com

Gillian Taylor is a horticultural speaker, writer, gardener and 

belongs to the Professional Gardeners Guild and Chartered 

Institute of Horticulture

The Garden of the Future – a 
fresh take on sustainability
Eyecatching at RHS Chelsea this year in the Small Show Gardens category 

was gold medal winner The Garden of the Future, writes Gillian Taylor

‘’The Garden of the Future 
shows that sustainable 

materials don’t need to be 
specialist only – they can be 
shared, learned and scaled’’

Sarah Pellereau, Elliott Wood.RHS Chelsea 2025 Gold Medal Winner

Rammed Earth Building
Solar in the Garden of the Future

Rammed Earth Building Components

Gillian Taylor
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Feel the pulse and power 
of battery OPE

A new power is pulsing through OPE – clean, green electricity. If you still rely on petrol outdoor power equipment for your pro landscaping commitments, it's time to turn away from tradition to enter the era of battery technology.
Why? Because battery power delivers cleaner, more efficient and healthier working far more convenient than traditional petrol kit.

Leading the charge to an electric future is Makita, a global player founded in 1915 that has revolutionised power equipment by pushing tech boundaries to build and consolidate its position as a manufacturer of portable electric power tools.

Today, Makita continues to provide a full spread of products and services geared to the diverse needs of residential customers and landscapers under its global mission to help create more enriched, sustainable environments.
Its tight focus on cordless power tools and OPE is coupled with high intercompatibility that allows a single battery to run a wealth of different Makita products – very much the requirement that residential customers professional landscapers and councils increasingly demand.
Everywhere, from gardens, parks, business landscapes to sports and amenity settings benefit from the clean, 

quiet power of cordless technology, whether for light work or demanding projects. More maneuverability, higher power, longevity, zero emissions and lower noise are all keynotes of the Makita range. 

Since ending the manufacture of petrol tools in 2022, the company has continued to invest in advancing battery powered technology to match the power of their petrol-fuelled predecessors at a time when businesses and consumers are buying into sustainability big time.
More robust, resilient tools and machinery are entering the garden sector as contractors seek professional results without too much stress and strain.

Makita makes among the most powerful battery tools available. The cordless technology and performance of its XGT outdoor power equipment and professional gardening tools and accessories in the company’s range are the right fit for today’s requirements. 

XGT batteries power the gardening and landscaping OPE range – the pinnacle of Makita’s garden power tools, built to handle the most demanding jobs - and are interchangeable in more than 100 products across the full UK catalogue.  

With 40V(1 battery) or 80Vmax (2 batteries) options, they offer increased power output thanks to brushless motors and rare earth magnets, plus heightened durability from a shock absorbing structure and water and dust resistance.
Battery and tool communicate in real time to adjust to combat heat, overload and over-discharge to deliver up to twice as long sustained power during demanding applications, while multi-surface contacts and dual cooling fans give operators between 28minutes (2.5Ah) and 72 minutes (8.0Ah) charge times.

Lead the charge at www.makitaredemption.eu/gb/en

Maximum power, minimum fuss with the dual-battery XGT UR012G brushcutter 80Vmax

Meet the future, feel the energy of Makita XGT 
professional gardening tools and machinery

Quiet running with the LM001C Connect-X 
mower and portable powerpacks, PDC1200 

or PDC1500

They won’t know you’re there with the  
XGT UH007G hedge trimmer 750mm

Feel the earth move, quietly, with the 
XGT DG001G earth auger 40Vmax

No petrol, maximum freedom with the 305mm 
XGT CE004G disc cutter 40Vmax 
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• �The Landscaper prefers material to be supplied as a high resolution digital PDF file. 
Please send all artwork to landscaper@sheengate.co.uk

• �Please name your file as the company or product you are selling. All artwork will 
be printed in CMYK process colours. Please ensure that any images you use are 
converted to CMYK (and have a resolution of at least 300dpi) before exporting your 
PDF file.

• �We can also provide a design service for you. This may incurr an extra cost 
depending on the type of artwork that is required. This service would require you to 
provide us with images, logos and copy details. 
Contact landscaper@sheengate.co.uk for more details.

• �So that all required links on our digital 
version are live, please ensure PDFs 
supplied have URLs, social media 
addresses and email addresses set as 
“live” when saving the PDF for print. 
Please check the “include bookmarks and 
hyperlinks” button in the “General” panel 
as you create the PDF artwork.

Ad copy date
• �14 days prior to publication

Cancellations
• �Cancellations must be in writing 6 weeks prior 

to print deadline. Please contact our sales 
department for full T&C.

* Allow a 20mm gutter in the centre of the ad

For editorial enquiries 
contact Greg Rhodes on 07711 604295 
or email greg@speedmediaone.co.uk 
 
For sales enquiries 
contact Helena Hughes on 020 4539 3009 
or email landscaper@sheengate.co.uk

Full page			   170mm wide x 240mm deep

				    Bleed: 3mm

				    Type area: 150 x 220mm

Double page spread		  340mm wide x 240mm deep

				    Bleed: 3mm

				    Type area: 320 x 220mm*

Half page landscape		  150mm wide x 108mm deep

Half page portrait		  73mm wide x 219mm deep

Quarter page			   73mm wide x 108mm deep

Classified ad			   1 column width: 35mm

				    2 column width: 73mm
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Ad sizes
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Jan/Feb 2026
Publication date: 15th January 2026  
Ad copy deadline: 1nd January 2026

Mar/Apr 2026 
Publication date: 12th March 2026 
Ad copy deadline: 27th February 2026

May/Jun 2026 
Publication date: 14th May 2026 
Ad copy deadline: 1st May 2026

Jul/Aug 2026 
Publication date 16th July 2026 
Ad copy deadline 2nd July 2026

Sep/Oct 2026 
Publication date 17th September 2026 
Ad copy deadline 3rd September 2026

Nov/Dec 2026 
Publication date: 31 October 2026 
Ad copy deadline: 17th October 2026

Publication dates 2026 Features 2026

JANUARY/FEBRUARY
Compact tractors
Managing outdoor space
Hedge trimmers and cutters
Innovation 
Tech

MARCH/APRIL
Sprayers and spraying/Weed and pest control
Mowers
Vans
Spring renovation/Seeds, topdressings, scarifiers 
Tech – drones
Innovation

MAY/JUNE
Hand tools
Machinery and vehicle hire
Health and safety/ppe
Award-winning gardens
Innovation
Robotic mowers
Surfacing

JULY/AUGUST
Vans
Robotic mowers
Sustainable landscape projects
Brushcutters and strimmers
Cleaning and maintenance
Innovation
Groundsfest Preview

SEPTEMBER/OCTOBER
Show Time: GroundsFest, FutureScape
Batteries
Dealerships
Blowers
Hardscaping

NOVEMBER/DECEMBER
Paving and aggregates/hardscaping
Winter management and clearance
Fencing and balustrading
Saltex
Patios
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HEDGETRIMMERS

The hedge, which is a species of yew (Taxus Baccata), is 

listed in the Guinness Book of Records for its towering 

height, reaching 14 m. Measuring 120mm in length, it was 

planted by the 1st Earl of Bathurst more than 300 years 

ago when he redesigned the mansion that overlooks it. 

Back then it was cut back by hand with shears by a team 

of up to four people using ladders. 

Given the feature’s historical and cultural importance, 

the hedge is carefully maintained under an annual 

programme. In a bid to preserve it, Bathurst’s four-strong 

forestry team, which includes forest manager Iain Garret 

and lead forester Oliver Murray, monitor both the inside 

and outside of the growth regularly to check for any 

issues that could result in degeneration. 

Common issues
The most common issues that occur are browning due 

to needle blights and insects, and a specific type of fungus 

named Laetiporus Sulphureus, which can cause cuticle 

rot inside the stem. When these problems do occur, the 

affected areas and surrounding growth are cut to prevent 

the disease spreading. 
The yew hedge is trimmed once a year - not only is this 

required to maintain its classification as a hedge but also it 

provides an opportunity to look for defects and disease. 

The task is no small feat. At 3,000 m2, it takes a team 

of two a fortnight to complete the maintenance, which 

sees the professionals trim around 300 m2 from the hedge 

each day. 
Before work starts, the Bathurst forestry team ensure 

that its equipment - a selection of Stihl hedgetrimmer 

blades - is sharp and clean, thoroughly disinfecting the 

machines using methylated spirits. 

Stihl Superclean is also used to spray the equipment’s 

blades to prevent resin build-up and to keep blades 

lubricated to support productivity and preserve hedge 

health. Daily checking of equipment is also required to 

guarantee tools remain in optimum condition for cutting. 

With such an important and arduous task at hand, 

Oliver and colleagues require premium quality tools 

available. Hedgetrimmers for example must be easy to 

use, lightweight, robust and reliable. 

Mammoth assignment

The mammoth assignment is achieved by starting at the 

bottom using a Stihl battery-powered hedgetrimmer, the 

HSA 130 T and working upwards in the cherry picker, 

before switching to the HLA 86 cordless long-reach 

hedgetrimmer, used for the top. Its adjustable head allows 

the team to follow the natural shape of the hedge over 

the summit and achieve the right angle as they reach 

across the hedge’s width. 
The HSA 130 T cordless offers a high-performance, 

robust experience for professional users, with a high 

blade speed for precise, neat and powerful cutting. Its 

rotatable multi-function handle enables comfortable 

work, depending on whether trimming the tops or sides 

of hedges. 
The HLA 86 telescopic long-reach hedgetrimmer 

suits professionals working on tall hedges where extra 

length is required to master cutting, trimming and 

maintenance work – up to the challenge of the largest 

yew hedge in world.

Quiet and versatile
The hedgetrimmer is powered by a 36V lithium-ion 

battery, is light and easy to handle and its extendable 

length makes it versatile. The power tool is quiet too, 

ideal for noise-sensitive areas, such as those around the 

Bathurst Estate. 
Both machines are compatible with Stihl Connected, 

a smart fleet management system that allows teams to 

digitally manage machine fleets and workflow, with the 

connected portal providing a detailed overview of the 

status of the fleet, as well as information such as the 

duration of use. 
“We are using Stihl battery-powered hedgetrimmers as 

they are quieter and don’t produce any emissions,” says 

Oliver, “and to get a full day’s work done, we just need to 

charge them once on our lunch break, avoiding the need 

for us to get in and out of our cherry picker. 

“The quiet operation of the tools is also important to 

us as we are based in the centre of town and don’t want 

to upset the neighbours, or residents of the Bathurst 

Estate.” 
Located at the heart of the Grade I listed Cirencester 

Park, the estate is a destination rich with heritage and 

open to visitors every day for a host of leisure activities. 

Sir Benjamin Bathurst purchased the Cirencester 

Estate, which lies in the Cotswolds, in 1695. It still 

belongs to the Bathurst Family today, 330 years later and 

is home to the 9th Earl and Countess Bathurst. 

To watch how the team tackle the annual trim, visit:

https://www.youtube.com/watch?v=s32U3fmfIWE

 
www.stihl.co.uk 

Stihl tech trims tallest yew 
hedge into shape

The forestry team at Bathurst Estate and Cirencester Park 

have credited Stihl’s battery-powered tools and cleaning solutions in helping 

them maintain the world’s tallest yew hedge, which is believed to have been 

planted on the estate in 1720
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Contact us

For editorial enquiries:
Call Greg Rhodes on +44 (0)7711 604295
or email: greg@speedmediaone.co.uk

For advertising enquiries:
Call Helena Hughes on +44 (0) 7376 130208 or  +44 (0)20 4539 3009
or email: landscaper@sheengate.co.uk

For general enquiries: 
Please email: landscaper@sheengate.co.uk

Design & Production:
Grant Lucas
grant@lucas-studio.co.uk 
Tel: 07702 411251

Distribution & Subscription: 
Call Greg Rhodes on +44 (0)7711 604295
or email: greg@speedmediaone.co.uk

www.landscapermagazine.com

Sheengate Publishing
Unit A4, Kingsway Business Park, Oldfield Road,
Hampton, Middlesex TW12 2HD
www.sheengate.co.uk
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